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Abstract
In the context of a digital world, M&S has a problem of improving the customer value and performance by better digital marketing. This dissertation examines the effectiveness of these strategies as a means to grasping audience attention and enhancing organizational performance. The broad research question revolves around the impact of DM activities on the overall experience for customers of M&S and the business performance outcomes. The study adopted secondary research by obtaining data from authentic sources including government, business reports and research journals, scientific publications regarding the M&Ss AI-Personalisation, live streaming business and social media promotion. It has enhanced customer satisfaction, web traffic, and social media presence, proving the benefits of data-oriented and place customer-first tactics. The paper adopts a qualitative, secondary research approach that systematically analyses and discusses data to draw conclusions about M&S’s digital transformation. The results suggest that companies need to implement more AI and interactive content in order to improve the level of satisfaction among customers. In the future, more organizations, such as M&S, should strive to develop sustainable strategies to enhance their digital marketing and address the challenges arising from the changes in market conditions and the increased competitiveness of the retail sector. This dissertation comprises an extensive assessment of M&S’s digital marketing initiatives to deliver helpful insights for retailers who seek to advance their digital strategies and customer outreach.
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[bookmark: _Toc169268696]Chapter 1: Introduction
[bookmark: _Toc169268697]Background
The world is witnessing the era of Industry 4.0 which is marked as an era of digital technology. Digital technologies are disrupting the paradigm of business and marketing and creating impact on customers as well. Digital marketing (DM), in its general sense, is the promotion of business to connect with customers through the application of the Internet and other types of digital communication (Dastane, 2020). DM not only includes email, social media, and web-based advertisements but also multimedia and text messages as channels for marketing. Scholars opine that DM plays a crucial role in a firm’s success (Wilbert Manyanga et al, 2024). The growth of DM can be attributed to the increase in the number of mobile and internet users. Around the world, the advancement of the internet and mobile technology has facilitated new ways for businesses to be conducted. Besides the traditional marketing approaches, brands are using digital media to reach customers.
Entrepreneurs are depending on digital marketing to draw the attention of customers. “Integrated marketing communication” (IMC) as a business process identifies the appropriate and effective means to communicate with customers about the value offerings and sustain good relationships with customers. The emergence of the Internet has changed the business landscape for local and global companies. The key players in DM are Google, Amazon, Facebook, and others. With the evolution of IMC the concept of DM brings drastic changes in marketing and replaces traditional marketing strategies (Dastane, 2020). The adaptation of digital tools in marketing is particularly advanced in developed countries like the UK (Statista, 2023). The UK is noted as the largest digital advertising market in the UK (Statista, 2023). Apart from that, it is one of the leading spenders worldwide in terms of digital advertisement.
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[bookmark: _Toc169024964]Figure 1: Digital Advertising Spending in Europe 
Source: Statista (2023)
Companies nowadays can choose from an ever-extending set of digital marketing tools and techniques such as “newsletters”, “search advertisements”, “social media campaigns”, and “video advertisements”. According to a recent survey, a majority of marketers in the UK claimed social media as the leading performing tool for promotion (Statista, 2023). This is not surprising because the presence of a company on social media such as Instagram can improve the exposure of a brand and facilitate engagement with customers. Every year, nearly 3.6 billion BRP are spent on “social media advertisement” (Statista, 2023). Digital ad agencies in the UK are commonly hired by retail and financial sectors.
DM is an established method that has proved its efficacy in enhancing efficacy and efficiency in marketing strategies (Purnomo, 2023). It enables entrepreneurs to effectively target potential customers, improve customer experience, and augment customer engagement. Despite the advantages, numerous enterprises are facing obstacles to attaining desired sale growth. The contemporary landscape in the corporate world is attributed to intense competition, changing customer behaviour, and rapidly advanced technologies. Therefore, for organisations, it is necessary to develop a well-structured and quantifiable marketing strategy to address obstacles and gain desired outcomes. Several critics also argue that selling products and services online is a priority for businesses because of the pandemic. The prevailing situation and lack of customer knowledge hinder customer involvement in physical marketing (Guisñan et al. 2023). For companies, it has become imperative to display all data through digital platforms and capture the attention of the audience.
[bookmark: _Toc169268698]Problem statement
The proliferation of the digital economy decisively contributes to increased competition, particularly in the digital transformation that involves accepting new technological models where DM is a crucial key to loyalty strategies and growth. DM and the internet are now important factors in a marketing campaign that attracts and retains internet users (López García et al. 2019). By placing customers at the focal point of business activities, firms are equipping themselves with internet-based strategies. Conventional marketing was the identification of needs and satisfaction of customers in a profitable way. Modern marketing tools use ICT that is integrated into the advertising strategies of firms so that they can adequately compete. It is found that in the UK, FMCG, travel and leisure, telecommunications, and retail sectors are the top 4 sectors indicating ad spending share by the industry (Statista, 2024). The use of the Internet in all stages of marketing activities offers new ways for businesses.
Marks & Spencer is a British multinational retailer that deals with clothing, food, and home products. According to a recent report, the retailer generated 11.9 billion BRP in 2023 which was 10.8 million BRP in 2022 (Smith, 2024). As per the official website of the company, it focuses on digital channels such as Instagram, Google Advertisements, and video-on-demand for digital marketing activities. The home and clothing marketing team of M&S have launched a “Digital First Campaign” that shares and celebrates with customers the wardrobe essentials across kidswear, womenswear, and menswear (Marks and Spencer, 2024). It means that the retailer is thriving to capture the audience’s attention and involve them in transactions. This is the major Clothing and Home campaign since the restructuring of the retailer and represents the initiation of a new conversation with consumers. M&S is using “Google Inventory Advertising” so that customers can conveniently reach the product line.
In recent years, the online platform of the retailer has experienced considerable growth by drawing the attention of millions of visitors to its shopping app, digital channels, and official website. In addition to this, footfall in offline retail is declined over the last decade. In 2022, the footfall was only 15 million per week (Smith, 2024). Though consumer response is favourable for the retailer, only one-fifth of customers claim that they are likely to shop regularly from the groceries of M&S (Smith, 2024). It is high time M&S devised appropriate strategies for digital marketing by putting consumer’s interests at the core and attracting them to the grocery and food segment. Attraction in the marketing context, is the ability to draw the attention of a target audience through campaigning (Sunarso and Mustafa, 2023). Customer action, on the other hand, refers to the actions taken by customers after being exposed to those campaigns.
Successful transformation of the audience into customer leads to product purchases, subscriptions, feedback, queries, and advocacy from the customers’ end. In DM, attraction and customer action are crucial parameters. According to a recent report, only 25% of grocery customers in the UK have been aware of M&S on social media or any form of advertisement over the last couple of months (Kunst, 2023). The volume of aware and attracted customers is quite low for the retailer in the grocery segment. Especially in a dynamic and cut-throat competitive market like the UK, the retailer is required to create a buzz about it among social media users. To address the issue of limited customer awareness and audience attraction, marketers depend on proper advertising and “decentralised content creation” on digital platforms such as TikTok, Instagram, and YouTube (Ren, 2023). Unlike conventional media, contents on digital platforms are created by content creators competing for the audience’s attention.
A recent source has found M&S being criticised on social media by people over the name of a specific product line. This retailer has announced its first loss in 94 years because of the negative feedback on sharing an assumed innocent post on Facebook. The retailer identified the jeans as “Mom jeans” which was not taken gracefully by several internet users (Hardcastle, 2021). The negative reaction from the audience further supports the need for effective content for campaigning and appropriately customised content for each platform. It is worth mentioning that the product line gained positive reviews and reactions on the website of the brand.
Another criticism of the retailer in its DM is that it does not pay attention to its audience and fails to engage them in the long run (Russon, 2020). It lacks connection with customers, due to which the retailer is uninformed of the latest trends. A number of research works are conducted to identify the benefits of digital marketing in gaining market share and competitive advantage, however, a very limited number of research has been conducted to identify how DM can be used to capture customers’ attention and increase interaction on digital channels of a company. This research will address the knowledge gap in digital marketing research by choosing M&S as a case study.
[bookmark: _Toc169268699]Purpose
The purpose of this study is to explore the digital marketing activities of M&S and determine the effectiveness of those strategies in capturing customer attention and improving performance.
[bookmark: _Toc169268700]Aims and Objectives
This research aims to evaluate the contribution of “digital marketing” strategies in capturing customer attention and increasing performance. The objectives of the research are the following
· To understand the current “digital marketing” strategies of M&S
· To determine the impact of “digital marketing” on customer performance
· To identify the effectiveness of “digital marketing” strategies to improve customer experience and customer performance for drawing customer attention
[bookmark: _Toc169268701]Research questions
· What are the current “digital marketing” strategies of M&S?
· What is the impact of “digital marketing” on customer performance?
· What are the most effective digital marketing strategies to improve customer experience and customer performance for drawing customer attention?


[bookmark: _Toc169268702]Chapter 2: Literature Review
Digital marketing can be defined as the process of selling goods or services through various digital mediums to the buyers. It includes SEO, SMM, email marketing, content marketing, PPC, display advertising, and affiliated marketing. Digital marketing makes use of a strategic, computerized selling process that gives emphasis to marketing communication to a selected target audience that can reformulate how firms provide value for their products. Its aim is to communicate with customers at different levels of web presence, increase the company’s online presence and impact, and stimulate people to generate sales and advocacy.
[bookmark: _Toc169268703]Framework for digital marketing
The paradigm of DM is faced with increasing fragmentation and the proliferation of subareas of research that facilitate the accumulation of knowledge. This fragmentation is logically connected to the inherent complexity of digital media. As stated by Busca and Bertrandias, (2020), the recent reviews of DM observers are not surprised when the audience recognises that the internet is an extraordinarily complex system. Such complexity is the result of complex history and the fragmentation is the outcome of a lack of comprehensive view of the internet. Some researchers look at the fact that the emergence of the internet is not a sudden and uniform action. On the contradictory, some argue that the technical architecture is impactful on the link between customer behaviour and marketing action. Since the start of the 21st century, DM has been remarkably evolved in the aspect of profitability and use. It leads to the rise of a digital ecosystem that connects users 24/7 and redesigns the habits and behaviours of users.
DM is a set of techniques developed on the internet which oblige customer performance. Customer performance means customers have to buy a product and service and pay for it. Nowadays, the daily roadmap for firms operating on the internet is based on several techniques such as “search engine optimisation”, “search engine marketing”, and “programmatic advertising”. According to Saura, (2021), “Data science (DS)” is a crucial part of DM. The major goal of DS is to extract knowledge from data interpretation for answering questions. The process of “data analysis” has to be framed by using relevant frameworks. In the field of DS, the two frameworks “data mining” and “knowledge discovery” are used. Another framework is VQA which is the task of generating accurate textual answers based on relevant questions and given images. As opinionated by Song, (2024), VQA integrates natural language and computer vision and needs a model that is capable of answering questions.
DM goes beyond the conventional understanding of marketing. The role of DM is more aggregative and strategic. In DM, customer performance is important in the co-creation of company and brand value. As mentioned by Bakhtieva, (2017), customer loyalty is now a core element of consumer relationship management by digital brands such as Marks & Spencer Furthermore, the growth of multichannel and omnipresent marketing pushes customer touchpoints at the centre of DM. Contradictorily, as claimed by certain researchers, companies lack an ideal framework for DM that focuses on DM strategies built around customer loyalty and touch points. Almost a quarter century has passed since the commercial use of the internet and the initiation of www. Meanwhile, the business landscape changed at a drastic speed.  In 2015, online sales accounted for 7.4% of the overall retail spending in the US, which is the highest since 1999 (Kannan and Li, 2017). Large MNCs like Amazon, Google, Apple, Facebook, and Alibaba are now the key players in the economy and DM as well (Kannan and Li, 2017). Brands and customers are placed at the central focus of digital firms to maintain a sustainable competitive advantage.
[bookmark: _Toc169268704]Benefits of digital marketing
Because of the encompassing of SEM and SMM, a superior digital presence is facilitated for brands. These brands are adopting customised advertisements for target customers based on their browsing patterns. As per Direction, (2021), it fosters a better level of communication and interaction between customers and companies. The power of information can afford better customer satisfaction and engagement. “Social media” and eWoM develop a new performance metric for DM based on customer reviews and reaction.. Digital transformation of marketing is driven by changing customer requirements and advanced technologies. The involvement and engagement of customers in DM drive the set-up of marketing communication and marketing mix. Tracking of customer information is required to understand the needs of customers. According to Marentis, (2015), one of the major benefits of DM is the power to make attribution and “reporting systems that work across technology platforms. Besides, a lack of knowledge and expertise can affect the holistic approach to DM.
While reviewing the benefits of DM, it is essential to have a look at the role of AI and content creation in DM. AI is tanking different business functions and marketing is not exceptional and various fashion brands such as Marks & Spencer are using AI. Since the debut of computers in 1950, AI has gone through a second renaissance because of the explosion of computing power and available data. AI has made the creation of algorithms possible, which can determine trends and make adjustments accordingly. Through the integration of AI into DM, DM can aim to forewarn firms of possible threats and help them gain opportunities by enhancing the quality of “strategic decision-making”. Ahmad Al Adwan, (2024) proposed that in the era of digitalisation, “big data” and “cognitive technologies” can impact DM. Despite the cruciality of DM in post-transition and developing nations, DM is not fully utilised to the extent of developed nations. It means that developing countries are yet to receive the full benefit of DM. Retailers like M&S use both traditional marketing and digital marketing to drive sales growth and satisfy the needs of tech-savvy customers.
DM communication contributes to the improvement of customer satisfaction, brand image, and loyalty. According to Emini and Merovci, (2021), statistics claim that 59% of respondents report making unplanned purchasing decisions based on knowledge gathered online and 61.5% opine that they have been influenced by their friends’ reviews on “social media”. Despite the benefits, several firms are reluctant to use “social media” as an appropriate media for communication because they are not fully aware of its cost-benefits. Mainly B2C firms have widely explored and exploited the benefits of DM. The perceived benefits of DM are sales increase, cost reduction, customer insight, effective customer relationships, and value co-creation. B2B firms prefer traditional face-to-face communication which is a key issue for adapting to DM. According to Setkute and Dibb, (2022), another reason is the low use of social media by these firms. They also have insufficient resources and technical knowledge to measure ROI.
[bookmark: _Toc169268705]Impact of Digital Marketing on Organizational Performance
Digital marketing plays an important role in determining the performance of organizations since it increases visibility, interaction and sales. Tohanean et al. (2018) pointed out that digitalization, one of the major characteristics of the fourth industrial revolution enhances customer performance and efficiency, and newcomers’ creativity. For instance, BMW AG’s use of cyber-physical systems and big data analytics raised car safety and annual sales. The adoption of digital marketing strategies leads to improved administration, improved customer relations, and drive innovation thus producing better results such as profits and market share.
In the same respect, Islami, Wahyuni, and Tiara (2020) find the potential of digital marketing on organisational outcomes in Micro, Small, and Medium-sized Enterprises (MSMEs). Thus, their findings unveil that digital marketing via the mediation of intellectual capital and perceived quality positively affects customer performance. This way, utilizing digital platforms, MSMEs will be able not only to expand the circle of potential clients but also to satisfy their customers and increase the sales. From the research, it emerges that firms within the MSMEs sector with sound digital marketing management experience have relatively good performance since they are likely to adapt acceptable customer relationship management as well as operational resource management.
Nuseir and Refae (2022) provide more importance to the establishment of the digital marketing capability to improve business outcomes. According to their work, they establish that digital marketing, with the help of customer relationship management (CRM) as a mediator, leads to the enhancement of business performance. Strategies of advertising and customized content in the digital media increase the extent of customer stickiness and hence result in high sales and market penetration. CRM systems when linked with digital marketing tools help organizations to monitor the customers’ behavior, target marketing, and enhance customer experience to improve the organizational performance.
Homburg & Wielgos (2022) offer a conceptual framework and survey results that highlight the value relevance of digital marketing capabilities for organizational performance. They evidence that organisations with developed DM capacities gain higher financial performance compared with other organisations. These capabilities include; data analytics, social media marketing, and mobile marketing, in a way that helps firms monitor customers’ preferences as well as predict the future trends to apply in the marketing domain. Based on the research the authors assert that building digital marketing competencies is vital for the sustainable competitive advantage and superior customer performance.
Therefore, this paper has established that the implementation of digital marketing models has far-reaching effects on organizational effectiveness in as much as it strengthens efficiency, customer relations and broad market access. This remained evident by the application of large data analytics together with social media and CRM systems whereby organizations are able to perform their marketing strategies effectively and make better experiences and financial returns. By analysing the case studies encompassing BMW AG, MSMEs in East Java and many other firms, it is clearly understood that, the modern digital marketing strategies and their proper implementation are critical to the success of businesses.
[bookmark: _Toc169268706]Customer Experience and Digital Marketing Strategies
Customer experience management through digital marketing entails the design of appropriate and effective touchpoints that provide relevant, interesting and continuous experiences to customers at the right places and at the right time. Nuseir et al. (2023) clearly point that digital marketing link with customer experience is vital for today’s companies to be successful. The basic approach of digital marketing methodologies like customised content, relevant adverts and data analysis helps in increasing the level of satisfaction of the customers while providing timely interactions. Such strategies help in understanding the customers’ needs, catering to them better and establishing a better emotional bond with them. Harshini et al. (2024) hold the view that in order to enhance the overall experience of customers and the creation of loyal customers, corporate entities need to adopt contemporary approaches in marketing. They observe that digital marketing allows organisations to design unique engagements by applying data and customers. Services such as SEO, SMM, and email marketing are effective in attracting, influencing, and satisfying customers by providing relevant content depending on clients’ buying habits. The study also recommends thatistically appealing customer experiences through the suitable digital marketing initiatives will increase also the customer repetitiveness and the customer retention.
Khan et al. (2024) point out that the approaches to digital marketing are crucial in today’s business environment for business development and the improvement of customers’ experience. They also pointed out some of the significant trends including the omni-channel marketing which is the use of different channels for marketing in such a way that there is continuity and consistency. This way, the client does not have to deal with an unappealing user experience regardless of the channel they are working with. Also, the integration of real-time data and analytics let the businesses analyze the effectiveness of employed strategies as well as update the marketing solution depending on the current customer needs. In line with the above discussion, Bajeja (2024) looks at the result of applying digital marketing in delivering the customer experience. This paper shows that through embracing the application of new-age technologies in digital marketing, firms will be in a position to deliver highly engaging and customized experiences throughout the buying journey. They allow for assessing the customers’ behaviour, identifying their needs in the future and delivering marketing information in the right format. From the aspect of relevance and interactivity, there are huge potentials for improving customers’ interaction and satisfaction levels.
Altogether, the use of digital marketing approaches is in impacting customers’ experiences positively by delivering relevant, interactive, and consistent multichannel communications. The techniques employed in digital marketing like customized content, relevant and more personalized advertisement, and use of data science help the businesses in understanding the requirements of the consumers better, providing them with more relevant experiences and thus develop a better emotional connection with the consumers.
[bookmark: _Toc169268707]Customer Attention and Digital Marketing Strategies
Digital marketing strategies play an important role in gaining and sustaining customer interest in the present world filled with extreme competition along with plethora of information. Liu et al. (2021) highlight that brand social media strategies are critical in the engagement of the customer online. According to their research, if the companies are consistent in posting, use more of the interactive content, and provide appropriate and timely customer response to the post, the customers pay much attention to the social media. These strategies assist the brands to establish an active and ongoing interactivity in the web platforms with appropriate customer base. Jusuf (2022) highlights on relevance and engagement regarding digital marketing. The research states that, customers’ interest and attention can only be attained through content that is specifically targeted, and relevant to the consumers. Jusuf also emphasizes how visual and engaging features like quizzes or polls, and/or UGC elements may bring a lot of value to the clients. The integration of data analytics means that the amount of data that business possess on their clients can effectively be used to understand the customer’s needs, desires, and other characteristics that makes it easier to market goods and services to a specific audience.
Mohammad and Halim (2022) focuses on the effects that result from digital marketing success on the customers. The research also establishes that there is a strong relationship between the digital marketing capabilities for SEO, social media marketing, and content marketing as tools for of customer attention capture and retention. A good marketing strategy goes further to capture the initial attention of the consumers and then extends the limited interactions online with a view of making the consumers become loyal. Based on Mohammad’s research, it is recommended that firms improve the quality of the business-generated content and adopt advanced technologies to improve interactions customers and foster long-term relationships with them. To address the need of capturing the customers’ attention, advanced digital tools and techniques must be incorporated. According to Liu et al. (2021), it is quite crucial to embrace social media platforms that address the customers through dynamic and timely messages. It not only draws the attention of customers to the product but also makes them engage with the brand more hence creating brand loyalty. Likewise, Jusuf (2022) stress about the need of the organization to develop contents that would fit the needs and interests of the target public. Interactive technologies such as the artificial intelligence and machine learning help businesses fulfil the need of providing customers personalized experience that would help grab their attention. 
In addition, Mohammad (2022) has pointed out that digital marketing capabilities are critical to the success factors. It shows that businesses using digital marketing to its optimum, involving SEO, social media and content marketing are the only businesses that can gain and retain customer attention. Since the strategies interact with the data as the target segment evolves, businesses can ascertain that existing customers’ needs and preferences are met, thus increasing engagement and customer loyalty. All in all, it is evidently clear that in the contemporary world of internet marketing, where a customer’s attention can easily be lost, it is important to combine targeted content, game elements, as well as hi-tech approaches. As pointed out by Liu et al. (2021), Jusuf (2022), and Mohammad (2022) established that firms can achieve higher customers’ attention rates and retention if they focus on social media, create content that is appropriate, and equally, if not more, exploit modern technology. Thus, it allows adopting the advanced strategies to capture the customer attention and build the long term relation on the base of business competition in the digital environment.
[bookmark: _Toc169268708]Trends In Digital Marketing
Digital marketing had gone through revolutionary changes with regards to techniques and strategies on the backdrop of supporting technologies and people’s preferences. The strategies of digital marketing that are currently dominant indicate that the communication process is becoming more individual, active, and based on data. Kotane, Znotina, and Hushko (2019) stated that companies in different sectors have realized the indispensability of the digital marketing tools. The authors underlined that with the help of such features as interactive social networks and artificial intelligence (AI) JUL digital marketing defines the future of that segment, providing more effective and cheaper ways of business-client communication.
Slijepčević and Radojević (2018) pointed out that digital marketing communication tools which include online advertising, social media, and mobile marketing are critical. They noted that digital technologies are no longer an addition to the marketing mix, but plays a vital role in reaching the consumers. Out of all the new forms of technology, social media platforms have significant shifted the manner in which firms interact with customers, for example through marketing. Technological advancements have therefore depicted a shift from the traditional means of communicating and doing business, hence the need for scholars to ensure they embrace the best culture.
According to Preniqi, Sylaj, and Krasniqi (2020), there are several factors that are rapidly contributing to the growth of digital marketing including the following. These are the further extend of utilizing AI and machine learning for automation and enhancing the efficiency of marketing techniques, a focus on the content marketing, as well as the popularity of using video and live streams. AI, as an example, is disrupting digital marketing through big data analysis, understanding the tendencies of customers’ behavior and providing individualistic outcomes. The use of AI in digital marketing tools improves forward the targeting and segmentation capability of businesses, thus raising the efficiency of marketing campaigns and, subsequently, customer satisfaction.
In his article from 2020, Al-Ababneh discusses the modern trends in development of digital marketing in detail. It rises much concern that he point out the growth of big data and analytics as critical in the analysis of customer habits and enhancing the marketing tactics. The evaluation of information enables firms to understand which specific digital platforms and techniques are valuable resources to reach specific clients. For that has come mobile marketing and increase use of mobile devices then it has become important for businessmen to make their content more friendly for the mobile. This trend can be clearly seen in the use of mobile applications, and the increase in the use of websites that are developed using the responsive design.
Another obvious trends that have emerged in today’s digital marketing are related to the use of influencer marketing to address specific audiences. According to Slijepčević and Radojević (2018), with the help of numerous followers on the pages in the social networks, influencers become the important key to the modern outbreak performance of digital marketing. This means that influencer marketing targets and establishes credibility with the intended consumers since they are more willing to learn from personalities they respect individually. This has ultimately given birth to the existence of micro influencers whose follower base although not as large, engage with their influencers’ content highly.
Another new tendency observed earlier is the transition to the increased attention to the customer experience. As noted by Preniqi, Sylaj, and Krasniqi (2020) , there is a significant focus on the use of technologies and solutions that help to influence the choice, control the entire path, from primary recognition to purchase and subsequent support. This comprises the implementation of chatbots and the help of the artificial intelligence in customer relations to give instant answers and recommendations. The enhancement of the overall customer satisfaction is highly beneficial for businesses since it will ensure the customer returns for more business.
[bookmark: _Toc169268709]Challenges and Barriers in Implementing Digital Marketing Strategies
The primary obstacles and challenges in the digital marketing are related to technological solution, organizational culture and market conditions in organizations. As cited by Diez-Martin et al. (2019), sustainability is an issue in digital marketing. Any operation has to optimize resources according to certain condition now and in the future, with regard to the constant changes of the digital environment. T Firstly, due to the continually increasing rate of innovation in technologies that is hardly sustainable, organizations are constantly forced to acquire new tools and applications which at times proves to be financially and logistically challenging, especially for SMEs.
Sudarmiatin and Hidayati (2023) also point out the specific issues that SMEs experience while implementing digital marketing and using it during crises, including the current COVID-19 contagion. The research reveals the fact that the majority of SMEs face challenges related to restricted funds, skills, and poor IT support. These constraints however hamper the ability of SMEs to get the best out of digital marketing hence low performance which will impact the customer performance. Thirdly, the self-isolation measures caused by the Covid-19 pandemic led to the urgent switching to the digital channels of communication and workflow, which affected the key factors mentioned above and revealed the lack of digital competencies and technological mindfulness among SME owners and employees.
Mishra (2020) explains the domain extent, prospect, and issues related to digital marketing. Another issue that one may list is the combination of digital marketing initiatives with the conventional marketing methods. Marketers working on the campaign need to ensure that the communication activities are spread across different platforms in order to achieve harmonized communication campaign targeting different segment of the population. The merging of digital and traditional marketing is usually challenging because of the dissimilarities in the measures used, customers’ interaction, and content type. Further, the dynamic environment that digital marketing entails dictates a constant vigil and often calls for a huge commitment of time and the need to hire specialized personnel.
In the work of Riabova et al. (2022), the peculiarities of digital marketing in the conditions of globalization are studied, and such problems as the protection of personal data are highlighted. With growing amounts of customers’ data being gathered and analyzed by businesses, the protection of that information and compliance with the preserving regulations becomes critical. The GDPR status in Europe and the other similar laws around the world make strict demands on the data processing activities creating great compliance issues for the companies. Also, the rising incidences of cybercrime mean that organisations that embrace the digital marketing technologies have to also include the cost of security measures in their computations, increasing the overall cost of implementing digital marketing technologies.
Different barriers are mentioned by BOUFIM and BARKA (2021) at different stages of the maturity model for executing digital marketing strategy, and they have classified it into five stages. The first processes include awareness and implementation of the tools that constitutes digital marketing strategy, which is usually characterized by technological resistance as well as competency enhancement for the employees. Substantial challenges arise during the establishment and growth of the business in the aspects concerning data analysis, customer outreach, and strategy enhancement. Thus, the key barriers to effective implementation need to be addressed through the process of learning, investing in technology, and constantly adapting to the market environment.
This is another major challenge that hinders the successful implementation of digital marketing; resistance to change by the organizational culture. Sudarmiatin and Hidayati (2023) observed that the traditional business culture and organisational structure pose a threat to the integration of novel digital practices. Management and other employees who have been used to the traditional marketing approaches may show a lot of resistance towards the adoption of new approaches. To this end, there is need for business organisations to drum up for innovations and invest in training and resources for implementing digital media marketing strategies.
Other factors like high levels of competition and frequently shifting customer needs are also a hindrance to the achievement of digital marketing objectives. To this regard, Mishra (2020) notes that the digital marketplace is rather saturated with numerous companies competing for consumer interest. There is no room to complacency and the only way to counter competition is through innovation, flexibility and prompt response to conditions on the ground. Moreover, the identification and modeling of consumers’ behaviors during their presence in the digital context proves to be reasonable due to the abundance of data and a vast number of interactions within the digital world.
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[bookmark: _Toc169024965]Figure 2: Research Onion 
Source: Saunders et al, 2009
Research Philosophy
Research philosophy is the process which guides the researchers that the research study must be conducted on the basis of real ideas and the nature of the collected knowledge. There are three main types of research philosophies; interpretivism, realism and positivism philosophies that are widely used in the research study. The interpretivism philosophy in research is an approach that provides a way to the researcher to conduct the study (Schuyt, 2019). The Interpretivism approach includes human subjects into the study and these researchers assume that reality is accessed through social constructions like instruments, shared meanings, consciousness and language. Positivism philosophy is termed as the independent, objective and self-governing existence of truth because its research is based on the doctrine of truth stating that reality is independent. Realism philosophy states that objects have some specific attributes and the opinions of human beings are developed independently. In this research, interpretivism research philosophy has been used because reality is constructed by social processes. This philosophy will allow the researchers to understand research by deeper understanding of human experiences and social life. It produces higher validity because it focuses on personal motivations and meanings. The reason behind selecting this philosophy is that this research is based on secondary data and this philosophy will help in properly generating theories of digital marketing and consumer awareness.
Research Approach
The research approach is a process chosen by the researchers for collecting, analysing and examining the data. It is basically a plan to conduct research and includes philosophy, research methods and research designs. Deductive approach, inductive approach and abductive approach are the basic research approaches that are used by researchers for conducting any research study. Deductive research approach begins with a theory and then tests all the observations and the collected data. Inductive approach of research is that method in which theories are developed on the basis of specific data and information. Abductive research includes the strengths of both deductive as well as inductive approaches. The researchers have used a deductive approach of research for conducting this study (Iltis and McKay, 2020). It permits the researchers to build theory and elaborate the influential theories and also promote the research papers that are based on theories. Deductive approach helps the researchers to derive hypotheses from current literature and theories and then proper testing is done in the data analysis. This approach provides logical as well as objective explanations of the decisions and outcomes obtained through a research study and also helps in drawing proper conclusions with more accuracy and reliability. The deductive approach has highly helped the researchers to develop the concepts as well as theories has improved the flexibility. This approach has highly helped in saving time for the researchers as well as provided proper outcomes of the research study.
Research Strategy
Research strategy is an analytical approach and the overall strategy that is selected by the researchers to integrate and conduct the research in a logical way by properly understanding the research problems. Descriptive research strategy has been used because it aims to systematically as well as accurately describe the situation and phenomenon of the research (Ihugba, 2020). This research defines the features of the variable used within the study and also answers the research questions. It also provides a complete understanding about the qualitative research and the topic related to the research. With the descriptive research, the researchers can properly analyse consumer behaviour and consumer awareness and draw proper research outcomes.
Choices
The choices in the research methodology are within the methods. Mono method multi method and mixed method are the three main choices. This research has followed a mono-method because only qualitative research approach is used. Qualitative research includes the collection and use of a variety of materials such as personal experiences, life stories, case studies, interviews and other observational materials (Zimmerman, 2022). Qualitative research includes the usage of non-numerical data and information for conducting the research study. This research is beneficial because it has allowed the researcher to ask questions that are not put into numerical values and understand the experiences of humans. The researchers have made sure that the collected data is consistent and has maintained the validity of the results and enhanced the outcomes quality. The use of mono method by the researchers in this study has proven to be a method that is cost effective in comparison with the multi methods. The reason behind cost efficiency is the need of less resources and less time for conducting the research study through mono method because it uses only 1 research method. Researchers have faced some time constraints as well as budget constraints and this method has provided benefits to them. The researchers have also focused on analysing different aspects of the study of the research so that in depth findings and detailed outcomes are analysed as well as drawn from this study.
Time Horizon
Time Horizon describes the number of points in time taken by the researchers to collect the data and the two major options are longitudinal time horizon and cross-sectional time horizon. Longitudinal examines data on the extended That further helps in determining changes patterns and trends over time. Cross sectional time horizon includes analysis of data at a specific point and provides the understanding of current situation (Glasius, Marlies et al., 2018). Researchers have used longitudinal time horizon by examining data for a longer time and identified all the changes. This perspective has provided in depth understanding about the topics of the research and provided the research outcomes with more accuracy. This time horizon has included the gathering as well as analysis of data over an extended period of time. This method of research time horizon has assisted the researchers for analysing all the transformations occurred in the data over time. Valuable insights have also been obtained by the researchers so as to maintain the validity of the research. The researchers have also consistently tracked changes in the information to analyse improvement areas. The valuable outcomes of this research have been obtained by using this approach.
Techniques and Procedures
Data collection refers to the framework of collecting as well as measuring information on the variables that are of interest of the research study. Data collection is an established and systematic process which enables an individual to answer the research questions and evaluate outcomes by testing hypotheses. Data collection processes involve two methods that are secondary and primary methods which are used in collecting data for the research study (London, 2021). Primary data collection gathers data from a first-hand source by using interviews, surveys, focus groups and observation. Secondary data is that data which is collected by some other person and not by the actual researcher. The information in secondary data is already available and analysed and the main sources of this data is newspapers, books, journals and magazines. The researcher has used a secondary method of data collection by obtaining data from Google Scholars, official website of the company and other relevant newspapers and websites. The researchers have also visited statistical databases, scientific papers and the websites of the government. Secondary data collection is highly beneficial because it helps in accessing the information easily within less time and less cost.
Data analysis refers to the procedure of systematically implementing logical techniques or statistical techniques to describe as well as illustrate and evaluate the data. In this research, the researchers have used secondary data analysis for analysing qualitative data collected through secondary methods. Secondary analysis is a kind of research which uses current data as well as secondary data that is collected previously for performing a new research study. This analysis has helped the researchers to answer the research questions and obtain proper outcomes from the study. The secondary data analysis has been taking place by thematic analysis in which themes are developed from the research questions. The researchers have analysed as well as discussed, the themes properly so that they can achieve the research objectives and answer all the research questions. Thematic analysis is a best method to analyse qualitative data because the researchers closely examine all the information for identifying common themes such as the patterns, ideas and topics of meanings to generate research outcomes. Thematic analysis has offered advantages to the researchers by allowing them to explore and discover new perspectives and also identify different commonalities among the participants.
Sampling is the technique in which the actual group of people who are going to participate in the research processes are identified. Sample is the smaller group of the actual bigger population but shows similar features with that population. Sampling is quite necessary in the primary research because in this research human subjects are involved and the sample sizes are selected. The main methods of selecting human populations through sampling are probability sampling as well as non- probability sampling (Bos, Jaap. 2020). The probability sampling method includes selection of random samples and non-probability sampling includes selecting the samples from convenience in the criteria samples. This secondary research does not need sampling for human subjects. The researchers have utilised the method of purposive sampling to select the secondary sources. The use of keyword research was the strategy that has been used and the keywords related to consumer awareness and consumer behaviour have highly helped in generating proper information. This strategy has helped the researchers to effectively select the sample as well as the used purposes in the research study.
Research Validity and Reliability – 
Reliability and validity in the research are the essential parameters that represent the success of the research study. The validity in the research states the capability of the research for collecting data with accuracy as well as reliability shows the truthfulness and trust in the collected data. The principles of reliability and validity have helped the researchers to improve their decisions for conducting the study. Valid research shows the appropriateness as well as accuracy in the concept that has been attempted by the researcher to understand. The generated outcomes also provide benefits because this research has been conducted on the principles of validity as well as reliability. Validity is a quite effective process as it is identified by meaningful and appropriate interpretations of the generated data. Various types of validity are required to understand the effectiveness and success of the research instruments that show research reliability. These instruments are predicting, external, internal and constructing and brings stability in collecting data. The researchers have also used only reliable and valid sources for this research. The researchers have used various approaches of secondary search to ensure that it is valid and the entire reliability of the research is also maintained. All the sources of secondary data are collected by checking the relevancy as well as reliability of the data with the objectives of this research study. The methods of collecting data have been stated in the research methodology and these methods states the reliability of the study. Credibility and reliability of the sources have been maintained as well to ensure that all resources are unbiased.
Ethical Considerations – 
Ethical consideration helps the researchers to conduct the entire study by following basic values and ethics. Ethical considerations are highly considered as the important principles to maintain trust, credibility and integrity of the research. Ethical considerations ensure that all the human subjects involved in the research are quite comfortable and not harmed at all and they are also aware about the purpose, benefits, risks and procedures of the research. Researchers have ensured that the collected data is properly anonymized and kept confidential so that unauthorised access is prevented and identities are protected (Richards and Roth, 2020). The outcomes of the research and all the other related data have been securely stored in a fully encrypted and password protected Google Drive. The access to the data is also restricted to the authorised executives that includes executive staff and researchers. The researchers have also followed every ethical and moral principle that is needed in conducting the academic research to maintain its effectiveness and reliability and provide benefits to the communities and businesses involved.
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The discussion of this chapter aims to highlight the results and findings of the research on the use of digital marketing communication in terms of audience attention regarding M&S and enhancement of consumer satisfaction index. It uses secondary research data from reliable sources inclusive of government publications, scientific and trade journals, and online databases. The data was also analyzed and expounded to answer the research questions and objectives of this dissertation. Collecting secondary data meant going through different sources that may contain information on the social media activity, website hits for M&S, and the sales figures. These findings were gathered and categorized in an effort to draw patterns and relate quantitative and qualitative data.
[bookmark: _Toc169268714]What are the current “digital marketing” strategies of M&S?
[bookmark: _Toc169268715]Current Digital Marketing Strategies of M&S
In its enterprise, Marks & Spencer (M&S) has recently undergone a drastic transformation in its overall approach in the application of digital marketing and its concomitant techniques particular to current societal culture. The first key approach is the “Digital First Campaign” that is aimed at using several digital platforms, specifically Instagram & Facebook to market their apparels and home essentials (M&S, 2018a). This campaign is focused on some key pieces of clothing and accessories suitable for different age and gender, thus its implication is to attract the target consumer through excellent and appealing digital executions.
Also, like most other global apparel and luxury retail brands, M&S has embarked on different technology and data-driven marketing strategies. One of the strategies was the collaboration with True, a retail and consumer innovation firm to tap into the latest technologies and exclusive researches which improve their digital marketing activities (M&S, 2018b). M&S also applies AI Tools for the enhancement of personalization. This is evident from the Thread acquisition that provides the fashion stylist services relying on the AI and human intelligence​ (Langford , 2022​).
Also, there has been an increase in the tendency of concentrating on performance-oriented markets, and more so due to the COVID-19 outbreak. This entails shifting funds from the conventional advertising channels to the new media thus making the marketing campaigns more tactical and communicable. This strategic shift not only targets towards sales in volume but also adapt towards the long term process of brand establishment by sticking consistent quality and value in their products​ (Hammett, 2020).
[bookmark: _Toc169268716]Effectiveness of Digital Marketing Strategies
Social Media Marketing
M&S has been extremely active on Social Media, they have set their priorities on Instagram, Tik Tok and FB to boost activity and recognition. Their “Digital First Campaign” introduction presents must-have wardrobe essentials to different demographics intensifying the engagement through highly impactful digital implementations (Gilliland, 2023; M&S, 2018a; M&S, 2019). This marketing strategy that employ real influencers to promote the brand has been particularly effective in Instagram where the brand has been receiving many positive feedbacks and increased its accessibility. Furthermore, during the COVID-19 pandemic, M&S resorted to having store staff produce organic content, which garnered millions of views across Tiktok and Instagram proving that user-generated material is most effective to keep customers engaged​ (Gilliland, 2023)​.
Search Engine Optimization
M&S has managed to effectively use SEO for marketing and boosting its presence on the internet so as to help customers find its online shop (Parr, 2022). Through the proper positioning of the products, and therefore facilitating visuals and AI search, the buyers are able to find the products they desire online hence helping in boosting the chances of conversion for the Marks & Spencer. This way the application of the AI-based tools in visual search is on the same line with the modern digital marketing trends that focus on customer satisfaction and engagement. It is well aligned with the current industry approaches of an integrated concept of the future of SEO where utilization of better AI results in enhanced SEO status and superiority on the online market.
Email Marketing
This is an important element of M&S’s digital marketing activity, with a particular emphasis on emails. The organization uses consumer insights to differentiate their target market and communicate with them in a manner that will be relevant and appealing to specific consumers’ purchasing habits and inclinations. This makes not only open and click through rates higher but also makes a better engagement with the customers (Plink. com, 2023). This amplifies the impact of this strategy as can be seen in M&S’s continuous engagement with its customers, thus leading to repeat purchases and improving customer loyalty.
Content Marketing
In the case of M&S, content marketing entails providing informative, tailored, and constant content so as to acquire a particular set of consumers. This strategy is seen through the detailed descriptions of products, quality images, and well-written blog posts that include styling tips and product features (The strategy story, 2023). The convergence of content marketing with social media and SEO guarantees a well-coordinated strategic workflow in the digital marketing mix, which grabs and sustains customers’ attention effectively (Parr, 2022; Vizard, 2015).
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To increase customer engagement and improve its overall functionality, M&S adopted several advanced digital marketing techniques. One example is the partnership with SymphonyAI who even did use artificial intelligence for the store intelligence in over 500 of its stores (Alto, 2023). It means the utilisation of computer vision in enhancing things such as shelf compliance and task allocation which results in the enhancement of the in store shopping experience and smooth operations. M&S has been using this approach to make insights available in real-time while proposing operational tasks for the store associates which has enhanced store performance.
One of the most recent efforts is M&S’s decision to buy the intellectual property of Thread, which is a fashion app that tailors to individual clients. Through this acquisition, it has allowed M&S to incorporate the latest in personalization technologies for their online site thus adding value by providing recommended fashion items. The implementation of a new concept, known as the ‘personalised discovery team’ using Thread’s data scientists shifted this strategy to a new strategic level, that enhanced the online shopping experience of M&S to be more customer oriented​ (Langford , 2022​).
TCS has also teamed with M&S with an aim of revolutionizing business operations using digital means. In the case of joining the shop Floor with the manufacturer Floor the space, scope and display queries arising out of operations and store space have been addressed. Through the deployment of TCS’s digital solutions, many challenges in M&S have been addressed hence improving the flow of operations such as stocks management and invariably the level of customer satisfaction (TCS, 2024).
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M&S has made great progress in improving its organizational performance indicators mainly due to the improved approaches under digital marketing. Retailing major M&S of the UK, which has set its year-end at March revealed that it was up by 9.3% increase in group sales, reaching over £13.9 billion (Marks and Spencer, 2024). This growing was supported by a significant 10.5 percent increase in food sales, attributed to gains made in supply chain management and the availability (Beevers, 2024). The clothing and home division’s revenue also rose further by 10%, mainly boosted up by a good performance of the womenswear business​ ((Marks and Spencer, 2024).
Concerning the market share, M&S have been improving, especially in the grocery division; they ranked high within the market volume growth in the last quarter of 2023 registering a 7% volume growth per month (Beevers, 2024). This increased market penetration emphasises the success of many firms in their digital marketing strategies in pulling in customers​.
The customer engagement rates have also increased while online sales have increased by 10.9% (Beevers, 2024). The AI and data driven personalisation strategies of Asos has been supported by the company’s latest Thread acquisition, making the online shopping experience and hence customer satisfaction and engagement better and better according to Langford (2022). This an extensive digital strategy shows that M&S is willing to appropriate technology to increase organizational effectiveness and sustain its market advantages in the retail sector.
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The digital marketing plans proposed by Marks & Spencer’s (M&S) have significantly influenced this company’s performance indicators such as sales, market share, and customer conversion rates. That is why the use of data-driven marketing strategies has led to improvement of these indicators and development of the company, as well as its strengthening in the field of competition.
Sales Figures
M&S has witnessed considerable enhanced sales attributing to its undertakings in the sales promotion via the digital solutions. The application of API, that is, the targeted advertisement, and product recommendations based on customer preferences have been most successful. In the research conducted by (Saleem et al. 2019), the firms that integrate data from marketing communication gain considerable lifts in their sales communication through improved targeting and buyer insights. This is in line with M&S in which AI and machine learning have been implemented to enhance recommendations and customer engagements which in result increased sale conversions (Marks and Spencer, 2024). The increase in revenue can be seen from the following figure:
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[bookmark: _Toc169024966]Figure 3: Revenue of Marks & Spencer
Source: (Smith, 2024)
Market Share
The role of digital marketing gives a good account of the influence it has had on M&S’ market share. With the help of such an effective SEO strategy and activities in social networks, M&S has been able to obtain a greater market share of retail companies. Another similar study by Nawaz and Kaldeen (2020) considers that digital marketing innovations like M&S give more boosts to its market share through customers’ reach and attraction (Marks and Spencer, 2024)​. M&S’s good handling of digital platforms has enabled it to remain relevant, especially in relation to food market variety, of which it recorded the highest volume growth at a 7% monthly growth​ (Beevers, 2024).
Customer Engagement Rates
Customer engagement rates have also increased progressively because of the effective digital marketing provided by M&S. The organisation’s switch from traditional advertising techniques to content marketing, social media marketing and market segmentation email marketing also mean that more people are likely to engage with the company’s promotional efforts than in the past. According to the literature review, when firms’ digital marketing capabilities are well developed and well utilized, customer engagement benefits from timely and timely interactions (Marks and Spencer, 2024). Thus, through employing platforms such as Instagram or TikTok, tailoring e-mail advertisements, and addressing the company’s clients, M&S has managed to see a 10.9 percent increase in online sales and improved customer satisfaction (Beevers, 2024).
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Prior to the use of the new digital marketing techniques, the performance indicators at Marks & Spencer (M&S) were somewhat limited. For instance, during the financial year ended on 30 September 2019, M&S had a PBT of £403.1 million (M&S, 2020). This is lower when compared to published results this year that revealed that group sales had risen by 7.2% to over £3.8 billion, while food sales increased by 10.5% in the financial year 2023/2024. These improvements have been made possible by the growth of digital marketing, therefore, stressing the effects of their modified strategies on the overall performance of the organizations​(Beevers, 2024)​. Further the key statistics of Marks & Spencer can be visualized from the following figure:
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[bookmark: _Toc169024967]Figure 4: Key Facts and Figures of M&S
Source: Marks & Spencer (2024)
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Therefore, it can be stated that Marks & Spencer (M&S) has successfully implemented the concept of digital marketing in an imperative manner. For example, they involved SymphonyAI in adopting AI-based store intelligence for more than 500 stores to improve its performance and customers’ satisfaction. This initiative helped to gain real time understanding and improved shelf compliance​ (Alto, 2023​). Also, the TikTok campaign to create viral content, including its Remarksable Value range and organic store videos, has reached millions of viewers weekly, increasing customer interest in M&S’s products​ (Gilliland, 2023​). The following cases show how social media and AI can together improve the digital marketing of M&S by learning from the below given case studies.
[bookmark: _Toc169268723]What are the most effective digital marketing strategies to improve customer experience and draw customer attention?
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Customer experience and drawing of customer attention has vastly been enhanced by Marks & Spencer’s (M&S) digital marketing techniques. In a latest survey conducted by Which? Customers reported high levels of satisfaction with the service delivery from dealers, not least in clothing departments where Marks and Spencer rank at top having a satisfaction score of 86% in the solutions provided to the customers’ problems. This high satisfaction rate has been as a result of good customer service and most importantly a phone line within 12 hours of the day (Douglass, 2021).
On the aspect of website visits, the company has recorded a significant improvement regarding M&S. The company revealed that for the permanent miners categorizing clothing and home sections, the online sales increased by 60.8% in the first half of the 2021 financial year, of which ndustrial products accounted for 34.4% of the revenue in these categories​ (Rigby, 2022). It can therefore be attributed to their efficient employment of digital platforms and live buying sessions that involve the clients and increase the site interactivity.
The use of social media has also equally played a role when it comes to the strategies embraced by M&S. Their creative engagements on such platforms like TikTok have made their videos to be viewed by millions of people within a week and lots of engagements. For instance, store-generated content such as TikTok and Instagram reels have received a lot of attention in recent times, some post views have hit over 500,000 monthly views​ (Gilliland, 2023; Rigby, 2022)​. These metrics provide the idea about the improving in digital marketing field of M&S and how digital marketing efforts are helpful for customers attraction.
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Many digital marketing strategies have been applied by Marks & Spencer (M&S) to improve customer experience and to draw their attention as shown below.
Customer Experience Enhancement
Technological and data application in the form of AI has been very essential in providing excellent services to the customers in M&S. M&S realized this through the purchase of the intellectual property of Thread, a personalized fashion application through which M&S was able to give its clients relevant fashion recommendations which made their online purchasing experience even better. This move is also in contrast to work done in the literature which show that one of the ways of improving the satisfaction level of the client is through personalization (Bakhtieva, 2017). Moreover, the applications of AI tools in visual search enhancement of the M&S’s mobile website has also enhanced customer convenience in the process of sourcing and affording the products hence the higher satisfaction rates (Saura, 2021). Market research surveys to customers have also supported the efficiency of these tactics. M&S topped the Which? A customer satisfaction survey, which was conducted in the clothes sector, shows that 86 percent of the participants were satisfied with the solution of their concerns, meaning that the improvements that this company made in the customer service were welcomed by the consumers (Douglass, 2021).
Attention and Engagement Metrics
M&S has also worked smartly in the improvement of new generation digital media promotion strategies to capture the attention of consumers. engaging methodologies that the company has adopted in its use of live shopping events where an item is displayed as it is used by a presenter and customers can converse with the presenter in an online platform used on the company’s website. This has helped the maintain presence of the customers for long periods and very high interaction noted during such live sessions (Rigby, 2022). Such initiatives resonate with the literature that emphasizes the significance of creating interactive content to effectively grab the customers’ attention (Hollebeek et al., 2019).
The major form of visibility in executing this strategy has been through the use of social media by M&S. With the act of generating viral bits such as the “Remarksable Value” range using apps such as TikTok, there has been millions of viewers and high engagement. From previous years, the content created by the store on the social networks such as Instagram and Tiktok often received high levels of engagement; thus proving a testimony to M&S’s profound social media campaigns in capturing the identified customer segments (Gilliland, 2023). The following studies back this approach as worthy of undertaking due to the reasons that have been explained above Establishing customer engagement and brand loyalty through the use of social media, (Dastane, 2020).
In general, through the tactics of AI application, personalized marketing strategies, and responding to customers with engaging content, M&S has highly enhanced customers’ engagement and attention. These efforts are emblematic of the general trends within the field of digital marketing that deal with the more customer-oriented solutions and the novel ways of engaging the customers (Khan et al., 2024).
[bookmark: _Toc169268726]Conclusion
Altogether, M&S has effectively translated their planned digital marketing approach for a more effective customer performance, customer satisfaction and to draw customers’ attention. AI and the use of personalized marketing have led to remarkable improvement sales figures and market share and the innovation in social media have captured customers’ attention successfully. High levels of customers’ satisfaction and growth of website sales proved the efficiency of these measures. These results correlate with literature and applicational practices of digital marketing emphasizing the applicational use of advanced technologies and rich content.
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Chapter Five: Discussion

This paper has highlighted changes in customer performance after analysing Marks & Spencer’s (M&S) digital marketing strategies. Stemming from all the objectives, the study establishes how the innovative application of AI in strategic positioning, integrated marketing communication and, creative online content has significantly improved M&S’s customer outreach, interaction, and perceived satisfaction. The use of artificial intelligence tools like those from Thread and the innovation of live shopping experiences have enhanced the functionality and interactivity of the shopping process in addition to elongating customers’ time spent on websites. These initiatives coincide with the direction that digital marketing is taking based on the strategies that are being implemented, which is more customer-oriented and utilizing creativity when it comes to engagement as seen in the literature.
All these points have a significant implication to M&S and all other retailers who are facing similar challenges. These positive results indicate that other retail companies can also create a similar boost in customer experience and customer performance by likewise applying AI powered personalization as well as engaging with digital content forms. The approaches aimed at the customer and the application of specific engagement techniques became significant issues within the retail business to remain competitive. In the case of M&S, these strategies will need to be further developed and intact to support the business’s future strategic development.
Comparing these findings with the literature review, it can be concluded that M&S has a similar approach to the theoretical recommendations and empirical findings. According to the literature, the concepts of personalization and the application of AI in the improvement of customer relations and experience (Bakhtieva, 2017; Saura, 2021). These theories are reflected in the M&S’s Augmented Reality for Clothing Recognition, and Artificial Intelligence for Fashion Recommendation, both of which are used similarly to the above techniques. Also, the literature narrates the involvement of interactive content and social media platforms to capture the attention of the customer (Dastane, 2020). Therefore, the findings in this work are supported by M&S’s experience with live shopping events and popular TikTok campaigns, proving that these concepts can work in practice (Khan et al., 2024).
However, this particular study comes with some limitations, which have to be noted. Since secondary research approach is used, it entails that the analyses are made from existing sources and this may not reveal all the facets of the digital marketing strategies of M&S. Furthermore, the information technology environment constantly evolves, and thus, some of the discussed strategies may be effective at the current moment while require further fine-tuning in the future. The study’s limitation include use of secondary data with no collection of primary data, cross-sectional research with no long-term follow-up examination of the effect of these strategies.
Thus, M&S’s use of AI, personalised marketing and engaging digital content has been shown to be highly complementary to M&S group strategy and beneficial in terms of appealing to customers and increasing customer satisfaction. Such steps are not an exception to the current trends of streamlining the society strategies in digital marketing where customer oriented solutions and creative ways of engaging target consumers dominate. The implication drawn from the study is that M&S has achieved significant success in its digital marketing strategies, while at the same time, the research findings of this study will act as a resource base for any organisation that wishes to improve its digital marketing performance. Thus, M&S is capable of retaining its leadership and expanding in the future at the times when the retail sector is developing new tendencies and prospects.
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Chapter Six: Conclusion
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The aim of this dissertation is to examine the merits of adopting digital marketing approaches in terms of audience attraction and the enhancement of consumer performance through a case study of Marks & Spencer (M&S). The current goals are to assess the existing digital marketing practices in M&S, evaluate its effectiveness on the organizational performance, and identify the best practices to improve the customers’ experience and attention-grabbing. In this chapter, the findings of the research are an assimilation of the study, combined with the relevant literature to articulate a thesis. It evaluates the relevance of these findings to existing literature, both in general and specific domains, reflects on the potential shocking discoveries and makes recommendations on the practices while expounding on the findings. The chapter of the dissertation is divided into sections that focus on the current extent of DM activities within M&S, the level of effectiveness and organizational performance from their implementation, then the consequences of its contribution to the enhancement of customer focus and attention and then concludes and suggests further research.
[bookmark: _Toc169268730]Current Digital Marketing Strategies of M&S 
Currently, the company has named Marks & Spencer (M&S) has used numerous techniques to attract the attention of the audience as well as enhance consumers’ performance. The key analysis shows that M&S major tactics entail social media marketing, SEO, email, and content marketing. These strategies aim at increasing customer interaction, providing more individualized, and selling via the web. Social media marketing is a key element of M&S’s online plans. This content is directed to various demography groups such as those found on Instagram, TikTok, and Facebook among others. The ‘Digital First’ started with the ‘ wardrobe staples campaign’ has also enhanced people’s response and brand awareness (M&S, 2018a). This approach correlates with the literature concerning the role of social media in contemporary marketing as stated by Statista in 2023. However, M&S’s business strategy also entails incorporating AI applications as seen from the Thread collaboration that improves AI fashion suggestions (Langford, 2022).
There is also another major strands of digital marketing that is known as SEO. In addition, through the use of seo, M&S makes certain that when a customer is searching for products in particular search engines, he or she can easily locate Marks and Spencer products. This strategy not only improves discoverability but also improves conversion rates which any commerce business aimed at, because customers are more likely to purchase products where they could easily find and navigate their way to (Parr, 2022). The employment of an AI in visual search also strengthens this approach as it helps customers find products that suit their desires. This marketing strategy is possible because email marketing at M&S is segmented according to their consumers’ usage. Through the evaluation of various characteristics of the consumers, M&S develops and sends messages that are loved by its users and consequently generate more opens, and clicks resulting in consumers loyalty (Plink. com, 2023). This line of working is in line with the literature that hold that personalized email marketing is one of the most effective ways of keeping the customers interested (Marentis, 2015).
Another favourable category is the content marketing, in which M&S also performs well. The company has detailed information about their products; these include the quality images of their products, and the relevant blog posts that contain styling tips and information about the products. Overall it benefits not just the potential customers, but also make the existing ones fulfil their satisfaction level by providing useful information which makes the shopping experience a little more helpful (The Strategy Story, 2023). This method aligns with prior literature that focuses on the fact that content is critical in digital marketing, particularly content that is relevant to the audience. One of the most intriguing insights is that during the ongoing COVID-19 crisis, user-generated content or Word of Mouth (WOM) is highly efficacious. Employees of M&S posted some videos on TikTok and Instagram where they generated millions of views, and this is the proof of the fact that anything with relatability triggers the interest like hell (Gilliland, 2023). This result helps to support the insights detailed in the literature regarding the significance of UGC in the paradigm of digital marketing (Dastane, 2020).
From the analysis of this research study, it can be seen that the various digital marketing strategies used in M&S have played the following roles in achievement of the aim of this study; The aim of this study has been to draw more attention of the audience and enhance consumer performances. The type of personally customized approach that is utilised by the company conforms with advanced technologies as underscored in the literature theory that focuses on the impact of IT and AI on improving customer engagement and satisfaction (Saura, 2021). Nevertheless, poor practical experience is another issue that M&S has experienced in attempts to implement digital marketing solutions. For instance, it was recently exposed on social media that this firm released a product line it termed ‘Mom jeans,’ which elicited negative comments and consequently reduced the overall evaluation of the firm for some time by customers (Hardcastle, 2021). This spate is good lesson in understanding cultural differences and how even corporate entities and their marketing personnel have to tread when using social media.
All in all, it can be noticed that M&S has a high level of success in implementing the digital marketing strategies in the positive change of the customer engagement, sale’s performance, and shopping experience. Such initiatives unveil the fact that M&S has been keen on practical issue of how to stay closer to the customers in the market and how to ensure communication with them as a means of addressing competition in the digital environment. From combining these findings with the findings in the literature, it is apparent that the work of M&S not only contributes to theory but also to the knowledge of how organisations can practically employ digital marketing in the retail environment. This case shows that digital tools have been applied to make customer experience and engagement a success making digital marketing an important factor in the growth of any business venture for ensuring better customer performance.
[bookmark: _Toc169268731]Impact of Digital Marketing on Organizational Performance 
According to the findings of this research, the organizational performance of M&S has been boosted through the application of digital marketing as outlined below. It is clear that various forms of digital marketing have brought about a significant positive change in the sales being recorded, proportion of the market being occupied by M&S and even the customer response rates. For instance, self-segmentation was defined as a strategic movement that resulted in M&S, which recently reported a 9.3% will increase a group sale to over £13.9 billion dollar, though there was an impressive 10.5 percent belongs to an improvement in food sales which can be credited to supply chain management and availability (Marks & Spencer, 2024). This increase is as a result of other specific referrals from revelations of new elaborate targeted digital marketing strategies that can enhance organizational performance. Based on the emphasis made in the literature on digital marketing and organisational performance, the following arguments have been made in line with these observations. It has been ascertained that use of digital marketing strengthens visibility, engagement, and sales hence, increases organizational productivity plus the organization’s competitiveness within the market (Tohanean et al., 2018). As seen from the case of M&S and its usage of AI-based personalization and data analytics for its customers, it is evident that the utilisation of advanced digital tools is essential for the modern marketing agenda’s relevance (Saura, 2021).
The first and probably the strongest claim advanced in the literature is that digital marketing capabilities, like data analysis, and social media marketing are crucial in attaining superior financial performance (Homburg & Wielgos, 2022). The Appling of artificial intelligence in suggesting products and the implementation of SEO approaches have actively participated in boosting online sales and enhanced customer satisfaction levels among the consumers of M&S. For instance, the purchase of Thread and the deployment of AI for fashion recommendations have improved the online buying experience, boosting business by 10.9% growth in online sales (Langford, 2022). Other interesting lessons from the study are the level of engagement created by User Generated Content (UGC). In the COVID-19 situation, M&S used their store associates, whose produced content gained millions of viewers on TikTok and Instagram (Gilliland, 2023). This counter intuitive finding demonstrates the effectiveness of UGC in increasing engagement levels and stresses that brands could use authentic and realistic content to establish better connection with customers.
Thus, the presented results are useful for the general body of knowledge related to digital marketing and employable evidence of a positive impact of digital marketing strategies on organizational performance. In the context of the revealed case of M&S, it has been ascertained that what methods such as the application of artificial intelligence and data analysis contribute to the optimization of the company’s electronic marketing practically and even more importantly, improve the customers’ satisfaction with their products and services. This goes with the theorists mentioned above in the literature where the focus was made on the centrality of technological advancement to marketing achievement (Bakhtieva, 2017). Based on the findings made from this research, it is clear that digital marketing plays a very significant in the field of retail marketing and hence ensures competitive advantage among the firms. This is important knowledge for other retailers that want to increase their customer performance measures, such as sales and market share, like how M&S managed to harness digital marketing effectively to boost its performance. Accordingly, the research findings speak to the study aims by evidencing how digital marketing interventions impact the organisational performance, thus supporting the hypothesis whereby proper application of digital marketing would make a huge difference in the business results.
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From this study, it is evident that the use of digital marketing has had a significant positive impact on M&S by enhancing customer experience and customer performance along with garnering attention. The main tactics include one-on-one communication, social media interaction, and intelligent tools to make the interaction smoother. Among the major discoveries, it is possible to highlight the influence of specific suggestions on the satisfaction of consumers. The change that has occurred for M&S was the purchase of Thread and the subsequent introduction of AI for creating better fashion tips to improve customer performance and satisfaction (Langford, 2022). This is well supported by the literature which posits that customers’ needs ought to be met in digital marketing, and that elements of personalisation are more effective in this regard (Bakhtieva, 2017). Customer engagement and attention has also been boosted highly through the social media engagements as well. From the case of M&S, the use of social media, notably Instagram and TikTok as a way of presenting and sharing interesting and easily relatable content helps in encouraging the customers. Specific examples include the “Digital First Campaign” initiated on Instagram presenting the idea of key items every closet should include (M&S, 2018a) which proved efficient as a tool to attract customer’s attention and create involvement. This strategy aligns itself with the literature pointing to the potential of social media in increasing customers’ involvement and the strength of brand recognition (Dastane, 2020).
AI and data analytics have also enhanced customer performance through digital marketing methodologies as the implementation of AI to observe and analyze/market to specific consumers allows for a more efficient personalized approach. The incorporation of AI visual search assistants enables customers to get desired products within the shortest time possible thereby improving overall consumer experience (Parr, 2022). These issues enable the theoretical foundations that claim that the use of sophisticated applications can enhance the customers’ experience and satisfaction (Saura, 2021). Another interesting result is that UGC is a very efficient way to attract the customer’s attention. Another activity, which M&S devised during the COVID-19 crisis, was using organic posts from store colleagues getting, for instance, millions of views on TikTok as well as on Instagram (Gilliland, 2023). This highlights the impact of timely, original, and participants’ material in engaging the target customers, which synthesizes with the critical reviews that embrace the UGC trend in digital marketing (Hollebeek & Macky, 2019).
These findings yield significant theoretical implications. It supports the proposed theoretical frameworks that focus on the value relevance of personal and interactive content for the customers. Consequently, it does not only complement the current existing literature, but also expounds on the implementation of AI and data analyses’ recommendations in a real-life retail environment. These findings extend the knowledge on customer engagement and satisfaction during the digital era and signal the need for the brands to adapt to using new-age digital marketing approaches. To some extent, the findings also answer the objectives formulated in the study concerning the customer performance. It shows that different digital marketing approaches applied by M&S have been effective in raising customer interaction, satisfaction and loyalty. The application of the various marketing strategies like personalized marketing, incoming social media content and the use of AI tools is being helpful to M&S because it is making the shopping experience of their customers more satisfying. This has in a way contributed to boosting of customer loyalty and enhanced business results.
Therefore, based on the findings of the research, it can also be ascertained that M&S has been successful in enhancing the attention of the customer through his digital marketing activities. When compared to the prior research work and discussing them with reference to theories the fact is unambiguous gradually built that is personalized and an interactive digital marketing plans are pivotal to the increase in the customers’ attention and satisfaction. The unforeseen positive reception of UGC adds to the list of arguments that point to the need for establishing authenticity in the domain of digital marketing.
[bookmark: _Toc169268733]Concluding Remarks 
By proving that M&S optimize its digital marketing approach on the development of personalized marketing strategies, social media presence and AI tools, this dissertation shows that the overall customer performance and organizational productivity is enhanced. Thus, these findings discussed the relevance of digital marketing to grab customer attention focus and boost business performance. The implication for practice entails the use of superior digital technology and apt methods to stay relevant. According to the theoretical framework of this work, it is justified by the literature and offers practical recommendations for using digital marketing efficiently. Further research should investigate extended outcomes of digital initiatives, evolving technologies’ inclusion in the processes, and the comparison with other industries. However, few constraints have been observed in the course of this study including; use of secondary data only This study further highlights tremendous opportunities uptake of the digital marketing in the retail industry and encourages further innovation as customers’ needs change over time.
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Chapter Seven: Recommendations
[bookmark: _Toc169268735]Introduction
The objective of this last chapter of the study is to make recommendations for M&S that will aid the company to increase efficiency in the deployment of digital marketing. The recommendations are intended to relate to four major tasks including: making improvements to the effectiveness of the digital marketing activities; increasing the organisational efficiency; raising the level of the customer satisfaction and engagement. Through the adoption of these strategies, M&S can continue to employ the use of digital platforms and advance its thinking and efforts to sustain the company’s competitiveness and profitable business growth in the prevailing and evolving retail industries. The subsequent sections of this paper will give recommendations for specific components of the business units of concern.
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Based on the findings, the following recommendations should be implemented by M&S to improve their digital marketing plans. First of all, the general utilization of personalized marketing, along with introducing more complex AI frameworks, can offer suggestions matching customers’ preferences. Thus, the success in the AI-driven fashion recommendation through the acquisition of Thread opens opportunities for the exploration of ways to integrate AI into personalisation further (Langford, 2022). Secondly, there is also a possibility to expand the Account’s presence on such relatively new platforms as Pinterest or Snapchat, as they both have quite different populations, which could be attracted to introduce to M&S. Thirdly, the implementation of augmented reality (AR) to the online business can improve the mode of operation of the shops by providing the customers with an opportunity to feel or view the products online before purchasing them. This corresponds with the literature that depicts innovative technologies as useful in enhancing the level of customer relations (Saura, 2021). Finally, launching an extensive content marketing plan that will imply more videos, live broadcasting, and interactive content will boost the engagement rates. The high overall effectiveness in the user-generated content during the pandemic period proves the role of credibility and entertaining content in electronic marketing (Gilliland, 2023). By using these strategies, M&S can keep on developing new approaches while maintaining the competitive advantages in the digital environment.
[bookmark: _Toc169268737]Recommendations for Improving Organizational Performance
To extend the use of digital marketing for higher customer performance, the following strategies need to be addressed by M&S. Firstly, it is necessary to have a clear understanding of how digital marketing correspond to the company’s goals. The goals should always be specific to the digital campaign, but aline with strategic goals of the firm, for instance, growing market share and customer loyalty (Marks & Spencer, 2024). Secondly, improving data analysis can be essential in getting better insight into the customer trends and needs. Thus, M&S will be able to use tools of analysis to be more objective and choose the promotional campaigns that would yield the best outcome (Saura, 2021). Thirdly, it is essential for M&S to employ a more flexible kind of marketing with the possible changes to be made at the micro level depending on data collected. This flexibility can assist the proper reaction to the changes in the market and consumers’ evaluations, which positively impacts KPIs (Nuseir & Refae, 2022). The final step in managing resources is choosing effective marketing activities that can be delivered thoroughly online. M&S must concentrate on the most profitable activities, thus the application of Artificial Intelligence in Marketing, and the utilization of Social Media for proper targeting (Langford, 2022). Hence, if M&S is able to efficiently invest in these areas, it will be possible to have superior customer performance in the manner that corresponds to its digital marketing probabilities.
[bookmark: _Toc169268738]Recommendations for Enhancing Customer Experience and Customer Performance for Drawing Customer Attention
For the effective enhancement of customer experience through digital marketing, the following recommendations should be made to M&S. First, improvement in the personalization of brands’ marketing strategies through the use of artificial intelligence in informing clients on relevant products and content is a major way of increasing customer satisfaction and loyalty (Langford, 2022). This concurs with the themed literature that underscores that the execution of the business goals has to incorporate personal aspect to satisfy customer needs (Bakhtieva, 2017). Second, by more interaction and posts that call for reactions or comments on the social media platforms, the customer engagement might be enhanced. Following are the recommendations, M&S should go on creating user generated content and engaging its customers through innovative and interactive campaigns, promotions and live events (Gilliland, 2023). This strategy has been quite useful in the current COVID-19 situations, as it increases the engagement of users. Third, incorporation of AR and VR technologies can also be adopted as strategies for improving on the shopping experience by enabling customers to ‘wear’ products and hence, the satisfaction level of customers will be high resulting to less returns (Saura, 2021). Finally, the effective feedback mechanism through which the customers give their feedback and recommendations will assist M&S in addressing the needs of the clients more effectively and efficiently. These are the strategies that M&S may adopt to improve its customer relations which in turn will contribute to improving its customer retention and loyalty.
[bookmark: _Toc169268739]Recommendations for Future Research
As a result, further studies need to be conducted on how the application of AI in personalized marketing impacts customers’ loyalty and businesses’ performance in the long run. Furthermore, the analysis of the effects of such advance approaches of digital marketing such as AR and VR to the customer might be useful. Further fine tuning of the research could possibly increase comprehension of the effectiveness of user generated content in varied cultural environments. Last but not the least, cross sectional research can be conducted to know the detailed impressive methodologies which were being practiced by other competitors of M&S in other sectors hence resultant to the identification of key strategies which could be adopted by M&S and other corresponding establishments. New studies in these fields will guarantee that the use of digital marketing stays relevant and efficient in a constantly developing environment.
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