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[bookmark: _Toc159946053]Introduction
Digital marketing has become an indispensable tool for businesses in the contemporary era, transforming the landscape of consumer engagement and market dynamics. This dissertation proposal aims to evaluate the effectiveness of digital marketing strategies in capturing audience attention and enhancing consumer performance, with Marks & Spencer (M&S) serving as the case study. Through a comprehensive literature review and methodological framework, this study seeks to understand the nuances of digital marketing and its impact on organizational success.
[bookmark: _Toc159946054]Main body
[bookmark: _Toc159946055]Methodology
This research will be secondary; therefore, the information will be collected from secondary sources such as Google Scholars, the official website of the Case Study Company, other relevant websites, and newspapers. “Secondary data” are retrieved by other people than the author of a study for fulfilling different research purposes (Panchenko and Samovilova, 2020). During secondary research, the researcher may visit scientific papers, statistical databases, and government websites. Following secondary data collection, the researcher will perform a “secondary data analysis”. “Secondary data analysis” will take place in the form of a thematic analysis. Themes will be developed from the research objectives. Then the researcher will analyse and discuss those themes. It will enable the researcher to accomplish the research objectives and answer “research questions”. This research will take a qualitative approach and theoretical flexibility will help the researcher to complete the research conveniently (Braun and Clarke, 2023).
An interpretivism research philosophy will be used in this research. Interpretivism has its historical roots in anthropology and is often noted as anti-positivism. According to interpretivism, knowledge and truth are subjective (Ryan, 2018). Researchers can not be separated from their own beliefs and values. Therefore, interpretivism will help the researcher to inform the way the researcher will retrieve, collect, and interpret information (Ryan, 2018). The reason for choosing an interpretivism philosophy in this research is that the researcher seeks to interpret the secondary qualitative data, themes, and theories related to digital marketing, customer awareness, customer, attention, and customer conversion. 
On the other hand, a deductive approach will be chosen by the researcher. In a deductive approach, the researcher starts with a theory or hypothesis and then tests it with data to confirm or refute it The researcher will derive hypotheses from existing theories or literature and then test them using data analysis; therefore, a deductive approach is chosen.

[bookmark: _Toc159946056]Aims and Objectives
This research has the aim to evaluate the contribution of “digital marketing” strategies in capturing customer attention and increasing customer conversions. 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 organisational performance
· To identify the effectiveness of “digital marketing “strategies to improve organisational performance
Research questions
· What are the current “digital marketing” strategies of M&S?
· What are the impact of “digital marketing” on organisational performance?
· What are the most effective digital marketing strategies to improve organisational performance?
[bookmark: _Toc159946057]Literature review
Digital marketing in contemporary age
“Digital marketing” and “data science” have evolved remarkably since the beginning of the 21st century. The rise of a “digital ecosystem” connects users every time and shapes the habits and behaviour of users (Saura, 2021). “Digital marketing” is defined as a bunch of strategies that depend on the internet to engage users in buying a product or service. Several researchers have critically argued that type of data gathered from different sources can impact the digital marketing activities. For example, if a marketer finds that customers are searching for a particular product or service frequently, that marketer will offer more information to motivate the conversion of the customer. The daily direction for brands operating on the “digital media” consists of techniques such as search engine optimisation, content marketing or search engine marketing. The key contribution of data science includes improvement of storage capacity, performance of market research, and segmentation of customers. Companies interact with customers through social media advertisements and draw their attention. Contradictorily, the volume of data on customer behaviour and process available for firms is unprecedented. The dramatic development of digital marketing is facilitating digital transformation and revolutionising industrial and consumer marketing. Critics have claimed that consumers no longer observe physical stores as separate from online stores (Niininen, 2022). On the other hand, digital platforms are fuelling digital marketing and shifting customer preferences. However, several researchers have argued that there is a gap in the marketing capabilities of brands.
Digital marketing discipline is faced with increased fragmentation which is tied to the complexity of digital media. The recent reviews of digital marketing show that the fragmentation is not surprising because of the complexities of the internet. User experience is a critical aspect in digital marketing. It is associated with application of multiple factors such as affordability, aesthetics, responsiveness, and function ability (Niininen, 2022). Some academics do not admit that the emergence of the Internet is not sudden and uniform whereas some researchers acknowledge that the technical architecture of the Internet platforms impacts marketing activities and consumer behaviour. In the contrary, the internet is viewed by some scholars as a socio-technical domain that is impacted by the users’ use of material components. The contingency effects show that the internet is both a determinant and an outcome of consumer behaviour and firm affairs (Busca and Bertrandias, 2020). The changing environment is challenging for businesses because contemporary customers are not dependent on material clues and physical evidence. The development of technology facilitates information retrieving about customers. HTTP cookies enabled the use of “virtual shopping cart to provide customers with similar experience to real-life shopping. They seek ways to control the world of virtual reality with overlapping perspectives (Niininen, 2022). Finally, social media such as Facebook, Instagram, and YouTube have transformed the interaction between customers and companies.
The extensive adoption of “digital technologies” and “online networks” has changed the way marketers interact with customers. Modern firms are using “digital platforms” and ICT such as “social media”, billboards, and mobile apps to communicate with customers (Krishen, 2021). Messaging is a vital method of communication with customers (Oraziet al. 2023). Researchers opine that companies can compete with more rational, objective, and “interactive marketing techniques” (Krishen, 2021). Considering this, another group of critics have argued that adopting innovative machines and “data-driven marketing” in “digital advertising” offers an efficient and wide reach. On the other hand, digital marketing triggers the facilitation of more informed, attentive, empowered, and connected customers (Krishen, 2021). Digital marketing is a multi-disciplinary domain which is not limited to the mere application of digital technology in marketing activities.
Sellers of products and services strive to gain customer attention with thousands of customers. Marketers battle against each other to move customers by using innovative measures. Messaging takes place on social media where customers follow their favourite brands (Orazi et al. 2023). While messaging, both the sender and receiver use non-face emojis to express their mental reactions. Former marketing research focused on the impacts of face emojis on customer behaviour. Critics found that advertisement with smileys are effective in increasing positive emotion among customers (Orazi et al. 2023). Brands mine options by searching through messages and blogs to extract customer intention (Krishen, 2021). Marketing experts use non-face emoji to improve electronic word-of-mouth strategy. Nowadays, customised advertisements, customer behaviour, and the demand prediction by using data mining tools are prominent marketing activities. Several digital platforms impose character limits in messaging. Non-face emojis help the parties engaged in communication create their message in a more meaningful way. Complementary emojis attract customer attention and facilitate meaning-making.
The application of digital marketing as a sales and communication challenge leads to the requirement of customer relationship management. Digital marketing can also take place in business-to-business marketing. Critics have identified the fourth stage of DM development took place after 2010. This is more connected to customer engagement, “customer-controlled co  production”, and “co-content generation”. The B2B system has experienced a crucial change in the last decade which is linked to the rise of disruptive technologies and customer attention. Artificial intelligence (AI) increases the efficiency and optimisation of marketing activities of digital businesses (Sauraet al. 2021). The rise of ICT related to web and mobile technology induce a shift in marketing paradigm. Digital marketing uses all forms of technology such as AI, IoT, and big data to fulfil marketing objectives in B2B, B2C, or C2C aspects. Marketing in the era of globalisation demands global distribution and customers’ attention to products and services through digital advertisements (Krishen, 2021). On the other hand, they predict demand by investigating the activities of customers on social media.
Researchers have estimated that cross-border B2C online sales will consist of 22% of the total e-commerce around the world. Therefore, in order to succeed in cross-border business, retailers are required to transform their business strategy by using “digital marketing” methods to attract customers (Goldman, 2021). Customer orientation in B2C connects to firms’ performance to foster value for customers and prioritise their interests. Debates are available regarding the definition of customer orientation; however, descriptions include gathering information about target customers, dispersing of that information, and strategy development to meet their needs. Critics have identified that digital marketing not only involves communication between marketers and customers but also necessitates the use of campaign-based activities (Goldman, 2021). Data management is a crucial activity in digital marketing which has become convenient using cloud computing, machine learning, and AI. The modern marketing paradigm is known as the “customer-generated paradigm” or “new media marketing” which has replaced “classic marketing principles”. Social media as a modern phenomenon expands the fundamental principles of conventional marketing practices to create customer-centric, participatory, and electronically driven messages (Dašić et al. 2023). Mobile marketing on the other hand, enables customers to access a wide range of goods and services to buy and sell anywhere at any moment. Critics argue for the quality of materials in digital marketing. Key attributes of “digital content” are speed, navigation, and usability (Dašić et al. 2023).
“Digital marketing” paves innovative ways of educating, awarding, engaging, and meeting customers and selling items to them. Researchers have opined that “digital marketing” will continue to be at the forefront of “technological change” (Ghorbaniet al. 2022). In 2000, the concept of mobile technology and social media technology during 2010 has extended the concept of digital marketing. In this technology-efficient and adaptive process, companies can easily deliver their messages to a large customer base and work collaboratively with clients, partners, and stakeholders (Ghorbaniet al. 2022). Businesses are facilitated to make more effective relationship with audience by using digital capabilities such as “conversational capacity”, “ speed and ease of access”, and “information exchange”. “Social media”, as a component of “digital marketing”, provides an almost free opportunity for brand owners to communicate with target customers and understand their needs, wants, and demands. Digital marketing activities are more efficient than traditional media activities to attract new customers (Goldman, 2021). The strategic marketing orientation of a firm plays a major role in digital marketing strategy. Small enterprises adapt to generic concepts such as “customer orientation” as a part of their marketing strategy.
“Digital marketing” has emerged as an increased IT innovation to cope with the increased use of digital media by customers. The philosophy of interactive and digital marketing builds competitive advantage for firms by meeting customer needs, fostering customer value, and improving marketer-customer contracts via digital channels (Eze et al. 2021). Digital marketing technologies facilitate direct marketing and move clients closer to sellers. Digital marketing creates a positive impact on business performance when applied as a competitive tool to build “customer satisfaction”. Scholars opine that digital marketing can improve business performance and increase product diffusion and acceptance (Eze et al. 2021). On the contrary, traditional marketing is losing its relevance due to the emphasis on the homogeneity of the customer base and the increased diversity of customer behaviours (Suh and Chow, 2021). Many enterprises are developing a mixed business model to gain optimum profitability and scalability. Recognising the role of digital marketing, marketers are trying to invest in the mixed business model.
Customer purchasing intention and satisfaction are concern for marketers (Bachri et al. 2023). DM can shape the concern for marketers by addressing satisfaction and purchase intention. Purchasing decisions are defined as buying products or services or choosing the brand customer prefer. Email marketing, websites, e-commerce, and online advertisements can influence purchase decisions. Contradictorily, the obstacle to the growth of “digital commerce” is the limited presence of “human and social elements” along with a lack of “customer engagement” in online channels than offline channels. Lack of facial expressions, body language, and emotions contribute to insufficient engagement and trust in digital channels (Clement Addo et al. 2021). The introduction of “live streaming” has facilitated a sociable and trustworthy transactional environment for offline and digital marketing (Clement Addo et al. 2021). Turbo-charged speed and monorail provide marketers with the opportunity to leverage the digital world (Eze et al. 2021). Thus, it can be claimed that the limitation of physical interaction in digital marketing is fulfilled by the speed of contact, effectiveness, and cost efficiency. Retailers like M&S are investing in e-commerce to drive success in digital marketing and enhance brand recognition among digital customers.
[bookmark: _Toc159946058]Limitations
The limitations of this research are time and resource limitations. Due to resource insufficiency, the researcher can not access the paid sources. Therefore, the researcher only depends on the freely available data sources. Due to time limitations, the researcher only focuses on customer attention and conversion to understand the effectiveness of digital marketing.
[bookmark: _Toc159946059]Ethical considerations
Ethical considerations in research foster scientific ethical values (Hasan et al. 2021). Fundamental beliefs and values of research are described in the principle of ethics. The researcher will maintain ethical consideration of this research in all aspects. The researcher wants to abide by the academic integrity and regulations of the university. However, this is secondary research, and it does not involve any human participants or samples. Ethical consideration of this research will be maintained in the following aspects.
· No data sources will be harmed during data collection
· Only relevant sources will be used
· Each source will be properly referenced
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	Week
	Dates
	Tasks

	Week 1
	Feb 21 - Feb 28
	Refine dissertation topic. Conduct initial literature review. Develop research questions and objectives.

	Week 2
	Mar 1 – Mar 7
	Expand literature review. Refine research methodology. Begin drafting dissertation proposal.

	Week 3-5
	Mar 8 - Mar 31
	Finalize dissertation proposal. Obtain feedback from advisor. Begin collecting research data.

	Week 6-7
	Apr 1 - Apr 15
	Continue data collection. Start preliminary data analysis. Conduct additional literature review if needed.

	Week 8-9
	Apr 16 - Apr 30
	Complete data collection. Conduct in-depth data analysis. Begin drafting dissertation chapters.

	Week 10-11
	May 1 - May 15
	Continue drafting dissertation chapters. Discuss findings with advisor. Start writing discussion section.

	Week 12-13
	May 16 - May 31
	Finalize dissertation chapters. Revise and edit content. Write conclusion section.

	Week 14-15
	Jun 1 - Jun 13
	Review entire dissertation. Make final revisions. Proofread and format document. Prepare for defense presentation.
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Table 1: Research Timeframe
(Source: Self-made)
[bookmark: _Toc159946061]Mini conclusion
“Digital marketing” is more robust and extensive than traditional marketing processes. Companies use digital marketing to create brand awareness among customers and improve customer attention. In traditional marketing, there was limited scope for brands to get closer to customers. “Digital marketing” necessitates the use of “social media” and modern technologies such as AI, ML, big data, VR, and AR. Digital marketing is now replacing the habits of customers to visit brick-and-mortar stores with mobile technologies.
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