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Introduction
	Marketing has seen a monumentous paradigm shift due to the rise of the digital revolution (Wind & Mahajan, 2002), and in 2019, with an estimated 2.77 billion individuals using social media (Statista, 2019), marketing experts and departments are now placing high regards to education on the core principles of marketing in the digital age to not only boost revenue but also to create greater awareness to their company or product (NAYAR, 2018). 
Digital marketing is the targeted promotion of a product or service through an inclusive social media medium, and has now, according to Kumal (2016), become vital and mandatory for any business striving to effectively innovate whilst maintaining best practice (Kamal, 2016).
Over the course of the past year, I have taken a keen interest in digital marketing and its functions and having lived in a market town for several years, wondered why our once thriving markets have now declined and seemingly not innovating to this new phenomenon. Furthermore, this research will assist me in gaining a deeper insight into digital marketing, enabling me to build a profitable business.
With that being said, I feel an explorative study is required to ascertain the notion of the importance of digital marketing and its functions and if it would benefit markets as we know them. This research also aims to find out what markets really mean to people. Furthermore, this study aims to understand people’s thoughts and feelings on markets today, and the researched collated will underpin and determine the future of markets from a digital marketing perspective.
Research Objectives
· To fully understand the market sector’s use of digital marketing.
· To underpin and ascertain what type of digital marketing benefits markets the most.
· To discover what motivates people to visit and shop at markets.
· To determine best practice of digital marketing for markets.



Literature Review
	Literature and theories have been written separately on the subjects of digital marketing and markets. However, while conducting research, no combined literature has been found on the subjects. This presents an opportunity for the researcher to create pertinent literature surrounding digital marketing and markets. Combining theory from both to draw a conclusion as to the best practices for the subject, highlighting and presenting the findings in possible book form.
	“The world of digital marketing is changing at a phenomenal pace. Its constantly evolving technologies, and the way people are using them, are transforming not just how we access information, but how we interact and communicate with one another on a global scale” (Ryan & Jones, 2012). Ryan & Jones (2012) also state that digital marketing is now transforming the way consumers purchase their products, and technology that was once reserved for early adopters or tech savvy individuals, are now being integrated into everyday lives.
Digital marketing is complex in its nature. When evaluating the potential and significance of a digital marketing presence in a business, the notion that that opportunities and challenges that present themselves will vary from business to business, and any form of digital marketing services undertaken can be categorised, but not limited to, five key components:
· Transactional e-commerce.
· Lead generation or services oriented relationship building site.
· Brand building site.
· Media or portal site.
· Community or social network site (Smith & Chaffey, 2017)
	
	Digital marketing is now said to be more disruptive than ever, making marketing as we know it, more challenging and interesting. Companies that possess physical stores and industries who rely on any form of paper advertising are now facing issues with their business models (Hofacker, 2018). With the introduction of social media and the various technological platforms, it seems that businesses who once had a physical presence in the marketplace now have to innovate and perhaps have more of an online presence. However, this could also have an adverse effect on the high street as we know. As the online presence grows brings about the death of the traditional high street stores.
	The fact that digital marketing is highly dependant on the internet can be identified as a major set back when marketing your services. Potential consumer reach could be stifled due to areas with little or no internet connection. Furthermore, the world wide web is subject to a plethora of information and clutter. This could prevent marketers from maximum reach and exposure to their brand or product (Johnsen, 2017).
	A report titled “Traditional Markets Under Threat” discovered that trading in traditional markets has decreased substantially by nearly £1bn between 2009 and 2014. The aspects said to be in decline include takings by traders, footfall and the spaces being let by market traders. Managed by local authorities, the decline can be attributed to many factors. The key factors being the suspected underinvested from the responsible authority, and the lack of expertise needed to make said market sustainable (Gonzalez & Dawson, 2018).
	Gulati (2017) states that the traditional markets are declining, and that decline can be attributed to the rise of the spread of supermarkets. It has also been found that traditional markets are at a major economic disadvantage. Stalls are often found to lack marketing skills, have poor financial management and their use of technology is often limited, if any is used at all (Gulati, 2017).
It is evident that, with the rise of social media usage and the advancement of technology, digital marketing services are aiding businesses in building their brand and the sale of products. However, with that being said, could digital marketing benefit traditional marl
	




Research Strategy and Methodology
	In order to encapsulate and obtain a high level of insight into the research objectives and overall goal, it has been decided a phenomenological, or qualitative data collection will be used. This will allow, not only the researcher to gain a subjectivist, humanistic interpretivist view through induction, but also incorporates three key components, self reflexivity, context and thick description (Tracy, 2012). The notion that qualitative data gathering allows the researcher to organise, interpret, analyse and communicated was considered. With methods such as this, when analysed, addresses real world problems such as the objectives surrounding digital marketing in markets (study.com, 2019)  
	Although it has been decided a qualitative approach is to be utilised for primary research, the quantitative, or positivistic approach was also considered. Although the results gathered from the quantitative method can be clearly used to measure results through objective data, this method cannot give the clear insight as to the why’s of people’s feelings towards market visits and digital marketing use. Their emotions, beliefs and perceptions will need to be captured, discovering how society is constructed and understood by the examination of human experience and their perception of it. These insights cannot be obtained by undertaking quantitative research. 
	Qualitative data will be collected in the form of interviews. The researcher intends to interview individuals that frequent the market, shoppers that regularly shop in the town centre that do not visit the market and the marketeers themselves. This should give a broad insight as to inner workings of the market and the feelings and perspectives of all involved.
	Following the collection of primary data, secondary data collection will be utilised in the form of theory gathered from sources such as academic journals, online library and various academic books related top digital marketing and markets. A comparison will then be made between all the research collated, enabling the researcher to provide substantial evidence to support all conclusions and thesis contained within the paper.
	However, upon further reflection, to complete this study to a high level, a mixed methodology data collection would be more suited. This would allow the researcher to corroborate and gain an in depth understanding of the subject matter, while offsetting the natural weaknesses that will occur when only one methodology is used. The researcher would also like to gain a more comprehensive awareness and understanding of the research objectives posed. With that being said, the limitations and issues surrounding a mixed methodology are endless. Not only can the design and implementation be very complex, the discrepancies that may arise in the findings may prove problematic when attempting to resolve (Hesse-Biber, 2010)


Logistical and Ethical Consideration
	Before undertaking any form of research, logistics must be accounted for and any ethical issues that might arise must be taken into consideration. 
	Before interviews can commence, it is imperative that an ethics form is completed. This will allow the researcher to highlight the aims of the research, whilst displaying key factors such as knowledge and truth with the evading of errors (Resnik, 2015). Furthermore, the ethics form will prohibit the falsifying or misrepresentation of data collated.
	As stated previously, people who visit the markets, people who frequently shop in the town centre but do not visit the market and market traders will be subject to interviews. Careful consideration will be taken to select a plethora of subjects, which in turn will allow the data collated to give a wider insight. Furthermore, upon making contact with the selected subjects, documentation contained in the ethics procedure will need to be signed. This will inform the participants of their rights and how their information is used and stored, with great care taken to ensure the participants are aware that the study is completely anonymous, their information will not be passed on to any third party, and the results of the research can be shared with those that have taken part, if they so wish. Ethical factors when selecting participants has also been considered. As the target is mainly shoppers and marketeers, the researcher does not envisage that any of the individuals taking part will be underage or be considered as vulnerable.
	The primary research will consist of tape recorded interviews, the method most commonly used in qualitative research data collection (Horrocks & King, 2010). This enables the researcher to listen intently and more importantly, a more compelling, deeper overview of the subject emerges.
	Carefully curated questions will be devised for the selected participants. However, there are limitations. As the method of data collection will be predominantly tape recorded interviews, there will be time constraints when interviewing shoppers. Noise in the surroundings could also distort the recordings. Furthermore, as the other party to be interviewed involve marketeers, an allotted time slot for each participant would have to be agreed, taking into consideration their busy workload. With that being said, a carefully planned interview diary will have to be devised, ensuring that the when the data is collected, the questions asked can be answered clearly and concisely with great thought. 
	Once interviews are collected and all the data is analysed and reported, the study will then be completed. Any personal information collected will be carefully stored on a password protected computer, one that can only be accessed by the researcher.
	All relevant documentation contained in the ethics form will be completed and signed by the researcher before the commencement of any research being undertaken.








Timetable of Events
	
	Oct 19
	Nov 19
	Dec 19
	Jan 19
	Feb 19
	Mar 10
	Apr 19

	 Proposal Written and Ethics Form Completed and Checked
	
	
	
	
	
	
	

	Identify locations of where data can be safely collected.
	
	
	
	
	
	
	

	Complete information sheets for prospective interviewees
	
	
	
	
	
	
	

	Schedule appointments with marketeers for interviews
	
	
	
	
	
	
	

	Secondary research to be conducted
	
	
	
	
	
	
	

	Conduct Interviews
	
	
	
	
	
	
	

	Comprehensive analysis of primary and secondary research which has been collated. Compare and contrast research.
	
	
	
	
	
	
	

	Draw Conclusions from both research findings, draw conclusions and complete dissertation. 
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