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ABSTRACT
[bookmark: _Toc124274136]Many businesses have adapted marketing strategies that enable them to combine online and offline selling. In this way, such businesses have realised significant growth in sales and increased profitability. Like other businesses, the UK car wash industry has transformed significantly to combine online and offline marketing. This study used semi-structured interviews with car wash service consumers, asking how they used online and offline marketing to access the car wash services. The qualitative study involved 12 participants who were contacted for the interviews. The findings from the study show that the UK car wash industry uses online and offline marketing to boost its sales. While most of the participants preferred online marketing, some considered offline marketing to be equally important. Still, the study found that combining online and offline marketing was more effective because it catered for both groups of consumers (those who prefer online and offline marketing). The study concluded that UK car wash businesses could increase sales by combining online and offline marketing. 
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[bookmark: _Toc124274137]CHAPTER ONE INTRODUCTION

[bookmark: _Toc124274138]1.0 Background
[bookmark: _Toc124274139]Since the advent of the Internet and e-commerce, many industries are making the necessary shift to merge their physical business outlets with virtual points supported by internet technology. Hence, it is common to find that a business makes significant sales online and gets the goods delivered to the consumers' doorsteps or in local stores nearby. In essence, this reveals the current trends in the business combining online and offline marketing.
 Appreciating the effect of combining these two marketing approaches is a subject that has lately gained significant studies. This so-called omnichannel marketing strategy is commonly used by big names in retail, including Amazon and eBay, which offer both online and offline marketing (Baker El-Ebiary et al. 2022). Notably, this strategy combines online and offline marketing giving the consumer convenience. Additionally, the company gains by expanding and extending its market scope almost infinitely using online marketing tools. Although the outreach may not correspond to the physical stores, the information incidences allow the business to open up physical stores in new areas and gain almost immediately because of the public through online marketing. 
Generally, to appreciate how online and offline marketing impacts consumer buying behaviour can help the firms to find a harmonious balance between the two marketing approaches to maximise their sales. Notably, a careful review of what works or how the two approaches can be combined to work well is the trickiest part because it requires an understanding of consumer buying behaviour. Chiang, Yi Lin and Huang (2018) note that to reduce the perceived risks that affect consumers during online marketing, businesses have resorted to closely aligning their online presence to their offline outlets as much as possible. This emphasises convenience and becomes a critical determining factor in consumer buying behaviour. 
1.1 Rationale 
Combining online and offline marketing channels has become a very effective practice for most businesses. Big retailers have realized the importance of aligning their online layouts with offline stores to operate seamlessly and give the consumer the needed convenience. As such, a combination of online and offline marketing and how this impacts the consumers' decision-making is critical to ensure competitiveness for any business. Gao and Su (2017) pointed out that certain businesses are more readily adaptable to online marketing than others based on certain consumer-perceived risks. However, studies like Xu, Park and Lee (2021) emphasised that regardless of the type of business, online marketing faces challenges in areas like perceived risks that can be delivery-based, performance-based or financial-based. 
Just like many other businesses, the car wash industry in the United Kingdom is also vibrant. As more people own cars and local authority regulations change, the car wash industry is growing in revenue and coverage. According to Grifith (2019), the UK car wash industry is worth approximately 2 billion sterling pounds, meaning that it is a significant industry providing employment directly and indirectly to thousands.  
The busy schedule and time constraints mean more car owners will revert to car wash services for convenience. Additionally, the Car wash Association (2023) has noted that only those car wash firms aware of the consumer requirements will effectively compete in the ever-growing industry. It is such car wash firms that the UK Car Wash Association mandates to clean nearly 33 million passenger cars in the UK. 
Based on the rapidly growing nature of the car wash industry in the UK, it is necessary to evaluate the approaches that most professional car wash firms use to maximise their sales. It is evident that, like any other business, the car wash industry also applies the typical marketing strategies using the current marketing tools to reach millions of potential clients. According to Saravanakumar and SuganthaLakshmi (2012), such marketing strategies have since transformed and significantly rely on the Internet for effectiveness. Consequently, those car wash firms that are maximising profits have realised the impact that online and offline marketing strategy has on the business. However, as much research has been conducted involving businesses in other sectors, there needs to be more research conducted on the car wash industry to ascertain how online and offline marketing strategy affects their sales. Hence, this study has been undertaken to add to the limited knowledge about the effectiveness of combining online and offline marketing techniques to increase sales in the Car Wash Industry in the UK.
[bookmark: _Toc124274140]1.2 Research aim and objectives
The study aims to determine the effectiveness of offline and online marketing techniques to increase sales in the car wash industry within the UK. Specifically, the objectives of the research are presented below: 
1. To evaluate the role social media marketing plays in affecting the purchase decision of consumers in the car wash industry of the UK. 
2. To identify the difference in the effectiveness of offline such as print and billboard ads and social media marketing in the car wash industry of the UK. 
3. To evaluate the combined effectiveness of using both online and offline marketing in the car wash industry of the UK. 
[bookmark: _Toc124274141]1.3 Dissertation structure
The dissertation consists of five main chapters, and the content of each of these chapters is briefly discussed below:
Chapter one includes an introduction to the research and commences with a brief background about the study, the rationale, and the aim and objectives of the study.
Chapter two includes a literature review on the effectiveness of combining online and offline marketing techniques to increase sales in the Car Wash Industry in the UK. Within this chapter, the researcher has highlighted a theoretical framework to guide the study with the important topics that cover the study's objectives. The topics mentioned in the literature review chapter include offline and online marketing and the impact of offline and online marketing on consumer decision-making.
Chapter three focuses on the methodology, covering the research philosophy, paradigm, approach, method and strategy. This study used the semi-structured interview method involving 12 participants who were part of a convenience sample. 
The results of the interviews and the subsequent analysis of the responses were through thematic analysis, as presented in Chapter four. This chapter also discusses findings based on the themes identified after the thematic analysis. 
Chapter five includes the conclusion and several recommendations for firms in the car wash industry in the UK based on the study. 
[bookmark: _Toc124274142][bookmark: _Toc124274143]CHAPTER TWO LITERATURE REVIEW

[bookmark: _Toc124274144]2.0 Introduction 
This chapter reviews various articles and scholarly works to appreciate the topic of study. The literature was accessed from known online databases, including Google Scholar. The main subject used to identify some of these journal articles related to specific keywords that included omnichannel marketing, online and offline marketing, and online to offline (O2O) marketing, among others. The researcher submitted these keywords and combined them appropriately to access some of the articles reviewed within this literature. The literature review is divided into two sections. One covers the review of online and offline marketing, also called omnichannel marketing and the second section reviews the impact that online and offline marketing has on consumer decision-making. 
[bookmark: _Toc124274145]2.1 Online and offline marketing
The advent of the Internet has also realised the rapid evolution of shopping channels. Among the areas emerging is online retailing, which has grown rapidly, and online retail sales are currently many trillions of US dollars. The channel accommodates more than a billion online buyers (Laudon and Traver 2013). As such, with the rapid growth in Internet use, most firms can now sell their products or services through several channels (Verhoef, Kannan and Inman 2015). In this context, consumers can buy a product or service through an online or offline channel.

As noted, technological advances have since diminished the boundaries between the physical and virtual business setups. Consequently, Tyrväinen and Karjaluoto (2019) noted that these developments have resulted in the rapid development of omnichannel businesses. Omnichannel businesses combine online and offline channels to converge and enable the consumer to have a smooth shopping experience. 
Currently, social media marketing is among the leading online channels in the retail industry. Saravanakumar and SuganthaLakshmi (2012) noted that social media marketing entails using social media platforms to communicate with consumers, thereby enhancing brands, growing sales, and increasing website traffic. 
Avocadosocial.com carried out a study in 2022 revealing global social media usage as illustrated in the figure below:
[image: ]
Figure 2.1a: Global social media platform usage. 
Source: https://www.avocadosocial.com/uk-social-media-statistics-2022/

Today, most online businesses have social media tools to disseminate information. Notably, Facebook still tops the list with 2.9 billion users, followed by YouTube at 2.54 billion. Some standard social media tools used in online marketing include Instagram, Snapchat, Twitter, Facebook, TikTok, Telegram, and WhatsApp. A survey in the UK in 2021 by Statista.com ranked WhatsApp as the most popular social media platform, as shown in the figure below.
[image: ]


Figure 2.1b: Most popular social media platforms in the United Kingdom (UK) as of the third quarter 2021, by usage reach
Source: https://www.statista.com/statistics/284506/united-kingdom-social-network-penetration/
Based on the outreach, businesses choose what type of social media to deploy in their online marketing strategy. Statista .com conducted a survey to identify the most preferred social media platforms in terms of advert spending in the UK as shown in the figure below
[image: ]
Figure 2.1c: AD SPENDING ON SOCIAL MEDIA PLATFORMS IN THE UK
Source:https://www.statista.com/outlook/dmo/digital-advertising/social-media-advertising/united-kingdom#ad-spending

Abdelmaged (2021) opined that omnichannel businesses are increasingly pervasive, considering that consumers are aware of and can choose between the online or offline sales channels available. Hence, Chen, Cheung and Tan (2018) reiterate that it is common for consumers to obtain product information using one channel, for example, by browsing a local store website and buying the product from the physical store, which is traditionally brick-and-mortar.
For this reason, Frazer and Stiehler (2014) highlighted that omnichannel businesses offer businesses the extraordinary opportunity to control multichannel synergies and synchronise their communication with consumers using various touch points. Specifically, when adopting the online and offline business model, vendors can organise various technologies, some of which can be used to track consumer behaviour across physical and virtual settings. In this way, the online and offline business model results in richer consumer behaviour knowledge, which Hanna, Rohm and Crittenden (2011) assert can be used by businesses to customise the shopping experience.
Online and offline shopping setups have many common features. Hsu and Lin (2020) stated that such features include specific services with offline settings fulfilled by online product descriptions and product information webpages. Additionally, the offline store physical layout can be mapped onto the screen, where Icha (2015) pointed out that the special features relate to the image maps on the screen. As convenience overrides all other benefits in online marketing, Adivar, Hüseyinoğlu and Christopher (2019) noted that online channels also have certain unique shortcomings that can only be overcome through physical interaction in offline mode. According to Chiang, yi Lin and Huang (2018), online channels increase consumers' risk perception. This has a consequence on the intention to buy and affects consumer behaviour. As such, Liebermann and Stashevsky (2002) reiterated that various types of risks affect the online marketing technique and these touch on the financial, time, performance, and delivery aspects. The most important financial risk relates to the consumers' perceived probability of financial loss, because of the online transaction. Masihuddin et al. (2017) stressed that as much as online shopping might provide authentic checkout systems involving well-known payout platforms, the consumer will always have certain reservations, because of the virtual nature of the transaction. Additionally, the Guru et al. (2020) mentions the performance risk as one involving the consumers' concerns about purchasing non-physical products, which cannot be validated before the purchase. These concerns appear to point to the need for businesses to consider ways of seamlessly combining online and offline marketing as a way to reduce the perceived risks. 
Accordingly, Lee et al. (2019) highlighted circumstances that warrant a combination of online and offline channels to achieve a multichannel strategy, thereby reducing any perceived risks by the consumer. With such a combination, Mishra, Singh and Koles (2021) noted that the consumer can gather relevant product information from a physical store, a process called showrooming and follow that with an online purchase that may be a discounted rate. 
[bookmark: _Toc124274146]2.2 Impact of online and offline marketing on consumer decision making 

Extensive research has been undertaken in the past, revealing that different marketing techniques significantly impact consumer decision-making. Whenever the consumer encounters timely information, it will likely promote their buying decision. Stimuli from marketers shape consumer behaviour. Mishra, Singh and Koles (2021) noted that consumer decision-making can be suitably depicted using various models that illustrate consumer behaviour. To better appreciate the stimuli from marketers, the Engel-Kollat-Blackwell model of consumer behaviour was used in this study. The model consists of five stages that cover consumers' decision-making before purchase (see Figure 2.2 below).

[image: ]
Figure 2.2: Engel-Kollat-Blackwell model of consumer behaviour
Source: https://neostrom.in/ekb-model/
The Internet and other advertising channels precede the decision process. Jisana (2014) notes that the five stages of information processing that contribute to the content in memory significantly depend on the stimuli from marketers. Based on what the consumer memorises, they can make alternative evaluations involving both online and offline channel applications. Srivastava, Rathore and Singh (2021) highlight that it is the alternative evaluations on the Engel-Kollat-Blackwell model during decision-making that leads to choices. In essence, online, offline or the combination of online and offline marketing can affect the decision to buy or not to buy.   

Since the emergence of the online marketing channel, there has been growth in research focused on examining consumer behaviours online, including consumers' preference for online shopping (Tyrväinen and Karjaluoto 2019) and their online shopping experiences (Tyrväinen and Karjaluoto 2019). However, fewer studies have been undertaken to compare consumer behaviour across offline and online channels within diverse contexts (Srivastava, Rathore and Singh 2021). This inadequacy has resulted in this study being undertaken to evaluate the effectiveness of combining online and offline marketing techniques to increase sales in the Car Wash Industry in the UK. Most industries have quickly embraced online/offline marketing with more products than service-based firms assuming this new marketing model. There is limited knowledge of how this marketing technique can benefit a service industry like the car wash industry. Consequently, the findings from this study will add to the current knowledge in assessing the effectiveness of online and offline marketing within the car wash industry in the United Kingdom. 

A significant portion of the current research focuses on the existing gap between offline and online channels highlighting the fundamental goal to merge the two channel dimensions. This may likely be the case, because most of the current research was mainly focused on the retail context. Particularly, mobile technologies are critical in addressing the gap between offline and online channels. As such, mobile tools are significant, because they transfer the online experience to the brick-and-mortar store. Evidently there is limited research in this context in the car wash industry as a service which has prompted this study to be conducted.  


[bookmark: _Toc124274147][bookmark: _Toc124274148]CHAPTER THREE METHODOLOGY

3.0 [bookmark: _Toc124274149]Introduction
In line with the research objectives finalised in the previous chapters, this section of the paper aims to provide a comprehensive overview of the research methodology. The chapter will uncover research paradigms, approaches, and chosen research methods starting from the research philosophy. Besides this, a discussion on the selected research strategy and sampling approach, along with the data collection method, will also be provided. Lastly, for the collected data, the research will also present the details of the data analysis method used to conclude the findings of this study. 
3.1 [bookmark: _Toc124274150]Research Philosophy
Research philosophy explains the source, nature, and development of knowledge in any research (Lo et al. 2020). For the study under consideration, the prime objective was to understand the perception of consumers concerning different online and offline marketing techniques used in the car wash industry. In this specific scenario, interpretivism was selected as a research philosophy. This is primarily because of this technique's ability to allow the researcher to construct reality using multiple perspectives socially. In contrast, a positivist approach uses an objective lens to review and explain social reality (Moen and Middelthon 2015). For this case, multiple perspectives and subjective views of collected information were used to conclude the research findings; interpretivism was a suitable approach. 
3.2 [bookmark: _Toc124274151]Research Paradigm
A research paradigm is explained as a model or pattern to conduct research. It helps to set a direction to study and understand it subjectively. Several research paradigms are explained in the existing literature (Sönmez 2018). However, for the study under consideration, it used a constructivist approach. As per the interpretivism research philosophy explained in the earlier section, it has been mentioned that reality in this study was socially constructed, and multiple perspectives were used to conclude the findings. The constructivism approach is best suited to an interpretivism research approach, because of its ability to understand truth as ever-changing and socially constructed (Osuagwu 2020). In this study, the consumers' views were used to construct reality. Thus, a constructivist approach was considered the most suitable. 
3.3 [bookmark: _Toc124274152]Research Approach
The research approach primarily aims to guide the process of theoretical developments within a research study. This is divided into two broader types, including inductive and deductive research (Avdelidou-Fischer 2013). No theoretical model was used to guide the research findings for this research. Rather, interviews were used to collect data as the responses from the consumers, which were used to explain the research questions. Therefore, an inductive research approach was considered the most suitable option, because of its advantage in using the collected data for theoretical developments. 
3.4 [bookmark: _Toc124274153]Research Method
The research method defines the overall framework for data collection and sets the direction for subsequent analysis. There are two types of research methods, qualitative and quantitative. The qualitative methods deal with individuals' behaviour, perceptions, and response. On the other hand, quantitative research deals with the numbers to quantify the relationship between different variables (Osuagwu 2020). This research used qualitative data, including the consumers' perceptions, which was considered qualitative research. 
3.5 [bookmark: _Toc124274154]Research Strategy
The research strategy plays an important role in defining the process by which research should be conducted. Different research strategies include ethnography, narrative inquiry, case studies, surveys, grounded theory, and others (Easterby-Smith et al. 2018). Similar to other details related to the research methods, the research strategy is also driven by the research objectives and the researcher's choice. For the case under consideration, the narrative inquiry was used as a suitable research strategy. This is because the narrative inquiry strategy allows the researcher to capture the meaning of a phenomenon from rich narratives as given by participants on the topic of study (Pandey 2016). For the case under consideration, the responses from the participants were critically analysed, and discussions and conclusions of the findings were made. 


3.6 [bookmark: _Toc124274155]Sampling Approach
As mentioned in the previous section, the research was qualitative, and the car wash industry consumers were interviewed to collect data. For the study, 12 participants were used, and they were selected using a convenience sampling approach. This particular sampling approach is a non-probability sampling that focuses on collecting the research response from the available pool (Kothari et al. 2014). In other words, this sampling method only accessed the conveniently available participants instead of specifically choosing the participants from a population. Considering the timeline of this research, a convenient sampling approach was most suitable, providing a satisfactory level of reliability. 
3.7 [bookmark: _Toc124274156]Data Collection Method
In any qualitative study, data can be collected using multiple channels. Nevertheless, based on the guidelines set by the research philosophy and paradigms, there was a need for the researcher to critically understand the participants' perception of the subject (Kothari et al. 2014). As such, semi-structured interviews were considered an appropriate approach to gathering data from the participants. A set of 10 open-ended questions were used to understand the participants' perception of the effectiveness of combining offline and online marketing techniques to increase sales in the car wash industry in the UK. The collected data was analysed using thematic analysis, and the interpreted themes were further discussed before concluding the research findings. 
3.8 [bookmark: _Toc124274157]Data Analysis Method
During the study, data was collected using a semi-structured interview questionnaire. Considering the qualitative nature of the data, the thematic analysis method was used for interpretation. Thematic analysis was considered effective, because it identified common themes from the collected data that were further used to respond to the research questions. 




[bookmark: _Toc124274158]

[bookmark: _Toc124274159]CHAPTER FOUR FINDINGS AND DISCUSSION

[bookmark: _Toc124274160]4.0 Introduction
This chapter defines the results and analysis of the study that was undertaken to evaluate the effectiveness of combining online and offline marketing techniques to increase sales in the Car Wash Industry of the UK. The response rate was 100%, whereby all 12 participants who were chosen for the study completed their responses within two weeks. The sample was as representative as possible, with participants being of mixed gender and age brackets with an age range from 25 years. 
The following charts show the percentage of participants in the study in terms of age bracket and gender.

Figure 4a: Percentage of participants based on the age bracket. 

Figure 4b: Percentage of participants based on gender. 
The chapter combines two parts, the results wherein the interview excerpts are captured and the discussions based on a thematic analysis used to inform the discussions based on four emerging themes. Also included is a summary of the key findings at the end. 
[bookmark: _Toc124274161]4.1 Thematic Analysis of the collected Qualitative Data
[bookmark: _Toc124274162]4.1.1 Theme 1: frequency of social media use
It was imperative to find out how often the interviewees use social media and their specific platforms. Andriana said that she used “Facebook, Instagram, Tiktok, Youtube" daily, and Yaw opined that "the only platform I use with any regularity is twitter" Georgina used "Instagram predominantly, but also Tik Tok everyday "Neil used "Facebook, Instagram, LinkedIn, Pinterest” an hour a day. Ciprian said, "I'm on Facebook Instagram and Twitter and I use them daily", while Ron used "Twitter / Instagram”. Diyana used Facebook, Instagram, Whats up, and YouTube and Geri used Instagram. Generally, none of the respondents failed to use a social media platform. This implies that social media was the most commonly used online marketing technique. Kaur (2016) has highlighted that using social media platforms is a current and highly adaptable marketing technique, with many companies leveraging their presence on social media platforms to boost their sales.
Notably, while social media use as part of online marketing has gained immense recognition, the impact it can have on consumer buying behaviour remains complex. As such, Mishra, Singh and Koles (2021) noted in their literature review that consumer decision-making on omnichannel was equally complex though determinable. The perceived risks that the consumer had about one channel could be mitigated by the other where there was an omnichannel marketing strategy. Therefore, consumers who frequently use social media could, for example, sample the reviews and feedback from other users before deciding whether to buy the product or service. On the other hand, Tyrväinen and Karjaluoto (2019) pointed out that by frequently using online marketing channels like social media platforms, consumers could be stirred to visit offline stores and physically sample the products or services to reconcile what they see with what they read on social media. This reveals that businesses cannot completely disregard one marketing strategy over the other, meaning that it is more profitable to consider an omnichannel marketing strategy combining both online and offline approaches to marketing. Therefore, the frequency of social media use as an online marketing technique seemed to impact some consumers. Additionally, car wash firms could still use social media platforms to reach a considerable market and still use available analytical tools to target market their services. Ultimately the first point of contact in the online sphere is the social media platforms that are frequently used by most of the participants. 
[bookmark: _Toc124274163]4.1.2 Theme 2: source of information for decision making
Further, drawing from the responses, it was apparent that most respondents had one of their main social media accounts on Facebook. Determining the relationship between social media use and how it impacted decision-making required the study to ascertain whether the respondents were active social media users with accounts. 
In that respect, an overarching theme that was derived from the responses was the frequency of social media use (See appendix). Andriana, among the various respondents, represented a typical average social media user and said, "I use social media every day…" Considering that the study focused on assessing the impact that online, especially (social media) and offline marketing techniques had on increasing sales, social media use emerged as a major online marketing technique considered effective by most of the respondents.
While addressing the source of information for decision-making as a theme, respondents showed a mix of online and offline marketing techniques as the preferred source of information for decision-making. In fact, Stoyan stated that “I get information from the internet but do not pass the advertisements in the newspapers and magazines", indicating how important respondents considered online and offline marketing techniques. Comparatively, Neil stated "visually seeing the location and setup whilst driving” [as most preferred, and yet, the respondent also suggested] “Google reviews [as being] sufficient." 

For others like Kremena, "Google search [was] the preferred source of information”. This indicates that some respondents relied on online and offline marketing techniques to make decisions, while others only relied on online marketing. Unlike websites, as Georgina indicated, most respondents highlighted their preference for social media platforms to provide information. It was apparent that the most commonly preferred online marketing technique was social media platforms. According to Hanna, Rohm and Crittenden (2011); Kaur (2016), social media offers companies a chance to market their products and services and compete effectively in the current digital market. 

The emphasis currently placed on social media marketing as a form of online marketing is important. This study showed the immense influence of social media on the participants' decision-making process. Verhoef, Kannan and Inman (2015) noted that social media could be used to develop a community of consumers who share very personal and factual perceptions about products and services. This has been the case with influencers, who often use social media platforms to provide authoritative information that followers can use to decide to buy a product or service. With a community of trusted people, any recommendations can be proved by the consumer visiting offline stores nearby and ascertaining whether the information is true. Lazaris et al. (2015) reiterated that consumer convenience is enhanced by the proliferation of mobile apps that can facilitate omnichannel retailing. When the consumer sees a picture of a product on the mobile app and is directed to sample the product in the store nearby, such information can trigger an urge in the consumer to visit the showroom. This depicts the significant influence that social media has in the consumer decision-making process. Sometimes once the consumer has viewed and ascertained the product's authenticity from the showroom, the omnichannel mobile app is flexible to provide an opportunity to buy the product online, sometimes at a discount. Generally, the study revealed that the participants who frequently used social media also relied on social media platforms for information to make decisions. Currently, most professional car wash firms in the UK have functioning websites, some with really simple syndication (RSS) functioning on social media platforms. 
[bookmark: _Toc124274164]4.1.3 Theme 3: quality of information for decision making
It was imperative to also appreciate the quality of information for decisions and the preference for online over offline marketing as themes. Evidently, those respondents who preferred online and offline marketing techniques did this to enrich the quality of information. Georgina reiterated this notion stating that "websites/social media [being] accessible from anywhere ... can be read at my leisure and not lost (like standard leaflets). On the other hand, paper advertising tends to get categorised as 'junk' mail. However, cleverly located posters [making] customers aware of a new car wash service in your local area would be a memorable advertising strategy”.  
Further, on the quality of information theme, social media advertisements were identified as a critical online marketing technique by most of the respondents.   All the respondents asserted that they depended to some extent on social media platforms to get information and decide what car wash service was preferable. However, since these online advertisements were transitional and repeated at intervals, they needed more permanency and could sometimes be overlooked by consumers.
 
The quality of information affects decision-making, as the study shows. Of course, having noted that convenience puts online marketing far above offline marketing, there still appears to be an element of information quality that puts offline marketing through billboards and print media at a preferable position. Notably, the permanency of the information is also considered important to quality, as Lee et al. (2019) noted in their study on customer engagement and the effect of channel integration quality. Further, Akter et al. (2019) noted that consumer perception of quality is related to the information available. While online channels offered instantaneous information, it was often overlooked, because they needed an element of permanency. Unless the consumer can print out a piece of information, they consider important, they may be unable to recall it later. However, offline channels like printouts or billboards were permanently available, providing accurate information on demand. As such, the study revealed that while some participants considered online channels as quality sources of information, others noted that combining online and offline channels would ensure better information quality for decision-making. Essentially, the permanency element of information favours offline channels compared to online channels. Gao and Su (2017) asserted that to achieve desired omnichannel retailing results effectively, there is a need for the business to consider in equal measure both offline and online information. Based on the study, it is evident that to maximise the quality of the information, car wash firms can consider a balanced combination of online and offline channels.  
[bookmark: _Toc124274165]4.1.4 Theme 4: effectiveness of the marketing technique for advertisement

In line with the interview, it was imperative to highlight the contrast between online and offline marketing to promote sales. Interestingly, Martina reiterated that "in the case of carwash services, I think both approaches work – the offline marketing may find you in the right moment and place and can provoke an immediate reaction; the online marketing can give you the opportunity and the solution for both short and long term”. This illustrates that as much as online and offline marketing techniques may be of different appeal to the users, these techniques may be used harmoniously and hence critical to assist the customer in decision making.  
The convenience of using online marketing means almost instantaneous availability of information or products for the user or consumer (Icha 2015). This implies the effectiveness of the marketing technique to boost sales. According to Sundaram, Sharma and Shakya (2020), online marketing, as adopted within e-commerce, enables companies to reach a wider market and offer products and service information in real time. On the other hand, offline marketing depends on the mode where, for example, the customer can access flyers and posters after some time, maybe through the mail. In this context, Tanya stated, "Carwash stations use flyers and leaflets, mostly distributed via the post boxes. In my opinion, most people throw them away without even having a look”.
Lee, Son and Oh (2021) undertook a study to assess the effectiveness of integrating offline-and-online promotions in the omnichannel context, with results showing that consumers distinctly preferred both offline and online promotions. Yet, both were fundamental for the success of the business. Appreciating the difference between online and offline marketing is based on consumer-perceived risks. According to Chopra (2016), the online channel within the omnichannel setting appeals to convenience, a desired element among consumers. Instantaneous information from online channels means quicker decision-making. However, since such information may lack permanency, it may be unavailable in the future for decision-making.
On the other hand, offline channels, for example, via mail, may take time. However, they can be available over a long time, indicating the element of permanency which is critical for future decision-making. Preferably combining offline and online marketing will offset the typical shortcomings of each approach and reduce the consumers' perceived risk. Consequently, as much as a car wash firm may have an online presence, it should not disregard the offline presence and marketing through approaches like flyers and billboards. Notably, as identified earlier in one of the themes above, the quality of information is critical to decision-making. Consequently, permanency was highlighted as an element determining information quality. The effectiveness of online and offline marketing for advertising car wash services can be realised from the combination or omnichannel marketing strategy. 
[bookmark: _Toc124274166]4.2 Summary 
The results from the study revealed that respondents acknowledged the presence and use of online and offline marketing techniques to influence their decision-making in car wash sales. Social media platforms were the most commonly used and accepted marketing technique. In this context, all the respondents affirmed having a social media account that was able to provide information on car wash services available to them. Where online and offline marketing techniques were combined, respondents chose to use a technique based on convenience, and hence, most preferred online marketing with specific reference to social media platforms. As customers are becoming more tech-savvy and need instant information for decision-making, online marketing techniques are preferred among consumers over offline marketing (Chiang, yi Lin and Huang 2018). It emerges from the study that any kind of business can use online and offline marketing to boost their sales.



[bookmark: _Toc124274167][bookmark: _Toc124274168]CHAPTER FIVE CONCLUSION AND RECOMMENDATIONS

[bookmark: _Toc124274169]5.0 Introduction 
This chapter consists of the conclusion from the study and a number of recommendations derived from the study. 
[bookmark: _Toc124274170]5.1 Conclusion
The car wash industry in the UK can effectively use online and offline marketing techniques to maximise business profits. While online marketing has gained popularity, cars are owned by people across different age ranges. To effectively reach out to all age ranges among consumers, the car wash industry can more effectively market its service if it uses both online and offline marketing. Essentially, this study has shown that those who prefer offline marketing have the chance to make physical visits to different car wash points, after which they can select what they consider to be an appropriate service. Likewise, the study also shows that those who prefer the convenience of online channels can look out for the best car wash deal among those advertised online and also consider reviews by other online users on the companies' websites before making a deliberate choice to access their preferred car wash services. Where the car wash service provider provided sufficient information, a consumer who uses an online channel is capable of making an equally good decision, same as one who solely depends on offline marketing and physically visits the car wash point. 
The study shows that although most car wash consumers prefer the online channels of marketing, they are also willing to combine these with offline channels whenever it is convenient. From the study, it was noted that the proximity of the car wash to the consumer might determine their choice irrespective of whether such a car wash uses online channels of marketing. Generally, online channels can still provide sufficient information to assist the consumer in choosing the most suitable car wash point. However, combining online with offline marketing channels for such car wash points will have a more significant impact on the marketing of such services. 

[bookmark: _Toc124274171]5.2 Recommendations
The car wash industry in the UK can significantly embrace the online and offline channels of marketing to successfully command the market share. Considering that car owners fall into different age groups, some consumers of the car wash services will prefer online to offline marketing, while others prefer offline to online marketing. For the industry to succeed in marketing, it should be able to balance the marketing approaches based on other consumer-related factors. For example, as much as a car wash company may have a website and use social media to reach its market; it should not neglect the flyers and pamphlets as well as billboards that would also appeal to consumers who prefer offline marketing. 
Where car wash firms can categorise their consumers based on their ages, they can choose between online and offline marketing techniques to target consumers in each age bracket based on their preferences. According to Papp (2011), millennials are more tech-savvy and can be better reached through online marketing channels than older generations. Statistics on the predominant age bracket of consumers using the car wash service in a certain company can help to customise the services so that they are offline, online or a combination of the two.
[bookmark: _Toc124274172]5.3 Limitations of the study 
Since this was an academic research, it was bound by strict time frame that meant the process was to be carried out within the time frame which might affect the results. Since time was limited, the researcher was not able to choose a bigger sample, because it might have caused the study timeframe to stretch beyond what was allowed. Additionally, 12 participants may have been a small sample to generalise the results of the study although bigger samples require significant amounts of time to undertake the thematic analysis. 
[bookmark: _Toc124274173]5.4 Future research 
In general, more extensive studies using more participants can be considered to provide a generalisable picture of the effectiveness of online and offline marketing techniques to increase sales in the UK car wash industry. Further research should consider ways in which companies can deal with the barriers to offline and online change and the channel integration process, including how the omnichannel approach can be used to improve the car wash customer experience, and ways in which the general omnichannel performance can be effectively evaluated.
[bookmark: _Toc124274174]
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[bookmark: _Toc124274176]Appendix 1: Interview Questions 
1. What particular factors push you to visit a carwash station instead of washing your car at home? 
2. What advantage car wash stations provide specifically for you? 
3. In your area, how do you collect information about available car wash stations? 
4. How often do you use social media and what specific platforms you are active on? 
5. Specifically related to the car wash service providers, what is your preferred source of information and why? 
6. Considering social media advertisements, what specific information do most of these ads provide and how do they influence your decision? 
7. What do you think the difference between offline marketing and social media advertising is in the case of car wash service providers? 
8. Do you think that social media advertisements are sufficient for you to provide all relevant information for the purchase of car wash services? Please explain your answer. 
9. What is the role of social media advertisements to promote car wash services and why this should be or should not be preferred over offline advertisements? 
10. Do you think combing offline ads with social media advertisements in the case of the car wash industry would positively influence your buying decision? 


[bookmark: _Toc124274177]Appendix 2: Samples of the interview response transcripts 
[bookmark: _Toc124274178]Transcript 1:
1. What particular factors push you to visit a carwash station instead of washing your car at home? – There are a few key factors that prevail on professional washing. First of all, car stations have more specific equipment, which helps for perfect cleaning out and inside the car, removing all the stains and dirt easily than if I do it myself. Also the staff is specially trained to work quicker, which saves time.
2. What advantage car wash stations provide specifically for you? – 1) Saves time as the process is quicker; 2) money-savers, because the correct and professional cleaning of the vehicle preserve its value and lifespan; 3) Clean and nicer atmosphere after cleaning; 4) Easy to be found; 5) Enjoy my free time
3. In your area, how do you collect information about available car wash stations? – Normally, I check on google first where are the nearest stations. After that compare them by customer satisfaction 
4. How often do you use social media and what specific platforms you are active on? – I use social media daily, mainly platforms such as Facebook, Instagram, Tiktok, Youtube and so on.
5. Specifically related to the car wash service providers, what is your preferred source of information and why? – I am checking the local ones first. However, if a friend recommends someone, I prefer to go there, as I am sure the service is worth it.
6. Considering social media advertisements, what specific information do most of these ads provide and how do they influence your decision? – Generally, ads provide short and clear information, mainly about the location and price of the service. These two elements are of significant importance for my decision, of course. However, I would consider and other factors, such as: customer satisfaction and feedback; availability- whether the service could be provided in a convenient time for me; also, I prefer environmental friendly cleaning products. 
7. What do you think the difference between offline marketing and social media advertising is in the case of car wash service providers? – I believe; both are very important. Social media could attract new customers, whether offline marketing could gain the trust of the existing customers by giving them special offers. 
8. Do you think that social media advertisements are sufficient for you to provide all relevant information for the purchase of car wash services? Please explain your answer. – If the advertisement shows all important topics for me, why not. If the provider gives relevant price for its services for a short time, that could be very convenient for purchasing. 
9. What is the role of social media advertisements to promote car wash services and why this should be or should not be preferred over offline advertisements? – Thanks to social media nowadays, many small businesses could reach big audiences easily. The importance is huge, because as more people see it, as more the potential purchases will be. 
10. Do you think combing offline ads with social media advertisements in the case of the car wash industry would positively influence your buying decision? – My opinion is that both types of marketing strategies – online and offline are important, because you never know where the customers will come from. 
[bookmark: _Toc124274179]Transcript 2:
1. I prefer to wash my car at the car wash because I save time and they have better skills and  chemicals.
2. As I'm a busy person the first advantage is the time i save going there instead of washing my car at home.
3. I usually give them a try, and if I'm happy with the result and the price i get back. 
4. I'm on Facebook, Instagram and Twitter and I use them daily.
5. I prefer to see posts on Facebook about their offers, I never read an email from a carwash.
6. Most of the time on social media I can see offers, and if I’m happy with their promotion i'm going to visit them.
7. Offline marketing is a bit too old these days. Or maybe depending on the age, young people prefer online and old people still like getting leaflets on the letter box. 
8. Yes, social media is the only way they can reach me as i don't read their emails or leaflets. 
9. Depending on the age of targeted people, the company should know which way to go to reach the specific people. 
10. Not really, online is more than enough to reach me.
[bookmark: _Toc124274180]Transcript 3:
1. What particular factors push you to visit a carwash station instead of washing your car at home? Lack of free time & convenience
2. What advantage car wash stations provide specifically for you? Free up my time to spend with the family/do other things.
3. In your area, how do you collect information about available car wash stations? Local knowledge or google.
4. How often do you use social media and what specific platforms you are active on? Every day – Instagram predominantly, but also TikTok
5. Specifically related to the car wash service providers, what is your preferred source of information and why? Websites/social media as it's accessible from anywhere and can be read at my leisure and not lost (like traditional leaflets). Paper advertising tends to get categorised as 'junk' mail. However, cleverly located posters to make customers aware of a new car wash service in your local area would be a memorable advertising strategy. 
6. Considering social media advertisements, what specific information do most of these ads provide and how do they influence your decision? Benefits over other comparable services (eg. Cost, convenience factors, loyalty schemes, variety of services on offer)
7. What do you think the difference between offline marketing and social media advertising is in the case of car wash service providers? Offline marketing would be much harder to penetrate for an area without the buy in of locals and word of mouth. A lot of car washes tend to have a loyal customer base which has been built through years of local recommendations. I would say an understanding your audience and who you are targeting is key – where does your customer live, shop, eat, commute from etc – this is where to target offline marketing strategies. To spread the word via social media is more challenging as it relies on you understanding the constantly changing algorithms of various platforms and getting access to your audience through the right exposure.
8. Do you think that social media advertisements are sufficient for you to provide all relevant information for the purchase of car wash services? Please explain your answer. It all depends on how thorough the advertisement is and in what platform it is delivered – eg. Twitter is unlikely to give me much information or hook me into a car wash service, however a video on Instagram explaining the services on offer, testimonials, customer service etc could do that. If this were a new service, I hadn’t heard of or tried before, I would want a more detailed description of the business to get me engaged.
9. What is the role of social media advertisements to promote car wash services and why this should be or should not be preferred over offline advertisements? I know very little about car wash advertising on social media, but I would suggest given I haven’t seen one before the space is either grossly underrepresented or the method of delivery is flawed and not reaching the customer base as desired. I think there is a place for both, but it all comes down to understanding the demographic and preferences of your area and target audience. 
10. Do you think combing offline ads with social media advertisements in the case of the car wash industry would positively influence your buying decision? Yes – as discussed above.
[bookmark: _Toc124274181]Transcript 4:
1. What particular factors push you to visit a carwash station instead of washing your car at home?  - It saves me time and the professional results would be better than if I do it by myself.
2. What advantage car wash stations provide specifically for you? – the main advantage is the quality of the results and the time saving.
3. In your area, how do you collect information about available car wash stations? – I use google search for finding the closest carwash. 
4. How often do you use social media and what specific platforms you are active on?  - I use social media daily. Mainly use Instagram, Facebook and Twitter.
5. Specifically related to the car wash service providers, what is your preferred source of information and why? – Google search is the preferred source of information.
6. Considering social media advertisements, what specific information do most of these ads provide and how do they influence your decision?  - It gives you information for services and products I wasn’t aware of before.
7. What do you think the difference between offline marketing and social media advertising is in the case of car wash service providers? – The online marketing gives you more interactive and eye-catching information and can influence your choices better.
8. Do you think that social media advertisements are sufficient for you to provide all relevant information for the purchase of car wash services? Please explain your answer. – I think its best to combine both for optimal results. Sometimes you decide to do a carwash without planning ahead, and in these cases, offline marketing will work better.
9. What is the role of social media advertisements to promote car wash services and why this should be or should not be preferred over offline advertisements? – Nowadays, online marketing should be preferred since we are moving to a digital era. Social media is used by most of the population every single day and that's the easiest way to get to a lot of people.
10. Do you think combing offline ads with social media advertisements in the case of the car wash industry would positively influence your buying decision? – Definitely yes! Combining both will get the best results.
[bookmark: _Toc124274182]Transcript 5:
1. What particular factors push you to visit a carwash station instead of washing your car at home? 

I do not have the equipment needed and the time as well. At the car wash station, people will do it much quicker.

2. What advantage car wash stations provide specifically for you? 

My car is clean in no time and in the meantime, I can do something else like shopping to drinking coffee.

3. In your area, how do you collect information about available car wash stations? 

Mostly from Google

4. How often do you use social media and what specific platforms you are active on? 

I am using social media daily for about 1 hour in total – Facebook, Instagram

5. Specifically related to the car wash service providers, what is your preferred source of information and why? 

Mostly I get information from the Internet but don't pass the advertisements in the newspapers and magazines.

6. Considering social media advertisements, what specific information do most of these ads provide and how do they influence your decision? 

You can get the full information because from the ads you are redirected to the official website.

7. What do you think the difference between offline marketing and social media advertising is in the case of car wash service providers?

 In social media ads you can see sometimes a video and a lot more pictures, before and after etc., comments as well and with the leaflets you get just the basic information.
8. Do you think that social media advertisements are sufficient for you to provide all relevant information for the purchase of car wash services? Please explain your answer. 

Yes, because like I mentioned above from the ads you can go to the website and get all info needed.

9. What is the role of social media advertisements to promote car wash services and why this should be or should not be preferred over offline advertisements? 

Social media advertisement is cheaper, and it can be seen by more people. But on the other hand, offline advertisements can reach people who do not use social media often or at all.

10. Do you think combing offline ads with social media advertisements in the case of the car wash industry would positively influence your buying decision? 

Not really, but if I forget that I see it the first time, it will remind me the second 😊
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[bookmark: _Toc124274183]Appendix 3: Thematic analysis summary 
	Excerpts
	Codes
	Theme
	Exceptions 
	Anomalies 

	I use social media daily, main platforms as Facebook, Instagram, Tiktok, Youtube and so on (Andriana).
Light user, most days, maybe an hour a day in total – Facebook, Instagram, LinkedIn, Pinterest (Neil)
I am using social media daily for about 1 hour in total – Facebook, Instagram (Stoyan)
I use social media daily – Instagram, Facebook, and LinkedIn (Martina)
Instagram, twice a day (Geri)
I use it daily, like Facebook, Instagram, What's up, YouTube etc. (Diyana)
I use social media daily. Mainly use Instagram, Facebook and Twitter. (Kremena)
	· Daily, main platforms such as Facebook, Instagram, Tiktok, Youtube
· an hour a day in total –Facebook, Instagram, LinkedIn, Pinterest
· daily for about 1 hour in total – Facebook, Instagram
· daily – Instagram, Facebook, LinkedIn
· twice a day – Instagram
· daily, like Facebook, Instagram, What's up, YouTube
· Daily. Mainly use Instagram, Face book and Tweeter
	FREQUENCY OF SOCIAL MEDIA USE
	Not Often
	One hour

	I would suggest Google reviews are sufficient. If they have their website and outline the types of services and products they offer from basic wash to platinum clean with detailing then it would be down to the quality of the website (Neil)
Mostly I get information from the Internet but don't pass the advertisements in the newspapers and magazines (Stoyan)
For that kind of service, I use Google to identify the best spots and try to find some recommendations and ratings from people who already tried that service (Martina)
Online because it's easier (Geri)
That will be dependent on the advertising on any social media and how it will impress me (Diyana)
Google search is the preferred source of information (Kremena)
	· Google reviews are sufficient, own website outline the types of services and products they offer...

· Internet... advertisements in the newspapers and magazines

· Google, find some recommendations and ratings

· Online
· advertising on any social media

· Google search
 
	SOURCE OF INFORMATION FOR DECISION MAKING
	Pin Interest
	Paper advertising

	Generally, ads provide short and clear information, mainly about the location and price of the service. Other factors, such as customer satisfaction and feedback; availability (Andriana)
Happen to be offering exactly what you are looking to purchase at that particular moment (Neil)
You can get the full information because from the ads you are redirected to the official website (Stoyan)
Useful tips, Promotions, 
How they help me save time. Quality of the service(Martina)
Prices (Geri)
This is very relative; I would be most impressed by the products they use and the price (Diyana)
It gives you information about services and products I wasn't aware of before (Kremena).
	· Short and clear information mainly about the location and price of the service.
· Offering exactly what you are looking
· Full information is redirected to the official website
· Quality of the service
· Price 
· Products and prices 
· New products and services 
	QUALITY OF INFORMATION FOR DECISION MAKING
	Environmental friendly cleaning products
	· Official website
·  Location

	Thanks to social media nowadays, many small businesses could reach big audiences easily (Andriana)
larger target audience, wider demographic, reputational advantage etc(Neil)
Social media advertisement is cheaper, and it can be seen by more people (Stoyan)
Social media can bring all the value-added reasons for people to engage with the carwash company(Martina)
Most people spend their time online nowadays so this type of advertisement will be easier (Geri)
In my opinion, the role of social networks is to promote a given product as much as possible (Diyana)
Nowadays online marketing should be preferred since we are moving to a digital era. Social media is used by most of the population every single day and that’s the easiest way to get to a lot of people (Kremena).
	· Social media, reach a big audience easily.

· larger target audience, wider demographic, reputational advantage
· Social media advertisement is cheaper and seen by more people.
· social media, bring all the value added reasons, people to engage
· spend their time online, and advertisement will be easy

· social networks promote a given product as much as possible

· Online marketing, Social media is used by most of the population, as the easiest way to get to a lot of people.
	EFFECTIVENESS OF MARKETING TECHNIQUE FOR ADVERTISING
	Generational comparison
	· Radio
· Television
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