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The last two years have been characterised by radical change in the retail sector of the United Kingdom, driven by digital, and businesses have reformulated their marketing and operational systems through online impact and information-driven approaches. The UK retail sector is already adding around 5 per cent to GDP, and omnichannel and digital marketing are no longer optional but essential to remain competitive (Wadud, Liang, and Polkinghorne, 2025). Sainsbury, a leading supermarket chain in the UK with one of the most significant market shares, has the dual mandate of maintaining market share and growing profits in the face of rapidly shifting consumer behaviour, online competition, and rising cost pressures. Online marketing strategies offer the option of expansion through amplified targeting, individualisation, and engagement. Nevertheless, the extent to which they can produce a measurable positive effect on sales remains understudied in relation to such large UK retail chains.
Aim:
Using secondary quantitative data, the study will determine how digital marketing strategies have influenced Sainsbury's sales growth in the UK.
The objectives are: 
(1) To identify the predominant digital marketing strategies that are used by Sainsbury in the UK.
(2) To establish the relationship between these strategies and sales performance.
(3) To determine which digital channels and tactics are impactful in growth to the greatest extent.
The related research questions are: 
1. What are the Sainsbury UK digital marketing strategies?
2. What do these strategies have to do with growth in sales?
3. What are the most significant channels to performance?
In answering these questions, the research will collect and process numerical data from credible company reports and industry databases to identify patterns and deliver evidence-based results on the success of digital marketing within the UK retail setting. The research is needed because it may provide academic knowledge about the functions of digital marketing and strategic decision-making among retailers aiming to utilise their digital spending to the maximum and attain growth.
[bookmark: _Toc213355356]Literature Review
The given review considers three interrelated themes which apply to the role of digital marketing strategies in sales growth in the retail sector: (1) the digital transformation of the UK retail industry, (2) the efficacy of digital marketing strategies, and (3) measurement and performance gaps. These Sainsbury UK studies are situated within the themes that guide how the study can contribute to the body of research.
Digital Transformation in UK Retail
Change in the UK retail sector has been rapid, driven by the growth of e-commerce, the integration of omnichannel retail, and changing consumer behaviour. Indicatively, Wadud, Liang, and Polkinghorne (2025) found that retailers in the UK are using click-and-collect, mobile apps, and data-oriented marketing to meet the demands of the omni-channel. The fact that the transition towards fully offline to online-offline shopping has already occurred signifies that digital maturity is already a competitive factor: a survey of the retail sector by Reinartz, Wiegand, and Imschloss (2019) determined that retailers that were more digitally mature reported more positive sales growth, higher profitability, and a higher valuation ratio. This framing is relevant because it does not position digital marketing as an extension of other digital transformations in retail, which should be studied in the ongoing Sainsbury study.
Digital Marketing Strategy Effectiveness
In addition to change, the literature examines how specific digital marketing strategies can improve performance. Recent research by Mocanu and Szakal (2024) has found that some of the most common strategies in the retail space include search engine optimisation (SEO), social media advertising, email promotion, influencer partnerships, and data-based targeting. Besides, industry commentary notes that, at present, the ability to personalise and social commerce integration is the key to the success of retail digital marketing. It has become one of the pillars of personalisation, and to stay ahead of the pack, retailers can embrace personalised shopping experiences, social commerce, and omnichannel marketing (Modern Retail, 2024). Empirical research shows that it is always uncertain which strategies are most suitable for driving sales growth beyond engagement or exposure. Indicatively, a social media marketing review of the retail industry by Dolega, Rowe, and Branagan (2021) found that social media use is increasing. Nevertheless, its effects are little researched empirically. This gap underscores the need for quantitative research to examine the relationship between digital marketing and sales performance among large retailers in the UK.
Measurement, Performance Gaps and Retail Outcomes
The other point in the literature is the measurement of performance and the ones that persist. One issue that ought to be listed is that many studies focus on marketing metrics (e.g., click-through rates, engagement) rather than sales development or commercial outcomes. Indicatively, a system review in the SEO/digital marketing field by Sechele et al. (2024) found that much of the literature lacks industry-specific insights and long-term growth performance metrics. Consultancy research in the UK retail environment indicates that retailers that commercialise first-party data and reconsider customer lifetime value will be able to unlock higher margins. However, many continue to fail to connect digital interactions with profitability (Deloitte, 2025). The implication here is that, even though digital marketing is widespread, its impact on sales growth has yet to be measured efficiently, particularly among supermarket chains such as Sainsbury’s.
Identified Gaps and Relevance to This Study
Based on the thematic review, several gaps exist. First, even though digital transformation and digital marketing strategy are not new topics, the link to quantifiable sales growth in mature UK retail chains is weaker. Second, most of the literature relies on general industry statistics or on smaller companies rather than on the larger UK supermarkets. Third, a significant portion of the quantitative analysis relies on marketing engagement performance rather than actual sales performance or trend data. Thus, this study will address these gaps by examining secondary quantitative data (i.e., digital marketing activity and sales increases) in the UK Sainsbury case. In this way, it will demonstrate which digital strategies are most closely linked to sales growth, thus not only to scholarly knowledge but to retail marketing strategy.
Theoretical Underpinnings
Theoretically, digital marketing efforts can be conceptualised by applying the Digital Marketing Funnel (awareness, consideration, conversion) framework and consumer-behaviour models that underscore the importance of digital touchpoints in purchase decision processes. The work of Wadud et al. (2025) illustrates, for example, in digital transformation research, the links among personalisation, data analytics, omni-channel marketing, consumer behaviour, and value creation. Using these theoretical lenses, the current study will analyse the extent to which Sainsbury's digital marketing strategies align with its sales growth. The theoretical background, in this way, supports the research questions and indicates the necessity of a quantitative evaluation.
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The research method is quantitative, as the study uses secondary data analysis. Quantitative methodology is suitable because the research objective is to determine the impact of digital marketing strategies on sales development in terms of numbers (i.e., marketing spending, sales performance measures), rather than to understand perceptions, experiences, or mechanisms. The secondary quantitative data aligns with the research objective of determining observable trends and patterns without the need to collect primary data. Secondary quantitative analysis has been considered an acceptable research methodology when the available data are deemed to address new research questions (Haaker and Bloom, 2023). 
The research can be cost- and time-effective by using existing datasets from credible sources and by leveraging longitudinal or large-scale data that would not be feasible to obtain through primary research (Hassan, 2024). Ensuring efficient resource use while maintaining data validity and accuracy.
Data Collection and Sources
The data that are going to be collected will be in the form of identifying and gathering the relevant secondary data, including the annual reports of companies (e.g., Sainsbury’s UK), industry market-research databases (e.g., Statista, Mintel), and government or publicly available industry data (e.g., Office for National Statistics). The data will be centred on indicators of digital marketing strategy (i.e., digital advertising spending, online traffic indicators, if provided) and sales growth indicators (i.e., overall sales, annual growth, changes in market share). The relevance, accuracy, timeliness, and credibility of each dataset will be checked before usage, as it is good practice to reuse secondary data (Haaker and Bloom, 2023). Since the metrics in digital marketing differ in availability, the research design will focus on publicly and consistently available data to enable trend-based analysis.


Data Selection Strategy
Since the study targets Sainsbury's UK operations, the sampling frame is essentially the information on those operations within a specified time frame (e.g., 5 to 10 years since the available information). The strategy is purposive, as the data should be related to Sainsbury and must include digital marketing and sales data; though, since the data are secondary and non-interactive, the researcher relies on inclusion criteria rather than participant selection. For example, all years in which Sainsbury provides digital marketing spending and sales growth data would be included in the analysis; those without sufficient data would be excluded. This analysis is viable and consistent with the research questions.
Analysis and Presentation of Data
It will be a descriptive analysis that involves presenting numerical values over time, tabulating the data, demonstrating changes, calculating percentage changes or growth rates, and comparing digital marketing indicators with sales growth measurements. The descriptive design type does not involve complex inferential statistics (correlation or regression modelling), only a simple tabular representation that can describe the association between digital marketing activities and sales outcomes. The table format of the information, with commentary, will bring out trends (e.g., an increase in spending on digital marketing and, therefore, an increase in sales) and, simultaneously, render the research methodological and accessible. The use of descriptive secondary data analysis is a well-established dissertation methodology when collecting primary data is not possible (Taylor, 2025).
Where there are possibilities, there will be a combination of information for the same period (e.g., yearly) so that trend analysis can be performed. Any anomalies or discrepancies between years will be highlighted and discussed in the limitations section.
Ethical and Data Quality Considerations
Even though the study relied on publicly accessible secondary data, it still has specific ethical implications. It is essential that the researcher correctly references all data sources used, does not misrepresent the data, and does not violate any restrictions imposed on the licensing or use of the data by their providers. The researcher must evaluate and record the quality and appropriateness of each dataset, while recognising that secondary data is often limited in terms of relevance, completeness, and consistency (NCVO, 2024). 
The credibility of research depends on the accountability for data provenance and the recognition of limitations. Because the survey and interview will not involve any human respondents, concerns such as informed consent or participant privacy do not directly apply. Still, the researcher will ensure that the data will be used without any proprietary limitations or abuse.
Feasibility and Alignment
It is a viable approach for the MBA dissertation in terms of time and setting, since it does not require collecting primary data (which may be time- and resource-intensive). Although secondary, descriptive quantitative analysis is employed, the study does not deviate from the research goal because it enables the exploration of the correlation between digital marketing tactics and sales increases at Sainsbury's in the UK in an organised, academically viable manner. The research questions are facilitated by the method, which enables an evidence-based study of the strategy's use and its quantifiable results.
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The primary objective of the study is to discuss the effect of digital marketing strategies on Sainsbury's sales growth in the UK using secondary quantitative data. Based on previous academic and industry findings, the study will identify a positive correlation between sales performance and the intensity of digital marketing. As the UK retail sector continues to digitalise, research shows that online advertising, social media, and omnichannel marketing investments have contributed to stronger growth and profitability.
This is because Sainsbury will experience an increase in its annual sales performance as digital marketing expenditure and participation increase. The channels that will provide the most successful patterns of influence are likely to be email marketing, content marketing, and social media, because personalised data-based campaigns provide quantifiable returns (Statista Research Department, 2024).
It can be seen that little investment in digital marketing is associated with the lack of sales growth, and they need to invest in digital activities regularly to retain a competitive advantage (Deloitte, 2025). Such results can, hopefully, supply evidence-based descriptive information that would enable a data-driven retail strategy in the UK market.


[bookmark: _Toc213355359]Limitations
There have been certain limitations that could affect the depth and breadth of this research's results. As the study will be carried out using only secondary sources, it will be restricted to the availability and quality of publicly available information from company and industry sources. Certain data will not provide in-depth information on specific marketing activities, and it may not be possible to isolate the effects of various strategies. The quantitative descriptive study design will not enable the researcher to establish causal dynamics, as the analysis will not be conducted using statistical methods but rather by observing trends. Inconsistency in comparisons may be due to time constraints and differences in data reporting. The limitations will be overcome through comprehensive data selection, comparison of findings across sources, and a clear presentation of the findings that would render them valid, credible, and helpful for learning the relationships between digital marketing strategies and sales growth at Sainsbury's in the UK.
[bookmark: _Toc213355360]Timeframe
[image: ]
The dissertation project shall require sixteen weeks to complete, and will have distinct phases that can be clearly managed to ensure consistent progress. The researcher will conduct weeks one and two to familiarise himself with the topic and narrow the scope of the research. Weeks 3-4 will be devoted to identifying the aim and objectives, and the comprehensive literature review will be conducted in Weeks 5-8. Weeks 9-10 will cover the methodology design and provide a guide to the secondary data collection that will be carried out in Weeks 11-12. The data from Weeks 13-15 will be analysed descriptively, and the project will be completed in Week 16 with the results interpreted and a conclusion drawn. It is a well-planned timetable that will help manage a project and allow sufficient time for each step, so that all research objectives are achieved in a methodical, time-sensitive way.

[bookmark: _Toc213355361]Conclusion
The current dissertation proposes a quantitative study of Sainsbury in the UK to explore how digital marketing strategies influence sales growth. The researcher will use valid secondary quantitative data to test the impact of various online promotion programs on sales. 
The issue is particularly relevant today, with the current competitive trading landscape, where the five-year-old digital revolution has been reshaping how customers relate to us and how successful we are in our business. The information will be analysed to demonstrate trends between digital marketing strategies and sales growth. This is an academic study, which means it is not designed for direct application by marketing professionals. 
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