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Abstract 
Digital marketing is useful in modern times as it helps in the promotion of the business products to the customers. The UK beauty industry has focused on DM as it has helped in the promotion of the products to consumers easily. Digital marketing strategies are becoming crucial for SMEs as well because 65% of brand marketers feel that audiences feel engaged and happy through these services. DM strategies are effective for reaching a wider customer base across international contexts and they can improve their services . Challenges such as changing fashion trends of the company and high cost created threats. Secondary data collection helped in the topic-related information, and that helped in giving ideas about the variables. DM and its benefits and challenges have been analysed easily through a thematic analysis process.
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[bookmark: _heading=h.5p6vevgtn4dc]Chapter 1: Introduction 
[bookmark: _heading=h.lkifc2tpw7l0]1.1 Background 
Digital marketing is rapidly improving the relationship between companies and their customers. Around 62% of the beauty companies state that digital marketing allows them to offer the audience personalised and customised solutions. 48% of customers belonging to the age group 18 to 45 years highlighted that they rely on the social media content and their feedback while making purchasing decisions related to cosmetics and beauty products (Schwarz, 2024). 
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[bookmark: _heading=h.vmimmi5euw9h]Figure 1.1: Digital Marketing Usage in the UK
(Source: Grand View Research, 2025)
The applications of digital marketing are likely to increase by 15% by 2030 due to its effective demand (Grand View Research, 2025). Digital marketing helps customers to sort through the product categorisation. Consistent connection with the target audiences helps the beauty brands to stay highly engaged, and their sales also increase gradually. Wider audiences are attracted, and entering into the new markets becomes rather easier and desired outcomes can be gathered (Gilliland, 2025). 
[bookmark: _heading=h.yp4gtolnuazt]1.2 Research aim, objectives & questions 
Aim 
The aim of this research is to explore the challenges and benefits faced by small and medium enterprises across the UK while adopting digital marketing. 
Objectives 
· To explore the benefits of adopting digital marketing across small and medium-sized beauty companies 
· To highlight the challenges in adopting digital marketing across the UK beauty industry 
· To recommend strategies to improve performance in UK beauty companies through digital marketing
Questions 
· What are the benefits of adopting digital marketing across small and medium-sized beauty companies? 
· What are the challenges in adopting digital marketing across the UK beauty industry? 
· What are the strategies to improve performance in UK beauty companies through digital marketing? 
[bookmark: _heading=h.har8jnimn3gv]1.3 Problem Statement 
70% of the small and medium-sized organisations often fail to choose the right digital marketing channel to reach their audiences. Moreover, consistent content creation to stay relevant in the market is another challenge associated with business potential and overall performance decreases (Grand View Research, 2025). Digital marketing often fails because maintaining a consistent multichannel approach is tough, and seamless brand experiences are difficult. Timing and tone of the content are not often aligned due to a lack of real-time data (Olazo, 2022). 
[bookmark: _heading=h.wprqzg1q2kly]1.4 Significance 
The significance of this study lies in its perception that digital marketing helps in creating a stronger brand awareness, and collaboration with the audience becomes better. Digital marketing allows businesses to reach wider audiences by advertising across Google Ads, Instagram, LinkedIn and Facebook, it helps in boosting sales, and its performance improves (Schwarz, 2024). 
[bookmark: _heading=h.fn9c319s549m]1.5 Rationale 
The UK digital marketing sector is expected to grow by 6.7% between 2022 and 2027 because of the higher acceptance levels across the business. Social media campaigns, personalised messaging, and Instagram posts are offered to attract the audience, and consistent content creation is developed in the long run. A good connection with the customers is made through constant and online communication. Moreover, desired feedback is offered to the audiences, and their preferences are prioritised, and sales are maximised (Gilliland, 2025). 
[bookmark: _heading=h.36k48orkjb5k]1.6 Study Outline 
	Chapters 
	Details 

	Chapter 1: Introduction 
	Introduction of the research topic and development of aims and objectives. 

	Chapter 2: Literature Review 
	The secondary literature sources are reviewed. 

	Chapter 3: Methodology 
	The selection of the methods and a justification are offered.

	Chapter 4: Findings & Analysis
	The data is presented in this portion 

	Chapter 5: Conclusion 
	Summarising of the key points. 


[bookmark: _heading=h.m8zc2z58s57f]Table 1.1: Dissertation Structure
[bookmark: _heading=h.7mshua673xvk][bookmark: _heading=h.tu1dlgfrgbip][bookmark: _heading=h.cup48e5lwkys](Source: Self-developed)
Chapter 2: Literature Review 
[bookmark: _heading=h.z287msr0q4v]2.1 Chapter Introduction 
Chapter two has helped in understanding the concepts of the research variables and critically discussing the topic of digital marketing with its benefits and challenges for small and medium-sized firms. 
[bookmark: _heading=h.ooc265hqilxa]2.2 Concepts 
[bookmark: _heading=h.t86ssuykikz5]2.2.1 Digital Marketing
According to the statement of Bashang and Puttanna (2023), digital marketing refers to the online advertising of commodities to target potential customers across different digital channels, including emails, social media and website-oriented promotions. As contradicted by Olson et al. (2021), digital marketing is supported by cutting-edge technologies to analyse the real-time data and identity patterns. This has helped businesses to improve their sales and create a strong brand image in the long run. 
[bookmark: _heading=h.u7toe0jvesd4]2.2.2 Small & Medium-Sized Enterprises 
In the words of De Sordi et al. (2024), small and medium-sized enterprises (SMEs) are business entities that usually fall between small and large organisations. The national government constantly provides funds and incentives for SMEs so that they can undertake innovative measures, and a holistic approach is followed for effective business functions. However, Varga (2021), cited that SMEs have a larger contribution towards the national economy and performance also improves. This implies SMEs can provide employment opportunities, and an overall focus towards the business improves.
[bookmark: _heading=h.256t4l98y9fq]2.3 Benefits of adopting digital marketing across small and medium-sized beauty companies 
Higher Brand Visibility: According to Hong et al. (2021), SMEs often get better visibility for their brands through digital marketing tactics such as “search engine optimisation” and social media advertising. Customers get to know about the brands more and can check the product categories to keep them highly engaged and improve sales. Customers, while searching for specific items, can become aware of the brands and try the items. Bytyqi et al. (2024) suggested that digital marketing helps in strengthening the brand presence and visibility by increasing website traffic, and higher conversion rates are maximised through better performance. 
Targeted Audience Base: Umami et al. (2021) cited that digital marketing allows targeting potential audiences and offering them the best products at the most effective prices. Customer-specific demographics are followed to ensure that the right message is delivered to the right audiences. On the other hand, Bashang and Puttanna (2023), demonstrated that SMEs can tailor the messages through digital marketing through which relevant experiences are offered. Niche markets are attracting, and their focus on making better sales is also increasing. 
Cost Effectiveness: In the opinion of Kingsnorth (2025), digital marketing is highly cost-effective over traditional methods. This is because the advertising is often website-based and does not include extra charges for printing or advertising the programs. Ijomah et al. (2024), opposed that tailored messages are conveyed through a budget and time-specific way, through which more leads can be attracted, and performance improves. Online campaigns are highly budget-friendly, and desired performance is followed through the same structure. New content can be offered to customers at the most effective cost and time. 
[bookmark: _heading=h.mw2ysnd9vfbp]2.4 Challenges in adopting digital marketing across the UK beauty industry 
Changing Trends: As per the words of Olazo (2022), the market trends and customer demands are ever-changing, which means digital marketing services are not effective. Another opinion is stated by Umami and Darma (2021), which shows that beauty SMEs cannot make content based on the trends, as they are time-consuming and customers do not feel much engaged towards the brand. This leads to poor performance and brand visibility. 
Lack of Resources: As highlighted by Filali and Faraj (2022), SMEs often run out of budget, which creates tension and pressure for them to adopt digital marketing strategies. This occurs because of a lack of a financial plan, and collaborating with influencers or campaigns cannot be executed, leading to poor performance. Sharabati et al. (2024), opposed that SMEs do not possess skilled employees who can create trending content and campaigns to attract the attention of customers. Therefore, the right audiences cannot be attracted, and the overall focus towards the business cannot be addressed. 
Data & Security Challenges: According to Thaha et al. (2021), digital marketing involves a large amount of customers’ demographic data. SMEs lack proper technical infrastructure, which creates issues in undertaking digital marketing challenges, and customer data might eventually. Therefore, relevant content cannot be made, and audiences cannot access the right items. But Filali and Faraj (2022) contradicted that data and security challenges are associated with digital marketing where data transparency is not followed, and customers might feel security concerns, and overall focus towards targeting the right audiences fails, and data transparency is avoided.
[bookmark: _heading=h.9gyhy97f3bk6]2.5 Strategies to improve performance in UK beauty companies through digital marketing
User-Generated Campaigns: The comment of Chung (2025), highlights that user-generated content is an effective strategy for the beauty industry to attract its potential customers. Leveraging content is offered to the audience so that brands make them feel connected, and the purchasing decisions are made. Therefore, personalised marketing makes the audience feel better, and they feel more intrigued in using the brand. On another hand, Bevan-Dye (2024), stated that UGC also helps the brands to stay personally connected with the audiences and their preferred products are offered, and the right audiences can be attracted in the long run.
Social Media Advertising: As observed by Yupelmi et al. (2023), social media marketing is a time-relevant strategy for beauty companies to attract their audiences. Advertising through Facebook, Instagram, YouTube, and Pinterest helps the audience in seeing the items and buying decisions get influenced by them. Abraham et al. (2022), argued that social media also helps in collaborating with influencers. This can make the audience rely on the brand more, and they tend to buy the products from them, and better revenue generation possible. 
Email Marketing: As per the words of Lemaire (2022), email marketing is a crucial step for the beauty industry to connect with its audience personally and offer personalised offerings to potential audiences. Email marketing is time-relevant, and customised messages can make the customers feel valued.  However, Abraham et al. (2022), opined that segmented campaigns are made through email marketing, and audiences feel highly involved with the brand as they get to watch relevant content, and their performance improves. This also improves the sales revenue, and the brand can stay ahead in the market competition. 
[bookmark: _heading=h.m47c1m7wxxs5]2.6 Theories 
RACE Planning Framework: RACE stands for “reach”, “act”, “convert” and “engage” across digital marketing. RACE framework is important for reaching the right audiences by understanding their preferences, then action is taken, such as choosing the proper channel and advertising the commodities through a multi-channel integration. As the customers make the purchasing decisions, sales are converted, and feedback is offered to the audience to keep them engaged with the brand, and focus improves. Therefore, the beauty industry must also follow the RACE framework as it involves multi-channel integration and connectivity with the audience is maintained (Rautela, 2021). 
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[bookmark: _heading=h.7dacszss99w5]Figure 2.1: RACE Model Framework 
(Source: Rautela, 2021)
However, the RACE framework often fails to analyse the customer journey across multiple digital channels, and the right outcomes cannot be measured. Balancing the resource distribution also remains difficult, and appropriate audiences cannot be reached. This can make the customers feel less engaged, and their interest in the brand also decreases eventually. This can result in marketing fragmentation and the right target audiences fail to be attracted. Online performance for businesses decreases, and appropriate customers are difficult to acquire in the long run (Dilami et al. 2021). 
The Honeycomb Model: The Honeycomb model can be categorised into seven major groups through which digital marketing capabilities are properly undertaken. The first step is identity, where the customers’ personal information is shared, and customer segmentation is undertaken. It is crucial to maintain data privacy and security. The following stages are relationships and reputation, where a good connection between the brand and its potential customers is established, and a strong brand image is created. Groups, conversations and sharing happen when all the target audiences are convinced about the brand's credibility, and their focus towards the brand also improves effectively (Rubiyanti et al. 2023). 
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[bookmark: _heading=h.xcitvsbtt3g3]Figure 2.2: Honeycomb Model in Digital Marketing
(Source: Anand Goudo, 2021)
The Honeycomb model can lead to sharing misinformation and can lead the audiences into wrong paths, resulting in negative situations and undesired performances. This keeps the customer dissatisfied, and their buying preferences can decline, leading to negative brand perception (Anand Goudo, 2021). 
[bookmark: _heading=h.7avig6a8veqv]2.7 LR Gap 
The benefits and challenges in the adoption of digital marketing, other than the beauty and cosmetic industry, have not been discussed. This highlights the other general issues associated with undertaking the digital marketing strategies that have not been covered throughout this study. Moreover, the benefits of digital marketing over traditional ones are not covered here. The acceptance and leveraging of this specific strategy in other industries are not discussed. The theoretical approaches have not been covered in terms of marketing benefits, leading to negative results. Therefore, the result-based discussion has not been executed in this study because of a lack of data, and it has created a literature gap throughout the study. 
[bookmark: _heading=h.4e5i2j2lr2gh]2.8 Conceptual Framework
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[bookmark: _heading=h.mp33cvvt0s6c]Figure 2.3: Conceptual Framework 
(Source: Self-Created)
[bookmark: _heading=h.kwfylerm7tre]2.9 Summary 
To summarise, the beauty and cosmetic industry must focus on digital marketing by leveraging its products and services to the right audiences. UGC, social media collaborations and email marketing are some of the most effective strategies to attract the right audiences and build strong brand authenticity, and sales are improved. But data privacy, security issues can falter, but the brands can access them through skilled employees and strong technical infrastructure. 
[bookmark: _heading=h.wnwxeabg3bal]

[bookmark: _heading=h.4bvrc71m2fse]Chapter 3: Research Methodology 
[bookmark: _heading=h.5v3nloytlnsz]3.1 Introduction
This chapter is focused on the details given about key research methods that were used to collect important evidence on the topic. DM-based data is collected through secondary sources, and it helps the easy information about the topic. SMEs from the beauty sector of the UK have been collected, and this helped with the research questions. This chapter focused on the identification of the philosophy and approach with the time-horizon analysis of the study research. Data collection and the procedure of data analysis will be followed in this section, and qualitative data analysis will be conducted in this research. 
[bookmark: _heading=h.7fqmjfa66t5h]3.2 Research Onion
[image: ]
[bookmark: _heading=h.au9onwbvq5x2]Figure 3.1: Saunders’ Onion
(Source: Kurniasari and Tjahjono, 2025)
The onion framework was developed by Saunder’s and this framework helped in the analysis of the process of data collection. This framework helped in the design and creation of the research, and it became a useful systematic analysis. Six components are presented in this framework and philosophy, approach, data collection, and research methods have been understood through this research process. This onion use helped in the consistent development, and methodological choices are becoming easier through this process. Flexibility has been allowed across all variables and disciplines, and research types of analysis is possible (Kurniasari and Tjahjono, 2025). 
[bookmark: _heading=h.qcgy9emgxq6f]3.2.1 Research Philosophy
Philosophy is the main research belief, and it helped in the analysis of the complex phenomena of the study. Interpretivism philosophy has been followed in this study as it focuses on the reality and subjective thought collected (Junjie and Yingxin, 2022). DM based data collection in the SMEs business development in BI has been understood, and complex problems are easily evaluated through interpretivism. Positivism is the alternative method, and it focuses on objective data analysis. Positivism has not been able to provide proper conceptual thinking, so it has not been used in this study (Mbanaso et al. 2023). 
[bookmark: _heading=h.jj9m68op02zn]3.2.2 Research Approach
An inductive research approach is followed during this study as it helps in broader outcomes. Flexible research about DM opportunities and challenges in the BI has been evaluated for flexibility through the application of an inductive approach. New theories are easily generated through an inductive approach, application and research variables and evaluated properly, which helped in the new logical concepts (Proudfoot, 2023). The deductive approach is another approach that researchers used, and it focused on existing theory analysis. It has not always collected new information and only focused on the existing variable information, so it has avoided (Islam et al. 2022). 
[bookmark: _heading=h.k142vjiy7h98]3.2.3 Research choice
The mono method application has been followed in this study to complete the study in the given time. DM-based qualitative data has been used only, as numeric data analysis is complex and time-consuming. Mono method promoted only one method, and the use of qualitative methods helped in the contextual data collection, and it was completed in less budget (Vivek et al. 2023). Mixed method is an alternative while time taking and complication of quantitative data analysis are presented with this method. In various research studies, a mixed method has been followed to give detailed outcomes about the topic (Taherdoost, 2022). 
[bookmark: _heading=h.yyirbxgg166w]3.2.4 Research Strategy
SMEs in the UK beauty industry have been followed, and their DM strategies have been focused on in this research to get outcomes. Therefore, a case study of the beauty industry of the UK has been followed in this research, and it helped in the completion of the research with a detailed analysis of the information. Case study strategy helped in the accountability enhancement of research (Hancock et al. 2021). A survey is an alternative strategy, and it involves the collection of topic-based information from the participants. This has needed permission from the respondents, so it has not been followed (Taherdoost, 2022). 
[bookmark: _heading=h.crb22o767r46]3.2.5 Time Horizon
Time horizon gives a description of the time that has been taken for the research completion, and long and short times are included. A cross-sectional time horizon has been applied in this research, and it helped in the completion of data collection faster (Cvetkovic-Vega et al. 2021). There has been only one collection of DM-based applications of the BI of the UK. Longitudinal is also an effective alternative, as that helped in repetitive data collection for better result analysis. Due to taking much time in the research completion, this method has not been used (Mohd Khairuddin et al. 2024). 
[bookmark: _heading=h.jocnf2dclnc1]3.2.6 Data Collection
It refers to the overall data gathering process that helps in the completion of research. In this research, the UK beauty sector has been followed, and the information about DM strategies has been collected. Secondary sources are used for the collection of data, and Google Scholar has been included for obtaining topic-based information. The main criteria for the resource selection is the secondary sources about the DM impact in the business,a nd data before 2019 has been the selection criterion from the secondary sources. Almost 12 secondary sources about DM impact has been follwoed in this research. Data before 2018 has been completely excluded in this research. Secondary data has been collected as it has been previously used and proven. Most of the sources have been authentic, and industry reports from the beauty industry have been used as data sources. Secondary data helped in the completion of this research at a low cost and time (Dale et al. 2025). Primary data is also a useful research method which helps in the collection of information from the human resources.. These data sources are valid while permission-related restrictions are presented with these sources, so they have not been used. Observation and interviews have been included as primary data collection and which developed the overall research value (Mazhar et al. 2021). A purposive sampling strategy has been followed for the collection of information, and it has been effective for the credibility of the research. This sampling strategy helped in the elaboration of data in-depth, and it helped in the development of the research process. 
[bookmark: _heading=h.k3azsa9bvr2u]3.3 Data Analysis
Collected data has been analysed through a particular method and which is referred to as the data analysis method. Thematic analysis has been focused on during this research to generate multiple topic-based themes. Codes have been collated and visibility measured, and thematic maps have been used for the development of the themes. Sources have been credible and authentic, and this enhances the validity of the overall research process. Six-step theme analysis technique of Braun & Clarke is effective in the different themes through proper coding.  Familiarisation with data and theme generation and review are becoming easier through this model's focus. DM benefits and challenges have been understood through different themes analysis. Qualitative data has been analysed easily through thematic analysis, and this has been followed by new researchers (Braun and Clarke, 2023). Graph analysis is an alternative that helps in quantitative information analysis. Due to not using any quantitative information, this process is completely avoided (Taherdoost, 2022). 
[bookmark: _heading=h.ukq8wgq1q7o5]3.4 Ethical Consideration
Ethics maintenance is useful in research as that helps in the fairness enhancement in the research. This research has been completed through a focus on ethics, and it also helped in the quality development of the research process. Researchers have not used this data for any kind of financial purpose, and it has only been used for research purposes. This research was completed after ethical approval was obtained from the professors, which enhanced its authenticity. This research follows the privacy of the collected data sources, and it helped in the quality enhancement of the research process. All the authors have been credited during this research with the citation use. Consideration of ethics helped in the maintenance of the privacy and accuracy of a research study (Nii Laryeafio and Ogbewe, 2023). 
[bookmark: _heading=h.deazw46ibhgt]3.5 Summary
It has been summarised that DM based data collection has been followed in the study, and secondary research sources are followed. Interpretivism philosophy and an inductive approach have been followed in this research to get detailed information and a fast collection of data. Inclusion of the case study of the beauty sector helped in a more detailed concept-based analysis. There has not been any primary or quantitative information due to the complexity of the analysis. Thematic analysis helped in the easy analysis of the qualitative sources. This research also maintained the ethics and no harm to the resources has occurred. 
[bookmark: _heading=h.z8zll3q3g3oi]Chapter 4: Data Analysis & Discussions
[bookmark: _heading=h.dypwdxmsn0fj]4.1 Introduction 
This section focuses on the evaluation of Digital marketing (DM)-based data evaluation to understand its importance in the beauty industry of the UK. SMEs in the UK industry have received benefits, and through the collected data, the importance is going to be highlighted. The beauty industry's digital marketing needs to be improved, and the strategies will be analysed in this section. 
[bookmark: _heading=h.2tuibsz5cr8w]4.2 Findings 
Theme 1: Digital marketing benefits, such as research and visibility enhancement, cost-effectiveness, and data-driven insights and 24/7 marketing, helped beauty companies to grow
DM is applied in the beauty sector of the UK market, and it has helped in the business growth of the companies. DM is also cost-effective compared to the traditional technique of business promotion. The beauty industry (BI) focused on the scale investment in the ads of social media and Google helped in the brand visibility development of the SMEs. Operational flexibilities of the BI SMEs have been enhanced through the application of DM (Sharabati et al. 2024). DM tools of this industry helped in the operational efficiency improvement, and consumers have gotten a better experience through personalisation and accessibility. In BI industry, Advanced technological solutions, such as DM platforms are useful in giving customers research and trends of the customers gotten informations, which enhances their business performance (Qing et al. 2025). 
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[bookmark: _heading=h.5elws14cp2yg]Figure 4.1: DM and its application to performance
(Source: Qing et al. 2025)
The above figure states that DM is effective for the digital transformation, and investment in the digital marketing strategy has been followed. It has been analysed that this figure focuses on the performance development of companies through DM, while issues in DM have been lacking. DM also provided companies with data-driven insights, and it helped in understanding the trends of the consumers. Customer behaviour is analysed through this process, and personalised market campaigns have become easier. Management of better relationships with the customers has become a key benefit of DM. The customer journey has been mapped easily through DM-based data insights, and it has developed the overall performance of the companies (Rosário and Dias, 2023). DM is useful for 24/7 marketing, and it helped in the promotion of beauty products to customers. Customers through digital channels shared the feedback, and the companies changed their product features (Dwivedi et al. 2021). 
Theme 2: Right audience targeting, content saturation, changing trends and data privacy are crucial issues in DM adoption in the UK beauty industry
DM is accepted in the business form in the BI of the UK, and it gives better consumer service. On the other hand, this strategy has not been 100% safe, and it has created major threats for the companies. The literature-based data stagnated that saturation of good content and personalised marking are useful for better solving of business issues. According to the analysis, data privacy and ethical issues are presented with this strategy and which dissatisfied consumers. Consumer data has been easily hacked by hackers, sometimes during online promotions, and it has created serious threats for the SMEs. Consumer trust and data protection are serious threats due to data privacy issues; consumer trust has decreased, and SMEs face serious threats (Dutt et al. 2024). DM has not provided a consistent experience, and a lack of technical integration has also created a major threat to the business (Digital Marketing, 2025). 
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[bookmark: _heading=h.e2smoamcjpy4]Figure 4.2: DM issues
(Source: Digital Marketing, 2025)
This figure focuses on the issues analysis, and the DM issue is the context that is presented in DM, such as difficulty in interaction. This lacks the broad market overview so this chart has not been perfect to give a large area analysis about DM issues. UK SMEs from BI have not always been able to analyse the trends properly, and this has created major issues in the business. Due to a lack of DM experts in the industry, there have been issues such as not understanding the key trends and patterns and business performance gets affected (Faruk et al. 2021). Competitive pressure and understanding the culture have also become a serious threat that affects the business performance of the SMEs in DM (Olazo et al. 2022). 
Theme 3: Correct keywords, effective content, celebrity and influencer hiring and selection of correct social media channels are effective for digital marketing improvement 
DM strategy has to be improved by the BI SMEs, as that helps in better consumer growth. The companies have to focus on the correct keyword selection, as that helps in the better performance development through DM. Data stated that, SEO is useful and helps improve DM promotion in the business. The selection of the correct social media channels could be effective for the performance development of the companies through DM. Facebook, Instagram and YouTube-based promotions need to be adopted in the UK BI for better business performance (Nuseir et al. 2023). Paid advertising needs to be followed in the SMEs, and Google and Facebook Ads could be useful for better business promotion (Purnomo, 2023).  
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[bookmark: _heading=h.llkw6f7nzbfl]Figure 4.3: Development of DM strategy 
(Source: Zanubiya et al. 2023)
According to this figure, strategies such as analysis of the consumer and the rival are needed. DM has not always been able to analyse these things, and it has become a serious limitation of this process. SMEs have to focus on the analysis of their customers easily, and rival analysis also needs to follow in the business. SMEs need to follow the right consumer identification, and the needs and wants of the customers must be followed in the business. Investment in digital technologies could be effective for business promotion improvement (Zanubiya et al. 2023). The BI industry needs to focus on hiring celebrities and influencers in the promotion of products online. Customers could be attracted towards the beauty products when their favourite celebrities and influencers promoted the products. Regular engagement with influencers on Instagram and Facebook has been identified as an effective approach to increasing product promotion within the market (Wilis and Faik, 2022). 
[bookmark: _heading=h.l4txn9z7ts3r]4.3 Discussion 
Theme 1 discusses that DM tools and techniques are effective for beauty SMEs because real-time data is analysed and personalised items are offered to the customers. This increases the brand visibility and draws the potential customers by 50%. Moreover, the sales revenues get accelerated, and overall business performance improves. 24*7 customer support is offered through digital marketing practices, and a good connection is made between them. This results in better potential and performance also improves. Moreover, customer journey mapping becomes more relevant and time-specific for the beauty SMEs, and they can attract the right audiences more implicitly (Rosário and Dias, 2023). From the literature review, it is observed that digital marketing helps in improving brand visibility through SEO and social media platforms. When the needs of the customers are highly prioritised, their buying intentions are increased and loyalty towards the brand increases. This also ensures that the brands can choose digital marketing over the traditional ones to ensure that all the customers feel highly confident, and budget-relevant technique is followed to reduce pressure and attract the right audiences (Hong et al. 2021). 
From theme 2, it is observed that digital marketing cannot be 100% secured, as the chances of cyberattacks are high, and customer data might be compromised. Therefore, real-time decisions cannot be made due to a lack of effective information. Targeting the right audiences is a massive struggle associated with this technique because the demands are constantly evolving. Focusing on creative content and campaigns remains a challenge for the brand and attracting the attention of the customers remains difficult. Moreover, security concerns make customers fail to feel insecure about the brands and their sales cannot be achieved effectively. This creates a negative brand image, and their sales decrease (Dutt et al. 2024). The literature review portion highlights that data security and privacy violations are major issues associated with the adoption of DM. Lack of data credibility, violation of the personal information also make the customers lose trust towards the brand and buying preferences also change in the long run. The changing trends can make it difficult for brands to focus on creating content and targeting the audience properly. Personalised campaigns and content cannot be continuously produced, making the customers feel bad, and their interest towards the brand reduces. Moreover, a lack of resources creates challenges for brands in failing to operate the strategies effectively, and the right audiences cannot be reached eventually (Thaha et al. 2021). 
Theme 3 suggests that SEO, keyword strategies must be leveraged by beauty industry-based SMEs to improve their brand visibility and attract the right audiences. Choosing the right social media channels, like Facebook, Instagram, can help in generating a good connection with the audience, and customer feedback can be gained in terms of likes, shares and comments. Real-time content and UGC often help the customers to feel valued and respected leading to generate a strong focus towards the brand and sales can be maximised. Right audiences are attracted on time and overall business development increases. Influencer collaboration is another strategy for attracting the right customers and establishing better value. The customers can possess a good understanding of the brand and their products, leading to better purchasing decisions (Wilis and Faik, 2022). The literature review demonstrates that social media promotion is another effective strategy through which potential customers are attracted, and performance improves. Facebook, Instagram are widely used by customers, which can help in better understanding the brand value and focus on the brand remains difficult. Moreover, email marketing helps in providing personalised campaigns, tailored messages based on the customers' preferences and sales also improve further. Tailored messages generate a strong connection with their employees and then a strong brand image is created and meet the preferences successfully (Abraham et al. 2022). 
[bookmark: _heading=h.ky1f42edwwon]4.4 Summary 
It has been summarised that DM is adopted in the UK beauty market, and promotion of the products is becoming easier. BI companies, through DM, enhanced the consumer attraction process and developed brand accessibility. Benefits such as better consumer attraction and cost-effectiveness helped in the business performance improvement. Challenges such as data privacy and changing consumer trends have created threats in the business process. SMEs from the UK BI could be able to enhance the DM process through better investment in the online platforms. 
[bookmark: _heading=h.3pdpvnz76lw5]

[bookmark: _heading=h.ez36gngtf6ru]Chapter 5: Conclusion, Limitations, & Recommendations 
[bookmark: _heading=h.sovn9d872ip6]5.1 Conclusion 
To conclude, 62% of the beauty companies within the UK feel that digital marketing helps them to offer customers personalised or customised items. There are several benefits associated with following DM across beauty SMEs, such as targeting the right audiences at the most effective costs. Moreover, brand visibility increases and better sales are generated effectively. UGC, social media campaigns and influencer collaboration are some of the most common DM strategies, but they might involve issues such as a lack of data privacy, data violations and outdated content, leading to poor customer engagement. 
[bookmark: _heading=h.6dqeg64g4oxb]5.2 Linking with objectives 
[bookmark: _heading=h.uw4pz0dflfpo]5.2.1 Objective 1
The first objective seems to be justified as DM strategies are effective for increasing brand visibility, creating brand awareness and promoting the products to the customers. This makes the audience more aware of the commodities, and the right items can be accessed successfully. In addition to that, DM is a smart and time-effective strategy through which the right audiences are attracted within a short time and affordable budget, leading to better sales (Dwivedi et al. 2021). 
[bookmark: _heading=h.hus24hwjyb6g]5.2.2 Objective 2
The second objective seems to meet the research topic because there are different challenges associated with DM strategies, such as data security and privacy violations. This means the customers feel frustrated and lack safety towards a brand. Moreover, the constant changing of the market trends and customer demands also creates severe challenges for the brands because they have to make time-relevant content, which is impossible. Lack of skilled employees and creators also makes poor content and a connection with the brand cannot be established further (Faruk et al. 2021). 
[bookmark: _heading=h.yn4sussy389t]5.2.3 Objective 3
The third objective is also verified by understanding the different strategies of DM for attracting the right audiences. UGC is an effective strategy to attract the audience based on their specific needs and create brand value implicitly. Social media promotions such as Facebook, Instagram are used to exchange feedback with the customers and their focus. Using the right keywords, content-based marketing through which all audiences are attracted, and a stronger brand visibility can be achieved (Zanubiya et al. 2023).
[bookmark: _heading=h.hedpr76d7fxw]5.3 Recommendations 
Using Content Marketing: Content marketing is a valuable strategy through which data is accessed, through which data visualisation can be created. Content-based marketing keeps the audience highly engaged and boosts the conversion potential. The visitors’ potential data is created through content marketing, leading to conveying the right messages to the target audiences, and overall focus towards the work can be maximised in the long run (Gabelaia and Tchelidze, 2022). 
Paid Advertising: Paid promotions involve driving traffic and creating organic content through which the data-based principles are presented. The data is found so that the right amount of data is gathered, and the customer mapping journey is established. Google Ads are established to ensure that all the customers become aware of the brand and its offerings and align themselves based on their preferences for making buying decisions (Maryani et al. 2023). 
Mapping Customers' Journey: The brands must map the customers’ journeys so that high-performing campaigns, posts are relatively monitored, and an in-depth focus is leveraged on them. This creates in creating a customer mapping journey and a detailed focus on undertaking basic assumptions are followed so that the customers’ spending journeys are considered, and DM strategies are followed with better outcomes. Personalised content and messages are conveyed by the brands to attract the audience’s attention, and their reliability at work also increases in the long run (Rautela, 2021).


[bookmark: _heading=h.b6a0142sdnmx]5.4 Limitations
There are different limitations associated with this study, including a lack of resources such as budget, employees and others, so that the overall focus towards the topic cannot be achieved. The data accessibility is low because the topic is limited, and in-depth results are not accessible. The availability of the data is significantly low which means the presentation is limited because it only involves secondary data and due to lack of time and budget, access to right data has become impossible and data credibility and validity could not be accessed successfully. 
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