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Abstract
The food industry is an industry with extremely high competition and at the same time it is one of the most vital industries in nowadays. Consumers are being bombarded with advertisements from different brands and even though people in some parts of the world people are suffering from food shortages the food industry is constantly evolving and finds new ways to promote food products and services. Industry experts believe that with the constantly increasing influence of digital platforms brands can reach to their consumers easier and by implementing the right digital marketing strategy brands can increase their customer base.
The following research will examine what is the impact of digital marketing on the consumers buying behaviour by using the quantitative method. The conclusions in the current report are made based on data collected by conducting a survey among 100 respondents. Their responses were carefully analysed with the purpose of finding what impact does digital marketing has on the buying behaviour of consumers. The results of the research suggest that brands that have loyal base of customers are much more likely to have easy reach to the consumers and influence their buying behaviour. Furthermore, the brand loyalty of consumers towards a specific food product is directly linked with the amount of effort that is needed by that brand to reach out to those consumers. Lastly, it was found that customers that are loyal to the brands that they prefer are demonstrating a strong connection with the engagement activities conducted by those companies.
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[bookmark: _Toc112745834]Chapter 1 – Introduction
1.1 [bookmark: _Toc107398782][bookmark: _Toc112745835]Background and problem of the study
Humanity is at a point of time where it is rapidly moving in the direction of digitization. Digitalization is disrupting all aspects of people’s life. Digital marketing is no different. It is a vital part in the process of helping businesses globally to develop their marketing strategies in the cases where it is necessary to draw consumers' attention to a certain product or service (Kannan, 2017).
The aim of the following report is to is to examine the influence that digital marketing has on the consumer’s behaviour and how it affects their decisions to purchase a specific product or service. In addition, the focus of the report is on the food industry in the United Kingdom (UK) (Bala, M. and Verma, 2018). Furthermore, the following study has set some specific goals, which aim to evaluate the digital marketing strategies implemented by different UK companies in the food industry. The marketers of today’s world use digital marketing as a tool to connect with their customers and by building a strong connection are providing them a personalized experience (Buchanan et al., 2018).
On the other side the consumers of the modern world do not fully rely only on the information that they get from the companies through the different marketing channels. They also seek advice in the form of feedback and online reviews from their peers, social networks, and other associations. There are many platforms which are ready to liaise companies with their potential customers such as social media platforms and E-mail marketing platforms and in this way to promote their products online (Saura, 2021).
Din et al. (2022) believe that the consumers have also increased their expectations towards the products they buy. Consumers can not only review the feedback of other peers about a specific product, but they can also compare their experience with other competitive brands. Moreover, Tehci and Ersoy (2020) found that the companies are constantly monitoring the consumer behaviour and search for new and innovative ways how to improve themselves and attract the focus of consumers on them by launching new products that can get the targeted customer's attention. The companies are realizing that the world is in a transition towards digitalization and are aiming to improve the user experience on their online stores. In addition to that, the food retailers in the UK have realized the importance of this process and by cooperating with huge online platforms such as Amazon they improve even more the experience to their customers when they shop online. This cooperation is very important especially for those consumers who were considered vulnerable during the Covid-19 pandemic and had to stay at home (Saura, 2021).
[bookmark: _Toc102495966][bookmark: _Toc107398783][bookmark: _Toc112745836]1.2 Rationale of the study
[bookmark: _Toc102495967]       This current study can be very useful for companies which are just starting their business in the food industry and are looking for a way to improve their digital marketing strategies with the purpose of attracting the attention of their customers through different digital marketing channels. Furthermore, this report is focusing on the analysis of the process of how the correct digital marketing strategy can affect the buying behaviour of the consumer. Digitalization is reshaping the world and it needs to be acknowledged by every company. It has become necessary for companies to maintain good digital presence to achieve sustainable growth. This can be done with the implementation of the right digital marketing strategy. 
[bookmark: _Toc112745837]1.3 Research gap
The information sources included in the current research are outlining some of the main factors that have an impact on the buying behaviour of consumers and how digital marketing can influence their purchasing decision when buying a specific product. Despite that companies need to conduct further analysis to find which is the right model or strategy that can help them to achieve their goals. Furthermore, it needs to be mentioned that some research that were used in the analysis were not conducted in the recent past and further research might be required because digital marketing is constantly evolving. Due to that fact to respond to this challenge the researcher will try to overcome this gap by analysing deeply how companies from the food industry can use digital marketing to connect with their customers in a more efficient way and gain more market share against their competitors (Matthews et al., 2014).
[bookmark: _Toc107398784][bookmark: _Toc112745838]1.4 Research Aim
The aim of this study is to examine the impact of digital marketing on the consumer buying behaviour.
[bookmark: _Toc102495968][bookmark: _Toc107398785][bookmark: _Toc112745839]1.5 Research Objectives
· [bookmark: _Hlk107346427]To determine the current digital marketing strategies implemented by companies in the food industry.
· To analyse what are the challenges that companies in the food industry are experiencing in the process of attracting the attention of consumers through digital marketing.
· To investigate the impact of digital marketing on consumers' buying behaviour
[bookmark: _Toc102495969][bookmark: _Toc107398786][bookmark: _Toc112745840]1.6 Research Questions
Question 1. What are the current digital marketing strategies implemented by companies in the food industry?
Question 2. What are the challenges in implementing digital marketing based on companies in the food industry?
Question 3. What is the impact of digital marketing on consumers' buying behaviour?

[bookmark: _Toc112745841]1.7 Chapter overview
Chapter 1 – Introduction
The first chapter of the report plays the role of an introduction to the topic of the study and reviews the importance of marketing and how it adapts to the transition towards the digitalization. The chapter outlines what are the aims and the objectives of the research and discusses the literature gap.

Chapter 2 – Literature review
The second chapter contains analysis of the digital marketing knowledge that already exists and compares the different theories on the topic. The existing theories will be critically analysed by including a discussion about their advantages and disadvantages. In addition, the researcher will get advantage from the existing theories by using them in the analysis of the tropic related with the impact of digital marketing on consumers when they purchase food products.


Chapter 3 – Research Methodology
The third chapter includes a discussion on the design of the current research where the focus is on the Research Onion. In addition, there is a detailed explanation of the methodology that is used for the analysis and the execution of the research.

Chapter 4 – Data Analysis & Findings
The fourth chapter consists of analysis of the collected data from the survey questionnaire. The chapter includes graphs and charts that help with the interpretation of the data from the survey.

Chapter 5 – Conclusion and Recommendations
The fifth chapter will play the role of a summary of the findings which will include conclusions based on the new data points as well as the data that existed before. In addition, the chapter will include recommendations for companies on how they can improve their performance with the purpose of being better positioned in the market.

[bookmark: _Hlk110437570][bookmark: _Toc112745842]Chapter 2 – Literature Review
[bookmark: _Toc112745843]2.1 Introduction
The following part of the report discusses digital marketing strategies that companies implement currently. In addition, this section of the research investigates what are the different factors that can affect the buying behaviour of consumers and what is the role of digital marketing in the process of buying a specific food product. Lastly, this chapter will compare two of the most famous digital marketing models and will discuss their advantage and disadvantages.
[bookmark: _Toc112745844]2.1 Digital marketing 
According to Desai (2019), with the help of social media platforms brands can study the behaviour of consumers which can help them to improve their brand image and achieve growth. Right digital marketing strategy, social media platforms, strong brand image and product trust are strongly correlated (Desai, 2019). Afrina et al. (2015), suggests that the main features that affects the consumer purchasing decision are the perceptions of the brand and the trust that those consumers have in that brand. Consumers in nowadays can check if a specific product is corresponding with their perception of quality. Through online reviews from other peers, potential customers determine if they can trust a product or if a particular brand has a good reputation and good brand image. Competitors in the food industry have no other choice, but to protect their brand image and look for new ways to attract the attention of the consumers. Digital marketing plays a vital role in that process and if brands want to achieve long-term sustainability they need to adapt to the new digital trend (Afrina et al., 2015).
The term digital marketing is too broad in general, but it could be defined as the combined utilization of different digital channels or media with the purpose of promoting products and services by reaching out to consumers. The focus of digital marketing is to attract the attention of consumers through different digital channels and give them the opportunity to interact with their favourite brands (Ramesh and Vidhya, 2019). 
The main benefit of the digital platforms is the ease of reaching to potential customers and at the same time the cost of promoting products is significantly reduced. It is a way of interaction between the brands and the consumers who might be located on a different location, and it could be impossible for them to interact with their favourite brand (Sharma and Jhamb, 2020). There can be many reasons for companies to choose using digital marketing. For example, such a reason could be that digital marketing can fill the gap between the needs of the customers and the need of the companies. In simple words this means that digital marketing could be a tool for leveraging the opportunities that arise in the market and a company can benefit from being very competitive (Chukwu et al., 2019). Buldeo Rai, H. et al. (2019), agree with the above statement and are adding that digital marketing is satisfying the customers and in the same time is increasing the competition in the market. For example, there is a big difference in the customers’ expectations if they shop online or offline and the way how online and offline shops are operating. There are customers that would prefer to shop online specially if there is an incentive for them to do so. Such an incentive could be that they are saving time and the convenience to shop from the sofa in the living room. In addition, online shoppers do not need to go physically to the shop and carry the shopping bags to their home. Instead the products can be delivered to their door step. In this way consumers are saving time which appears to be a very precious input in today’s dynamic world. Some food retailers are encouraging consumers to shop online by making discounts. In the recent Covid-19 pandemic food retailers were delivering food products to the most vulnerable consumers (Purwanti, 2021).
[bookmark: _Toc112745845]2.2 Consumer buying behaviour
Consumer’s buying behaviour can be defined as the mental, emotional and physical activities that a consumer involves in the process of selecting, buying, using and disposing products with the purpose of pleasing and satisfying their desires and needs (Kusumawati, 2019). There are certain factors that can affect the consumer’s  buying behaviour such as economic factors like low income, the cost of the products, cost of complimentary products and substitute products. Other factors that can affect the buying behaviour could be psychological perception, certain attitudes, learning or social factors (Nagra and Gopal, 2014). 
It is observed that there is a change in the consumer’s buying behaviour due to the constantly increasing use of social media platforms and other digital channels. Currently consumers can purchase products from traditional shops and from e-commerce websites or mobile apps. These are two concepts for purchasing goods, which differ from one another. Both concepts have advantages and disadvantages and satisfy different needs of consumers. It is considered that digital marketing can strengthen the relationship between the brand and the consumer by focusing on educating consumers, visibility and understanding what the needs of the consumers are based on the feedback that they provide (Sivasankaran, 2013). It is observed that the digitalization of marketing practices is the reason for the improvement of the relationship between the brands and their customers. The data that is collected by the companies by monitoring the consumer’s buying behaviour is helping the brands to adapt to the changes in the behaviour of their customers and they can offer products that are relevant. Along with that, retailers can provide personalized customer experience which can strengthen the relationship between them. 
Brewer and Sebby (2021), believe the focus of companies should be to provide information about their products to consumers by using different digital marketing channels. Such approach can be only beneficial for the companies because consumers can get the information about the latest trends in the market online. By providing information to their customers brands can strengthen their relationship with consumers. Educating customers might be challenging on some occasions but it is worth the efforts because in this way companies can increase their loyal customer base and achieve long-term sustainability. 
According to Pal and Shukla (2022), currently it is very easy for consumers to buy the product that they are looking for through accessing different digital platforms. With the help of mobile technologies, social media platforms consumers can access information for free and make a more informed decision when they make the decision to purchase a product.
Hussain, Mirza, and Hassan (2020), observe that after the Covid-19 pandemic consumers are willing to pay more and prefer to buy food products with good quality instead a cheaper substitute product. Retailers must adapt to this change in the consumers behaviour and adapt to the new reality. Brands should implement new strategies that reflect such a change in the behaviour of their customers, or they will lose from their competitors who are willing to respond to that change. It shouldn’t be difficult for companies to adapt to such a change because they can analyse the data that they collect through the club cards that they provide to their customers. With the help of the loyalty cards retailers can identify which products should be advertised to a particular group of consumers. In this way brands can create more personalized experience for their loyal customer base who can enjoy discounts on a specific food product at a specific time.


[bookmark: _Toc112745846]2.3 Different types of digital marketing strategies used by companies from the food industry
The big brands and companies that are part of the food industry are among the organizations which are operating digitally on a big scale. This is a big range of organizations that include big brands in the restaurant segment, fast food chains, food retailers and it goes down to different producers and distributors. These observations should not be surprising because after all these companies are providing a service that is essential to people. According to industry specialists food products are attracting so much attention that if companies are not considering digital marketing as part of their strategies to gain traffic they will be left behind and will lose market share very quickly (Montgomery et al., 2019).
The effect of digitalization of the food industry is huge. Consumers are being bombarded by promotional posts not only on social media platforms, such as Instagram. In addition, there are web sites where customers share their experience if they ordered products to be delivered to their homes, leave reviews on specialized platforms or mobile applications. The result of this huge wave of digitalization is that there is a particular form of marketing that is differentiating from the others and that is digital marketing (Montgomery et al., 2019).
[bookmark: _Toc112745847]2.3.1 Content creation 
It is a good form of marketing products. It is very important for a brand to create content that is engaging and relevant in the form of images and videos. In this way consumers are more likely to read, learn or watch about a particular company. For example, a form of content marketing that is extremely popular is food blogs. It must be noted that a good written text on a blog is not enough to attract the amount of people that a company would need to gain significant number of sales. Instead, the blog page should include high-quality photos or even videos to make the content even more engaging (Johnson et al., 2022). 
[bookmark: _Toc112745848]2.3.2 Search Engine Optimization (SEO) 
It is considered as one of the most effective ways for brands to achieve sustainable growth. It involves creating the right marketing strategy that can make sure that search engines can find information for the products that a company offers and improve the ranking of that business. At the end of the day if a company cannot be found easy on Google, then the potential customers are not going to find information about the products it offers (Weidman and Kritzinger, 2017).
[bookmark: _Toc112745849]2.3.3 Social media platforms
These platforms are being used to promote all different kinds of products, but food is among the most popular ones. Brands should take advantage of the different social media channels as much as they can. Influencers on social media are being used already by many food brands. Platforms such as Instagram, Facebook, LinkedIn, Twitter and TikTok are a valuable tool which should be part of the marketing strategy of every brand that aims to succeed and achieve long-term sustainability (Li et al., 2021). 
[bookmark: _Toc112745850]2.3.4 Email marketing 
It shouldn’t be ignored by food brands at all. Most food brands have mobile applications and web sites where they collect the email addresses of their loyal customer base. Having such a data base can be as valuable as gold if it can be used appropriately. In this way brands can send emails with personalized content, special offers, competitions, vouchers, or important information that they consider resonating with their customers. Consumers that already provided their emails to these brands made a commitment and are much more open to buy products from them and that is why it is up to the companies to develop that relationship even more (Hartemo, 2016).
[bookmark: _Toc112745851]2.4 RACE Digital Marketing Model
The idea behind the development of the RACE digital model was to offer a simple method for companies to develop a digital marketing communication plan. In addition, the model helps the organizations to avoid issues related with reaching and engaging with their audience online and facilitates quicker communication towards offline or online sales of products or services. The RACE model is a digital marketing framework for planning, and it was created by integrating digital and traditional marketing concepts (Chaffey, 2022).
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[bookmark: _Toc107398767]Figure 1: RACE Digital Marketing Model
Source: (Oxfordcollegeofmarketing.com, 2022)

[bookmark: _Toc112745852]2.4.1 Reach
The focus of this stage is the development of brand awareness related with the products and services on the website or physical stores (Chaffey and Patron, 2012). The aim of this stage is to drive traffic and attract visits to the main site of the business and their social media pages. The objective of this exercise is to achieve maximum reach in a particular amount of time by creating more and more interactions facilitated by different earned, paid, or owned touchpoints (Rautela, 2021). 
For example, ASDA which is one of the best-known British retailers has adopted a different approach from its competitors. The company recognized that marketing is not only about selling. Their perception is that the goal should be creating relationships and engaging with consumers. As a rule of thumb, the marketing team have introduced a policy which states that if there is a post about selling any product there must be at least ten interactions with the consumers which purpose is just to engage, entertain or simply create a dialogue (foodmanufacture.co.uk, 2013). 

[bookmark: _Toc112745853]2.4.2 Act
Act stands short for interact. It is separated in a different stage so that it can help to increase the interaction on the web pages and social media platforms. The focus of this stage is to generate leads which are a difficult task according to digital marketers. The objective of this stage is to encourage the visitors of the website or the social media page to go forward with the next step to reach and interact with the site or the page of the company. This activity can be beneficial for the company as the potential customers can find out more information related to the company and their products and services (Rautela, 2021).
A good example for this stage is TESCO’s achievement for almost doubling its revenue online. The company reported that they have achieved 77% increase for 2020 and through their loyalty Clubcard the company is building customer digital platform. During the recent pandemic the loyalty card reached 2 million active app users and included more than 3,000 deals. At the end of 2020 the company reported that the active users of Clubcard through the online app has doubled to 5 million. It is evidence that the brand is increasing its loyal consumer base (tescoplc.com, 2022).   
[bookmark: _Toc112745854]2.4.3 Convert
During this stage companies can observe the communication with the potential customers which aims to achieve sales. The sales can be done both online and offline. This stage is a process that includes the audience to take the most necessary action and transform themselves into consumers who are ready to pay the necessary price for the goods or services offered by the company (Melović et al., 2020).
For example, one of the most recognizable retailers in the UK – LIDL is promoting its products on billboards, radio, magazines, and they even have a mobile app. In this way the consumers are getting more information about the in-store offers and different activities related with promotions (Lidl.co.uk).  
[bookmark: _Toc107398793][bookmark: _Toc112745855]2.4.4 Engage
According to DeBerry et al. (2020), the purpose of this stage is to create a long-term relationship with the consumers who are buying products or services for the first time with the purpose of developing long-term engagement. By using this technique, the company aims to develop a loyal customer base that will purchase their products repeatedly. This process can be facilitated with the help of communication channels such as the company’s website, social media page, email marketing or even direct interaction.
One of the UK’s most recognizable brands can be given as an example for this stage. Their digital marketing strategy consists of successful integration of their online and in-store shopping experiences and transforming it into an omnichannel medium that is complimentary. The company not only offers high-quality product brands, but they also have invested heavily in the development of wonderful recipes for a great variety of dishes which are linked with the company’s in-store and online shopping experiences. The omnichannel approach gave Sainsbury’s the ability to separate its loyal customer base into more recognisable sub-groups to which the brand can offer directly more specific good and services (sainsbury’s. co.uk, 2022).
[bookmark: _Toc112745856]2.5 Advantages of the RACE model
According to Dilami et al. (2021) the RACE model is very suitable for companies that are considering using digital marketing techniques to promote their brands. Matarazzo et a. (2021) agrees with the above statement and adds that the model can be used in situations where companies are trying to promote new products and services. In addition to that the RACE model is a very simple model and because of that it can even be used by companies that are looking for a way to improve their marketing strategies.
[bookmark: _Toc107398795][bookmark: _Toc112745857]2.6 Disadvantages of the RACE model
The RACE model is not a suitable option for companies that do not have the necessary tools and capabilities that are necessary for the analysis of the information that they have. These companies will have difficulties in the analysis, and it will be difficult for them to be successful with the Engage and Act stages (Dilami et al., 2021). 
[bookmark: _Toc112745858]2.5 Honeycomb model
The Honeycomb marketing model was created in 2011 in Canada. The creators are a group of professors Kristopher Hermkens, Jan Kietzmann and Ian McCarthy. The purpose was to review the effectiveness of social media and find the reasons behind why users are engaging with social media platforms. The model consists of seven building blocks and brands can select the blocks that are most relevant to their business goals and concentrate their attention on those functionalities that are key for them (Silva, 2020). The seven blocks are: 
· Identity – this block focus on user self-promotion tools and controls for data privacy (Silva, 2020).
· Relationships – this block focus on flow properties and structural management within a network of relationships (Silva, 2020).
· Presence – this block focus on the management and creation of reality, immediacy, and intimacy of the context (Silva, 2020).
· Groups – this focus on protocols and rules for membership (Silva, 2020).
· Reputation – this block focus on the reach, passion, strength and sentiment of brands and users (Silva, 2020).
· Sharing – this block focus on social graph and content management (Silva, 2020).
· Conversations – this block focus on the risks of joining and starting and the velocity of conversations (Silva, 2020).
[image: Diagram
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Figure 2: Honeycomb marketing model; Source: (Boughzala, 2016)
[bookmark: _Toc112745859]2.6 Similarities and differences with the RACE model
[bookmark: _Toc112745860]2.6.1 Similarities 
One of the biggest benefits of the RACE model is that brands and more specifically retailers that are selling products online can apply the Engage and the Reach stages with the purpose of analysing systematically monthly data. Both stages can be utilized for the purpose of getting a better understanding and analysis of the consumers and the online visitors of the retailers. Furthermore, the organizations that have the expertise and the proper tools to analyse the data that has been collected and manage that information have the best chance to achieve its goals (Dilami et al., 2021). 
On the other hand, the Honeycomb marketing model would be the best option for those brands that are in the process of identifying factors that can have positive influence on their digital marketing strategy. As mentioned above the model has seven building blocks and organizations can choose one of them that fit the most to the needs they have and concentrate only on that area and improve their results (Jayasuriya et al., 2018).
[bookmark: _Toc112745861]2.6.2 Differences
Companies that do not possess the experts and the relevant tools necessary for the process of analysing the data that has been collected by them should not choose the RACE model. These organizations cannot be successful in the Act and Engage stages and are exposed to the risk to struggle in the analytical part (Dilami et al., 2021).
At the same time there are many components in the Honeycomb marketing model and unfortunately, not all of them are suitable for implementation by companies of all size. It is considered that the model could be implemented by different companies for different needs. This means that the companies that have the necessary resources and are more experienced in the process of implementation of this model are more competitive in the market (Jayasuriya et al., 2018).

[bookmark: _Toc112745862]2.7 Economic model of Consumer behaviour
The Economic model of consumer behaviour concentrates on the consumer’s maximization of product utility and with minimum cost. The focus of the model is that brands can predict the behaviour of consumers by examining economic indicators such as the price of competitive products and the purchasing power of the consumers. The derivation of the model is based on the desire of consumers to get maximum benefits by spending less. The base layer of the model is the analysis of the effects of Income, Price, and Substitution (Kirchgassner, 2008).
· Price effect assumes that when a product costs less, the consumer is willing to buy more quantity of that same product (Kirchgassner, 2008).
· Income effect refers to the purchasing power of consumers. It suggests that if consumers have higher income to spend, they will be willing to spend more and logically will buy more products (Kirchgassner, 2008).
·  Substitution effect suggests that if there is a substitute product in, he market which is cheaper then that product will be preferred by the consumers that the one which is in question and has a higher price (Kirchgassner, 2008).

[bookmark: _Toc112745863]Chapter 3 – Research Methodology
[bookmark: _Toc112745864]3.1 Introduction
This chapter will focus on the research methodology of the current study. The research methodology has different component system of study methods that is demonstrating the execution of the research by providing results from the address of the research, its aims, and its objectives. The report includes the research onion model which is depicted below. It includes different components such as research philosophy, research strategies, type of investigation and research approach.  


[bookmark: _Toc112745865]3.2 Research Philosophy
The design of the research is focused on finding the right set of approaches, methods and frameworks which has been chosen for the assessment of the data that has been collected. The current report has been created by using the quantitative approach and it will help in achieving the end goals of the study. The philosophy of the research determines the adopted method for the current study for the purpose of collecting, using, and analysing the collected data regarding the topic of interest. In addition, there can be considerations on the research philosophy from the perspective of realism, interpretivism and pragmatism. 
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[bookmark: _Toc107398768][bookmark: _Hlk110277527]Figure 3: Research Onion; (Source: Saunders et al, 2015)
Figure 3 above shows that the outer layer of the onion is research philosophy. This is the foundation of the research and has specific sets of principles which are used in the current report (Azungah, 2018). The method used for the current research is positivism as it helps for the quantification of the collected data and for conducting objective-based research. By selecting positivism, the researcher will get and use the knowledge from the research, which is outside of its space, it does not add any kind of personal views to the research and focuses on reality (Padilla-Díaz, 2015).  
[bookmark: _Toc112745866]3.3 Research Approach
The research approach is useful for understanding the studies behind logical reasoning and it can be inductive or deductive. When new theories are developed, and those theories need to be tested the deductive approach is more suitable. Furthermore, this method can help with validating the link between the variables of different points. In cases when there is a need for reasoning for the development of a theory the inductive approach is preferred (Padilla-Díaz, 2015). The current report will demonstrate the execution of the deductive approach which will allow the researcher to gain more knowledge on the relationship between the consumer buying behaviour and how it is affected by digital marketing.  
[bookmark: _Toc112745867]3.4 Type of investigation
In general, the design of a research can be divided into experimental, comparative, and descriptive. Each type could affect parts of the research and the researcher should consider them as an important part of the study (Bloomfield and Fisher, 2019). Furthermore, the design of the research can include exploratory, descriptive, and explanatory methods. In cases in which the problem statement of a research is not clear the researcher should use the exploratory method. When the researcher needs to evaluate the variable characteristics of the research the descriptive method should be implemented. For this report the researcher has chosen to use the explanatory design because the focus of the research is to examine the relationship between dependant and independent variables (Dannels, 2018). In this case the consumer’s buying behaviour is the dependant variable while the digital marketing is the independent variable. 

Primary research
Primary research is a type of research in which the researcher is implementing a philosophy applied through analysis and data collection. It is research which does not rely on data from studies which have been completed recently. Furthermore, this type of research is included in the current study with the purpose of getting the most up-to-date information which is related with the issue of the current report (Hayvaert, 2013).
There are certain advantages related with the use of primary research. Such advantages are that specific issues can be addressed. It is a type of research which is very effective when there is a need for collecting the most up-to-date information. Another advantage of the primary research is for example when advertising companies are conducting research it is necessary that they analyse the data as it is. In this way these companies do not rely on information that has been analysed by other organizations (Hayvaert, 2013).
The primary research has some disadvantages. For example, it could be expensive to conduct such research. The research process can involve the utility of different resources and tools which can be expensive. To minimize this disadvantage, there needs to be an effective planning in place (Hayvaert, 2013). 
Another disadvantage of this type of research is that it can be time consuming. Some of the activities that are necessary for conducting such type of research can require a lot of time and efforts.  That is why it is very important that the people who are conducting the research to plan the whole process in an effective way (Hayvaert, 2013).
Secondary research 
The secondary research is a type of research which relies on data that already exists. In addition, it involves the review of literature in most cases from multiple sources with the purpose of getting up-to-date information (Manu and Akotia, 2021).
There are advantages when a researcher decides to use this type of research. Such advantages include that it is timesaving. The research can be completed in a shorter period and at the lowest possible cost. Furthermore, secondary sources of information can provide different experiences and perspectives of experts in a specific field.  The information is easily accessible, and the secondary research can provide structured data that was previously analysed (Manu and Akotia, 2021).
On the other hand, there are some disadvantages as well.  For example, in most cases the secondary sources of information are not focused on the topic that is being studied and the researcher will have to dig deeper in these cases to find information that is relevant (Jones, 2010)
The current report demonstrates the implementation of a primary research. Because of that the researcher has chosen to conduct the primary research by using a survey questionnaire. It will be distributed to different demographic groups, and it will include close ended questions. Furthermore, the questionnaire will contain questions which will be related to the role of digital marketing and how it affects the purchasing decisions of consumers. 
[bookmark: _Toc112745868]3.5 Research Strategies
It is very important for research to choose the right strategy. It is very helpful when the researcher needs to choose the right method or methods for the process of data collection and the process of analysing the collected data. Furthermore, based on the findings the researcher can answer the research question and accomplish the objectives of the research. Research strategies can involve case studies, experiments, surveys, archival research, narrative inquiries, action research, justified theories and ethnography (Foster et al., 2015).
The researcher can choose between quantitative and qualitative research methods or a mix of both. The current research has chosen the quantitative research method and will use the survey research strategy. The researcher has adopted the survey strategy for the purpose of developing a questionnaire which was distributed among consumers. As a research strategy the survey has been recognized as a reliable, operatively efficient, and economical since it allows the researcher to collect information in large scale that is reliable. In addition, the survey questionnaire consists of multiple-choice questions which were found to be very useful for the purpose of analysing and gathering big numbers of data (Foster et al., 2015).  
It is considered that online surveys have an advantage during the process of data collection and sampling. This is especially true when the respondents that were chosen are difficult to reach or the research topic is considered as more sensitive. As mentioned above online surveys are considered as more convenient, but at the same time they can be equally challenging to manage. Furthermore, it is observed that in some cases the online surveys can have some limitations. According to Taherdoost, (2018) there are some issues when researchers choose this approach and more specifically what are the responses of the participants in the survey. There are opinions that sometimes respondents online are selecting the midpoints on the scale of the different questions and do not consider all the options at all. On the contrary, there are findings that sometimes respondents online are more prone to choose responses on the scales that are extreme.  
[bookmark: _Toc112745869]3.6 Research Choices
The research choices are associated with the utility of quantitative and qualitative methods and the utility of complex mix of either methods or simply the utility of only one of them. The qualitative method is normally utilized in cases in which the research involves the processing of big amounts of descriptive data and needs to get deeper perceptions from the respondents. In the process of data collection, the quantitative research is dealing with the statistics and numbers. It involves the utility of numeric data and mathematical operations, and it is less time consuming. By using this method, the researcher can conduct bigger and more complex research by processing the data that has been collected into information that will be more related with that research. Normally the application of the mono method can be utilized in cases where the study has a focus on either quantitative or qualitative approach. Quite opposite the mixed method is applicable to research in which the researcher uses a combination of both methods. Both methods are important and have their applications because both represent different styles and can help in gaining different types of knowledge (Ryan, 2018).
The quantitative method is mainly focused on the formation of general rules of any type of behaviour as well as a phenomenon which comes in different circumstances. These kinds of research can be used for testing any existing theory and it can either be rejected or accepted (Sileyew, 2019).
When there is research which is using the quantitative approach normally the objective is the collection of numerical data. After that the researcher is conducting analysis of that data, forecast, control, or describe the numbers which are relevant to the objective of the research. Tin this case, the main objective for the researcher is to check the variables and the link between them (Dannels, 2018). 
[bookmark: _Toc112745870]3.7 Time Horizons
The current report demonstrates how the dependant variables are influenced by the independent variables. Very often customer surveys include the utility of data variables. The current research will implement the cross-section method. A key advantage of this method is the opportunity for gathering more than one variable by the researcher. The cross-sectional research represents the type of data that has been collected by the researcher at one point of time through the means of many individuals of different sights. In this way the individual won’t be influenced by the researcher in any way and the researcher will collect the different variables with the help of observation (Bloomfield and Fisher, 2019). 
The current report gathered the data by rolling out a questionnaire to respondents. The collection of the data was simultaneously and after that was distributed. The analysis of the data put forward what is the perception of consumers to the food industry.

[bookmark: _Toc112745871] 3.8 Sample Type and Size
Normally when there is research that needs to be conducted about a group of people very rarely it is possible for the researchers a collect data from each person that is part of that specific group. That is why there must be a selection of a sample which is the number of individuals who will take part in the research. The purpose of every research is to draw valid conclusions from the results of the that research. That is why it is very important for the researchers to select very carefully how are they going to select the sample of people who will participate in the research. The theory recognizes two types of sampling methods:
· Non-probability sampling which is basically a selection that is non-random, and it is based on convenience or another criterion which allows the researchers to collect the necessary data in an easy way. When this method is being chosen for conducting research the selected individuals are chosen based on a non-random criterion and in this way not every individual has an equal chance to be included. This type of sampling is normally cheaper and easier for accessing but there is high risk of sampling bias. As a result, the researcher should expect weaker inferences and limited conclusions (Buelens et al., 2018). 
· Probability sampling allows the researchers to make strong and valid statistical conclusions about the whole group that is in the focus of the research by randomly selecting who will participate. In this way every member of the population has an equal chance to be selected to participate. Normally this method is the most valid choice for the researchers in cases where they would need the production of results which are representative for the whole population (Adwok, 2015).
For this report the researcher has chosen to use the non-probability convenience sampling method. This method involves the selection of participants who are simply individuals who were accessible the most at that point of time to the researcher. This method was chosen because it was considered as appropriate for the objective of the research since it is an inexpensive and easy way to gather the necessary data. 
The objective of the study is to examine what is the influence of digital marketing on the consumers buying behaviour within the food industry in the UK. To achieve the objective, the researcher has selected 100 consumers who are purchasing food products constantly. The research is conducted based on a questionnaire which was held in London among people who are residents of the city. The respondents were between 16 - 60+ years of age as this age group was appropriate for achieving the objectives of the research as they are using frequently the different digital platforms and purchasing goods online constantly. The consumers were reached through emails and through digital platforms such as Instagram and Facebook. 
The researcher gathered the data through questionnaire from 100 respondents. This number was considered as sufficient to meet the objective of finding how digital marketing is affecting the consumers buying behaviour in relation to the food industry.

[bookmark: _Toc112745872]3.9 Data Collection Method
The necessary data for the current research was collected with the help of a questionnaire. The questionnaire is divided into two sections which are close ended. One of the sections is related to the demography of the respondents and the other one is related with the behaviour of the consumers when purchasing goods and how digital marketing affects it. The whole campaign for distributing the questionnaire took one week. 

[bookmark: _Toc112745873]3.10 Data Analysis
For the purpose evaluating the data that was collected the researcher used Excel sheets. Furthermore, the data was refined and then the descriptive statistics are included to evaluate all data sets accordingly. Also, quantitative data was analysed deeply to address the problem statement of the current research.  
  
[bookmark: _Toc112745874]3.11 Ethical consideration
The current research is focused on long-term validity and reliability. For the researcher it is essential to follow all ethical standards and the rules of the Data protection act from 1998. The purpose and the need of the current research was communicated effectively with all respondents though social media platforms and email. The respondents are fully aware that the data that was collected was for academic purposes only. Furthermore, there was a consent form that was shared by email which ensures that the respondents are participating in the current research voluntary and the collected data confidentiality was also ensured to all participants.  

[bookmark: _Toc112745875]3.12 Research obstacles
The conducting of the research required a lot of efforts and time and in some situations did not go in accordance with the plan. The process of gathering data required the collection of email addresses of consumers who are purchasing food products constantly and are active users of digital and social media platforms. The process of reaching out to such a big number of potential respondents was very time-consuming and challenging task.
[bookmark: _Toc112745876]Chapter 4 – Data Analysis and Findings
[bookmark: _Toc112745877]4.1 Introduction
Chapter Four will focus on the analytical part of the report. The chapter will analyse the data that was collected with the questionnaire and will present it graphically by using different charts and graphs. As part of the analysis the researcher has incorporated the quantitative method.
Data analysis can be defined as the process of changing, processing, and cleaning raw data. Furthermore, it is a process in which allows business organizations to make more informed decisions by extracting relevant, actionable information. As a result, the procedure assists for the reduction of the risk that is normally related with the decision-making process by providing statistics and useful insights which can be presented in images, tables, charts, and graphs (Wickham, 2016).
[bookmark: _Toc112745878]4.2 Survey Questions
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Figure 4: (Source: Created by the student)


	 1. What is your gender?

	Answers 
	Participants 100

	Male
	47%

	Female
	53%

	Other
	0


Table 1 (Source: Created by the student)

One hundred respondents participated in the survey. From those one hundred participants 53% or 53 of the respondents are Female and 47% or 47 participants are male. The male and female respondents are almost equally distributed. 
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Figure 5: (Source: Created by the student)
	2. What is your age group?

	Answers
	Participants 100

	16-20
	5%

	21-30
	34%

	31-45
	40%

	46-60
	19%

	Over 60
	2%


Table 2 (Source: Created by the student)

From one hundred respondents 5% of them were between 16-20 years old. The second biggest group of respondents 34% are between 21-30 years old, while 40% of the participants are between 31-45 years old. 19% of the participants are between 46-60 years old and only 2% of participants are over 60 years. It is clear from the numbers that most of the respondents can be classified as young people between 21-45 years old. That should not be surprising as these age groups are the ones that are shopping online the most and brands should aim to reach out to them to influence their buying behaviour in their favour. 
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Figure 6: (Source: Created by the student)
	3. Do you pay attention to the ads which pop up online regarding food products?

	Answers
	Participants 100

	Yes 
	81%

	No
	3%

	Sometimes
	16%


Table 3 (Source: Created by the student)

From 100 respondents 81% of them disclosed that they do pay attention to online ads regarding food products. Only 3% of the respondents answered that they do not pay attention to online adds and 16% responded that they do pay attention, but sometimes. It is clear from the survey that food brands should invest more time and efforts in creating engaging online adds as most respondents pay attention to them.
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[bookmark: _Hlk110280563]Figure 7: (Source: Created by the student)
	4. How strongly would you agree or disagree with the following statement: ‘Online advertisements influence my buying behaviour and make me buy food products.’

	Answers
	Participants 100

	Strongly agree
	49%

	Agree
	0%

	Neither agree nor disagree
	50%

	Disagree
	1%

	Strongly disagree
	0%


Table 4 (Source: Created by the student)


Table 4 above depicts how they did the participants in the survey responded to question number four. 45% of the participants strongly agree with the statement that online advertisements influenced their buying behaviour and made them buy more food products. 20% agreed and another 20% neither agreed nor disagreed. From one hundred participants only 10% disagreed with the statement and another 5% strongly disagreed. It can be concluded that most participants 65% strongly agreed or agreed that online advertisements actually influence them when they are purchasing more food products. This means that companies from the food industry should include online advertisements as part of their digital marketing strategies.
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[bookmark: _Hlk110281145][bookmark: _Hlk110281173]Figure 8: (Source: Created by the student)
	5. Have you bought food products after you have been reached through one of the following digital channels?

	Answers
	Participants 100

	Culinary blog
	15%

	Social media platform
	55%

	Email marketing
	5%

	Brand influencer
	25%


Table 5 (Source: Created by the student)

Question number five has the purpose to examine which digital marketing channel is preferred by consumers when they decide to make a purchasing decision. From one hundred participants 55% of them, the majority disclosed that their preferred digital channel for communication are the social media platforms. 25% of the participants pointed out that brand influencers influenced them for purchasing food products, 15% shared that they bought food products after seeing a culinary blog and only 5% of the respondents bought a food product after receiving an email from their favourite brand. It is clear from the results that food companies should invest most of their time and efforts in reaching out to their consumers though social media platforms. 
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Figure 9: (Source: Created by the student)
	6. Do you trust the email advertisements of new launch food products?

	Answers
	Participants 100

	Yes
	25%

	No
	55%

	Sometimes
	20%


Table 6
Question number six is included in the questionnaire with the purpose of determining how trustful the email marketing channel is when companies are launching a new product. 55% of the respondents stated that they do not trust email advertisements when food brands are launching new products on the market. Only 25% of the participants recognized email as an effective means of communication for new products, while 20% responded that they would trust an email advertisement for a new product sometimes. It can be concluded that brands should include emails as means of promoting their products, but it should not be their focus.
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Figure 10: (Source: Created by the student)
	7. How strongly do you agree or disagree with the following statement: ‘I would buy food online more often if I am incentivised financially by companies with offers, discounts, and coupons.’

	Answers
	Participants 100

	Strongly agree
	33%

	Agree
	10%

	Neither agree nor disagree
	31%

	Disagree
	11%

	Strongly disagree
	15%


Table 7 (Source: Created by the student)

Question number seven has the purpose to check whether the consumers are willing to order food products online if they are incentivised by the brands financially. 33% of the participants strongly agreed that they will be willing to purchase more food products online of the companies are incentivising them with offers, discounts, or coupons. 10% of the respondents agreed, while 31% of the participants stayed neutral and neither agreed nor disagreed. The number of participants that disagreed is 11% and the respondents that strongly disagreed are 15%. It can be concluded that brands would benefit if they included more offers for sale, make discounts or simply offer coupons. This could be a good approach for offering new products on the market.
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[bookmark: _Hlk110449161]Figure 11: (Source: Created by the student)
	8. How strongly do you agree or disagree with the following statement: ‘I get important information from social media influencers about the different types of food products offered by companies?’

	Answers
	Participants 100

	Strongly agree
	28%

	Agree
	39%

	Neither agree nor disagree
	16%

	Disagree
	11%

	Strongly disagree
	6%


Table 8 (Source: Created by the student)

The purpose of question number 8 is to examine to what degree consumers would trust social media influencers regarding the different types of food products that companies from the food industry are offering on the market. 28% of the respondents replied that they strongly agree that influencers are providing them with important information regarding food products and 39% would agree with that statement. 16% of the participants would neither agree or disagree, 11% would disagree and 6% of the respondents would strongly disagree. It is clear from the responses that brands should include social media influencers as part of their digital marketing strategies as they are having the trust of the consumers that participated in the survey.
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Figure 12: (Source: Created by the student)

	9. How strongly do you agree or disagree with the following statement: ‘Advertisements on social media platforms for a particular food shop have made me visit it many times.’

	Answers
	Participants 100

	Strongly agree
	6%

	Agree
	30%

	Neither agree nor disagree
	15%

	Disagree
	40%

	Strongly disagree
	9%


Table 9 (Source: Created by the student)

Question number nine has the purpose to examine how advertisements on social media platforms influenced consumers to physically visit a food shop many times. Only 6% of the respondents strongly agree that ads in social media platforms made them visit a food shop many times and 30% agree with that statement. 15% of the participants neither agree or disagree, while 40% disagree and 9% strongly disagree. The results from the respondents do not show a clear dominant trend for this question, but it can be concluded that consumers are not finding it tempting to physically visit a food shop only because it is advertised on the social media platforms. Despite of that brands should include it as part of their strategies because 36% of consumers would still visit a food store, obviously this should not be their main channel for promoting physical shops.
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Figure 13: (Source: Created by the student)
	10. How satisfied were you with the customer services provided by that food shop which you visited after seeing the advertisement online?

	Answers
	Participants 100

	Highly satisfied
	13%

	Satisfied
	17%

	Neither satisfied nor unsatisfied
	27%

	Highly unsatisfied
	25%


Table 10 (Source: Created by the student)

Question number ten is closely linked with the previous one. It has the purpose of examining how satisfied were the respondents with the customer service provided by the shop that they visited after seeing the advert online. Only 13% of the participants were highly satisfied and 17% were satisfied. 27 % of the respondents replied that they were neither satisfied not unsatisfied, 25% were unsatisfied while 18 % were highly unsatisfied. It can be concluded that a big number of the participants did not have a satisfying customer experience when they visited a shop after seeing and advert online. Brands should pay attention to these numbers and should invest more time and effort to examine why are they not capable of providing good customer service in their stores.  The result of such an examination could determine if certain numbers of consumers would remain loyal to a brand or will go to the competition.

[bookmark: _Toc112745880]Chapter 5 – Discussion
[bookmark: _Toc112745881]5.1 Introduction
The final fifth chapter of the report will serve as a concluding part of the whole research. There will be a summary of the study, discussion of the findings from the survey and analysis on what should the food brands do in order to increase their influence to their consumers. Finally, the researcher will address the objectives of the study. 

[bookmark: _Toc112745882]5.2 Discussion of results
According to the results from the survey it can be concluded that digital marketing has a high level of influence on the consumers buying behaviour when consumers are purchasing food products. The different brands from the food industry can use different digital marketing strategies for influencing the consumers and their decision to buy a particular product. 
Another conclusion from the survey is that consumers have higher standards which they apply when deciding to buy a given food product. Furthermore, with the help of online platforms consumers can see what their peers bought and what review they wrote for a particular product. This helps the consumers to navigate through the rich variety of food products in the market and compare the products of rival companies and choose the product that responds to their needs. 
On the other hand, it was found that companies are introducing different practices and tactics to study their customers and what affects their buying behaviour. The food brands are doing that with the purpose of getting a competitive advantage over their competitors or simply to increase their revenues. Companies are constantly looking for a new and innovative ways to attract more consumers. Some of them are introducing innovative products, others are expanding their presence online, third are looking for cooperation with big online retailers such as Amazon. All of them are fighting for the attention of the consumer. After all, one of the main advantages of the digital marketing model is the ease of connecting with customers and that it lowers the price for promotion. It gives businesses the opportunity to connect with customers who might have a location issue that prevent them from using the supply channels.
The purchasing decision of consumers is often affected from advertisements that promise them a financial incentive. Furthermore, there are other characteristics, such as psychological perception, attitudes, social variables, and learning that might also influence the purchasing decision of consumers. The organizations can adopt strategies and use these characteristics and influence a consumer’s buying behaviour, but only that, they can also determine which goods are preferred by those consumers.

[bookmark: _Toc112745883]5.3 Recommendations
The companies from the food industry should increase the scope of their reach and focus their efforts on promoting their products on as many digital channels as possible. As it has been found from the study reach has a positive impact on the act of conversion and attainment. It is essential for the brands from the food industry to understand that by getting the attention of the consumers they will have more power and an edge over their competitors. Furthermore, the consumers are paying more and more attention on the quality of the products they consume so it is very important for the food companies not only to get the attention of the customers but also to offer high quality products to increase their market share and achieve long-term sustainability. For example, food brands could be more open to their customers and share with them how they see the future of the company and what is their long-term vision. Such a move could be inspiring for the loyal customer base and even increase it.
Engagement with the loyal customer base is found to be very important for brands. Having that in mind food companies should aim at creating content that is more engaging with the purpose to increase the customer base of the brand. Perhaps the content could be more useful for the audience. In this way the brands could provide value to the consumers and in exchange the customers could promote their products. 
Another recommendation for the food brands is to try to create communities around their products. It could be a part of a broader strategy related to engaging with the loyal customer base. The consumers should be able to communicate not only with the company and give their feedback, but they should be able to communicate between each other and provide value to one another. In this way brands could really listen to what their customers have to say. By doing that companies will have the opportunity to improve their products and services and by doing that they can make the bound between them and the consumers even stronger. 

[bookmark: _Toc112745884]5.4 Further Research
The current report can help any company that is involved in the food industry in the process of developing a digital marketing strategy that is successful. In addition, the study can be beneficial to researchers that would examine similar topics by providing them with reliable data. An aspect that can be improved in future research could be a deeper examination of the relationship between consumers buying behaviour and customer service offered by the companies within the food industry. 
Another aspect of the research that can be improved in future could be the number of respondents involved in the survey questionnaire. Organizations with higher capabilities and higher budgets could afford to reach out to a bigger number of respondents and get better insights from them.
[bookmark: _Toc112745885]6. Conclusion
To determine the current digital marketing strategies implemented by companies in the food industry.
The previous sections of the current report have shown that companies from the food industry are using social media platforms, influencers, and email marketing as part of their digital marketing strategies. The purpose is to attract the attention of the consumers and reach them through these digital channels. Companies are using platforms such as Facebook and Instagram to influence consumers to purchase their products.


To investigate the impact of digital marketing on consumers' buying behaviour.
The report has demonstrated that digital marketing has a high impact on the consumers buying behaviour specially when they are in the process of determining which product is considered as appropriate to buy. Brands should put more time and effort in informing their consumers about their products and should engage more with their customers through different activities online such as conducting different promotions and incentivise the consumers to interact with them. The online advertisement should be more focused towards the need of the consumers.

To analyse what are the challenges that companies in the food industry are experiencing in the process of attracting the attention of consumers through digital marketing.
The study has found that companies should invest more time and efforts in training their personnel in the physical stores of the companies as big number of consumers reported that were not very satisfied with the customer service that they received. In addition, the food companies should find new and innovative way to grab the attention of their consumers as some of the methods that they use to reach to their customers are becoming not that attractive. Such a method is the email marketing. It still should be part of the digital marketing strategies, but perhaps the brands should include only certain content as part of the communication. Furthermore, the competition within the industry is very high and whoever finds the most intrigue way of interacting with the consumers will have an advantage over the competition.
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[bookmark: _Hlk107397409]Question 1. What is your gender?
· Male
· Female
· Other...

Question 2. What is your age group?
· 16-20
· 21-30
· 31-45
· 46-60
· Over 60
Question 3. Do you pay attention to the ads which pop up online regarding food products?
· Yes
· No
· Sometimes
Question 4. How strongly would you agree or disagree with the following statement: ‘Online advertisements influence my buying behaviour and make me buy food products.’
· Strongly agree
· Agree
· Neither agree nor disagree
· Disagree
· Strongly disagree
Question 5. Have you bought food products after you have been reached through one of the following digital channels?
· Culinary blog
· Social media platform
· Email marketing
· Brand influencer
Question 6. Do you trust the email advertisements of new launch food products? 
· Yes 
· No 
· Sometimes
Question 7. How strongly do you agree or disagree with the following statement: ‘I would buy food online more often if I am incentivised financially by companies with offers, discounts, and coupons?’
· Strongly agree
· Agree
· Neither agree nor disagree
· Disagree
· Strongly disagree
Question 8. How strongly do you agree or disagree with the following statement: ‘I get important information from social media influencers about the different types of food products offered by companies?’
· Strongly agree
· Agree
· Neither agree nor disagree
· Disagree
· Strongly disagree
Question 9. How strongly do you agree or disagree with the following statement: ‘Advertisements on social media platforms for a particular food shop have made me visit it many times?’
· Strongly agree
· Agree
· Neither agree nor disagree
· Disagree
· Strongly disagree
Question 10. How satisfied were you with the customer services provided by that food shop which you visited after seeing the advertisement online?
· Highly satisfied
· Satisfied 
· Neither satisfied nor unsatisfied
· Unsatisfied
· Highly unsatisfied  
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