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[bookmark: _Toc122860988]Abstract
The research was conducted on identifying the impact of digital marketing on the US and the UK based organisations on 10 participants who are digital marketers using survey questionnaire and interview method to collect data. The research determined that, there are various positive effects of digital marketing for companies which are- reaching more customers, saving time, saving money, increasing awareness. The research also found two companies that perform digital marketing successfully which are- Target and Starbucks UK in the US and the UK. The research also concluded that, there are different techniques of conducting digital marketing which are- search engine optimisation, pay per click, content marketing, social media marketing, mobile marketing, email marketing, affiliate marketing, and marketing analytics and concluded that, these can be implemented using the 7Cs strategy which is to consider 7 factors which are- customer, content, context, community, convenience, cohesion, and conversion. The research also concluded that, business organisations often make mistake of conducting digital marketing without setting specific goals and proper planning because of reasons of assuming general goals, not understanding knowledge requirements, and lacking customer data.
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[bookmark: _Toc122860989]1. Introduction
[bookmark: _Toc122860990]1.1 Research Background
Digital technology in the recent years is being considerably used by business organisations to conduct various business related functions and activities. The usage of digital technology in terms of conducting the marketing activities of different business organisations operating in different industries has increased significantly in the recent times. Business organisations operating in the United Kingdom and the United States in the present time have seen digital marketing being popularised by many types of business in different sectors for marketing and promoting their products and services (Palandrani, 2020). One business organisation operating in the United States that is successfully conducting digital marketing and transformation in its activities is Target and another one operating in United Kingdom, successful in performing digital marketing is Starbucks.  In the current time, 75% of business organisations operating in different industries use digital marketing to perform their marketing activities. The digital marketing industry of the U.S. is currently valued to be $76.27 billion and in the U.K. it is valued to be £25.84 billion (grandviewresearch, 2022). The report has explained the successful conducting of digital marketing of Target in the U.S. and Starbucks in the UK and has determined how digital marketing helps organisations to grow and reach customers by promoting the goods and services offered by businesses. 
[bookmark: _Toc122860991]1.2 Problem Statement
While digital marketing is currently widely used by business organisations not only operating in the UK and the U.S.A. but also is being employed by businesses all over the world, there are certain issues that business organisations have to tackle and lack in terms of using digital marketing. One of the major problems or lacking that business organisations have while performing digital marketing is that the companies conduct this without having any clear objective or goal. The 2016 Managing Digital Marketing Report found that a starling 47% of businesses execute digital marketing without a clear strategy (Tilearcio, 2016). This can affect the determination of how important actually digital marketing is for the business, the technology to be used for digital marketing and whether having digital presence is actually good for the company or not. The research has explored this issue with the explanatory study and demonstrated the importance of having a clear goal is for businesses in conducting digital marketing and demonstrated examples of successful business organisations using digital marketing (Kotler et al.,, Kotler et al., 2015). 
[bookmark: _Toc122860992]1.3 Aims and Objectives
The aim of this research is to tackle and reduce businesses that execute digital marketing without a clear experience and goal. To provide knowledge and thorough explanation onto how to run a successful digital marketing business to entrepreneurs who wants to start or recently started a business. This study will offer in general, the techniques and strategies used by experienced businesses.
[bookmark: _Toc122860993]1.3.1 Objectives
The objectives of this research to achieve the aim are as follows:
1. To list example businesses that successfully conquer digital marketing.
2. To list the techniques and strategies used by these experienced businesses.
3. To understand the reason behind start-up businesses pursuing digital/web marketing without the knowledge and understanding of how to do it successfully 
[bookmark: _Toc122860994]1.4 Research Questions
The research questions formulated for this research study are as following-
1. Which is a business organisation that has successfully conducted digital marketing?
2. What are the techniques and strategies used by the successful business organisation?
4. What is the reason behind start-up businesses pursuing digital/web marketing without the knowledge? 
5. How is digital marketing done successfully?
[bookmark: _Toc122860995]1.5 Significance of Research
The research is a significant one for various stakeholders working in the business industry. The research will be significant for business organisations as it will provide them with crucial information about setting specific goals for digital marketing, the technologies to use and exemplify organisations to research on when preparing a digital marketing plan (Saunders, 2019). The research will be significant for researchers as it will attempt to fill in the research gap of explaining digital marketing from the context of goal setting and add to the existing studies in the field. The study will be significant for the researcher as it will enable the researcher to satisfy their personal interest in the field and help with their academic requirements of completing a dissertation on the specific topic. 



[bookmark: _Toc122860996]2. Literature Review
[bookmark: _Toc122860997]2.1 Digital Technologies
In the previous decade, several studies have been published in regards with the development of digital technologies. This is due to the increased in popularity of digital technologies in this generation. The work of Ezhilarasan and Dinakaran in 2017 which talks about how significantly the wireless communication system has been developing rapidly in recent decades. The purpose of the research is a detailed study on 3G, 4G and 5G network technologies. The study states feature including data rates, radio access, bandwidth and capacity. The work of Brake from the University of Alberta in 2014. Brake explores in the book why do we share so much about our lives on social media when we often have little idea who might be reading or viewing our stories. He also examines the causes and consequences of moving towards a radically open society. The work of Ginsburg and Willard in 2010. In the book, they derived from the comprehensive two-volume set, Genomic and Personalized Medicine. They investigate the promising advancement in digital sciences including human genetics, neuroscience, molecular medicine, inflammatory, metabolic and neuropsychiatric diseases. The work of Kapustin and Grushevenko from Russia in 2020. Kapustin and Grushevenko explore the development and rapid improvement in long-term electric vehicles (EV) outlook and their potential impact on electric grid. The case study highlights the massive government support for EVs, through calculations they identified that EVs can attain 11%-28% of global fleet by 2040 but can cause significant instabilities in power grid and concluded that EVs can achieve full competitiveness by 2035. The work of Professor Spyros Makridakis from University of Nicosia in Cyprus in 2017. It is the review of the forthcoming artificial intelligence (AI) revolution: Its impact on society and firms. The work highlights how the forthcoming AI revolution will impact society and firms and whether the AI revolution create a utopian or dystopian future or not. The study also added some additional detail in the similarities between industrial, digital and AI revolution and the future of employment and wealth distribution when machines could perform all tasks. 
[bookmark: _Toc122860998]2.2 Digital Marketing
According to, Pride and Ferrell, (2019), digital Marketing refers to promoting the products and services of a business organisation by creating a connection with the customers that might be potential users of the services and products through using different digital and online forms of marketing. Baines et al., (2017) stated that, digital marketing is also known as online marketing which provides business organisations with the opportunity to relate and connect with their clients or customers through digital technology and platforms. Digital or web marketing can be defined as any and every marketing attempt conducting using the internet. Digital marketing is the activity of promoting the products and services of an organisation through using different channels that are digital. Lamb et al., (2012), mentioned that, digital marketing is delivering advertisements through using digital channels. Various platforms of digital marketing can be used by business organisations. Digital marketing can be done through social media platforms, search engines, display advertising, mobile device advertising, pay per click and more. 
According to, Strauss et al., (2014), the importance and significance of digital marketing is increasing day by day. Digital marketing is being adopted by different organisations because it is being able to demonstrate positive results for organisations if used properly. Digital marketing enables a business organisation to connect to a large number of audiences at ease compared to traditional marketing channels (Ferrell et al., 2021). While traditional marketing channels are complicated and time consuming to use, digital marketing enable the users or business organisations to reach the customers with a click within a short time at any distance. Digital marketing enables organisations to reach customers both globally and locally. Digital marketing is also conducted at a lower expense and effort. According to, Frost and Strauss, (2016), it is an easy to understand method and can be applied to effective targets with measurable results. Digital marketing enables organisations to apply multiple strategies and generate multiple contents at the same time by increasing engagement. 
Grewal and Levy, (2021) added that, alongside with the benefits, there are various drawbacks of digital marketing as well. While it is easy and takes less time to conduct digital marketing, generating results of the digital marketing efforts is a time consuming matter. As digital or online marketing is conducted using the internet and different technological platforms, a lot of privacy and security issues prevail when conducting digital marketing for business organisations (Bala and Verma, 2018). Digital marketing can also be not accessible by people with disabilities or technological drawbacks. Digital marketing is too much reliant on technology which might often ignore the humane aspect of marketing and rely on numbers. Desai, (2019) argued that, there is a lot of digital marketing competition currently with the industry being dynamic and ever changing. The negative feedbacks or reviews from the customers are also very easy to gather because of using digital marketing and it has high maintenance cost. 
[bookmark: _Toc122860999]2.3 Start-ups and Digital Marketing 
Kannan, (2017) stated that, with the current trend of digital marketing in all industries of conduction of business, different small start-ups also invest their limited and valuable resource on conducting and performing digital marketing. Charlesworth, (2014) opined that, while digital or online marketing is crucial for new ventures to attract new clients for their businesses, there are often various mistakes start-ups make when performing digital marketing. For actually reaping the benefits of digital marketing for new businesses, it is necessary to do proper research before investing in it (Sawicki, 2016). Digital marketing is a sensitive and complicated process that requires much preparation before investments. There are various mistakes start-ups make when performing digital marketing. 
According to, Yasmin et al., (2015), one of the issues with start-ups conducting digital marketing is not setting proper gaols and objectives. Often times because a lot of organisations are doing it or because it is the norm, start-ups invest in their digital marketing programs before setting up what they wish to achieve from it. Piñeiro and Martinez, (2016) stated that, the organisations think that of a general goal for performing online marketing which is to attract more customers and increase sales. However, without specific goals and measurability of the goal it is difficult to plan how the digital marketing will be performed which makes it difficult for start-ups to successfully conduct digital marketing (Chaffey and Smith, 2017).
Todor, (2016) stated that, many start-ups often lack the knowledge that is required for the successful conduction of web marketing. Organisations make the mistake of considering digital marketing to be an easy process and do not study it properly before investing into it. However, significant knowledge is required by business organisations for the successful conduction of digital marketing. Chaffey and Smith, (2013) added that, without proper knowledge, start-ups or any company will not be able to properly understand how much money to invest, how much data is required to be generated, how much customer intelligence is required, the suitable strategies to conduct digital marketing which often leads to digital marketing disaster for start-ups. Thus, the literature points at a direction that it is critical for new businesses to properly set goals, plan, and research before starting their digital marketing campaign (Dobele et al., 2015). 
[bookmark: _Toc122861000]2.4 Strategies of Digital Marketing 
According to, Palandrani, (2020), digital marketing for business organisations can be done in various ways. There are different strategies and theories companies can use for performing their online marketing activities. Generally, there are 8 different types of marketing activities that can be performed by organisations through the digital platforms. Such as- search engine optimisation, pay per click, content marketing, social media marketing, mobile marketing, email marketing, affiliate marketing, and marketing analytics (Hysolate, 2022).  
[image: ]
[bookmark: _Toc122860867]Figure 1: Types of Digital Marketing (Hysolate, 2022)
BizVibe, (2022) mentioned that, search engine optimisation refers to is mainly rank a business organisation higher in Google or any search engine results. When customers search for specific services or products the name of the business organisation appears at first which leads to an increased traffic to the website. Kannan, (2017) mentioned that, Pay per click is the act of publishing advertisements through paying a third party and promote the search engine results. These advertisements appear on different corners of the screen when users enter certain websites. Social media marketing is conducting business activities using social media platforms like- Facebook, Twitter, Instagram. Charlesworth, (2014) stated that, content marketing is the process of conducing marketing through sharing information and telling stories. This can be done using visuals, written, audible or video content. According to, Yasmin et al., (2015), email marketing can be conducted through sending regular emails to the customers explaining new launches, promotional offers and different stories about the company through newsletters. Desai Mobile marketing is conducted through reaching the customers on their cell phones using text message, websites, email, phone calls, and social media. According to, Sawicki, (2016), another way of performing digital marketing is using marketing analytics which are measurable and trackable to gain better insights on the market to devise strategies. Piñeiro and Martinez, (2016) mentioned that, affiliate marketing also known as influencer marketing is using the popularity of different social media personalities or influencers to promote the products or services of an organisation. This is done through sponsoring or paying the influencer to review the service or product or simply share information about the new launches and the products. Business organisations can use these types of digital marketing activities to perform their online marketing and promotions. 
[bookmark: _Hlk122859927]Blog, (2020) stated that, business organisations can also use different strategies to implement the suitable digital marketing campaigns to increase awareness and sales. There are different categories of strategies and theories that can be used by organisations to perform their online marketing activities. One of the most popularly used strategies or theories is using the 7 Cs of digital marketing. This model enables organisations to design an interactive and relevant marketing plan for promoting the products or services of organisations (Tilearcio, 2016).
[image: ]
[bookmark: _Toc122860868]Figure 2: 7Cs of Digital Marketing (Tilearcio, 2016)
According to, Ezhilarasan and Dinakaran, (2017), the 7 Cs of digital marketing consists of seven factors that help to understand and plan digital marketing campaigns efficiently and effectively for organisations. Brake, (2014) stated that, the 7Cs are- customer, content, context, community, convenience, cohesion, and conversion. This model is replicable and measurable which helps organisations to identify the successful factors or alter their strategies in case of planning online marketing.
Ginsbur and Willard, (2010) mentioned that, the first and key factor of the model is identifying the customers for the promotional campaigns. For successful digital marketing campaigns, companies first have to identify the specific target customers that the company is willing to serve and identify their needs, requirements, and design their digital marketing strategies based on those requirements. The second C is content. Kapustin and Grushevenko, (2020) stated that, content is the factor that will be responsible for attracting the attention of the customers. It is important for any type of digital marketing campaign. The companies have to use the right keywords, determine a topic that is of interest to the customers, organise their ideas, share their unique perspectives and design good quality visuals, audio or video to attract the customers. Makridakis, (2017) stated that, the next C is context which has to be considered by companies to make their content and marketing relevant. The contextual analysis has to be done on the target customers by understanding their needs and intent or purpose of buying the product and designing campaigns that will appeal to the content. The following C according to, Bessani et al., (2013) is community which is to build a community of users of the service or products of the company by creating a platform that can connect the customers. This helps to increase the loyalty of the customer and gives them a sense of belongingness. Kotler et al., (2015) stated that, the next C is to understand the convenience of the customers. For providing the customers with a supreme brand experience it has to be ensured that the marketing campaign or the digital platform used by the consumers are convenient and accessible for them. The next C is cohesion (Baines et al., 2017). This an important factor of designing digital marketing. Often organisations conduct omnichannel marketing which is to launch marketing campaigns through various digital platforms at once. In this case, the companies have to design the campaigns to be cohesive and coherent in all platforms so that customers do not get confused and be able to identify that the campaign belongs to the same company. According to, Pride and Ferrell, (2019), the final C of the model is conversion. This is the goal and indicator of the success of a digital marketing strategy. In this case, through using the previous Cs, organisations have to convert the potential customers into actual customers and generate sales. 
[bookmark: _Toc122861001]2.5 Digital Marketing at Target USA
Kotler et al., (2015) stated that, Target, one of the top ten largest retailers in the United States with more than 300,000 workers, is an example of a corporation that undertook ambitious digital transformation efforts and was successful in generating commercial outcomes. Target initiated and adopted online ordering as a means of increasing sales. Target began its digital transformation in 2006, and since then, its stock price has increased from $53 to $88 while their sales have increased by $6 billion (Hysolate, 2022.). For performing its marketing, Target makes use of different digital marketing platforms. Target has dedicated social media pages all across Facebook, Instagram, and Twitter where it has a social media manager who generates content, shares them, and answers any query of the customers through the messaging function. 
[image: ]
[bookmark: _Toc122860869]Figure 3: Target Facebook Page (Inspiration, 2021)
According to, Inspiration, (2021), Target also performs affiliate marketing where it partners with popular social media influencers to review and promote their products. Target also has an easy to use accessible websites where customers can perform all of their activities and purchases in an easy manner. The digital marketing campaign of Target ensures that the customers can easily find information about the company and make their purchases which increased the popularity of the company in the eyes of the customers (Zaroban and Mar, 2017). 
[bookmark: _Toc122861002]2.6 Digital Marketing at Starbucks UK
The largest fast-food chain according to BizVibe, Starbucks, ranks first in the list Starbucks UK had a revenue of £328 million with 28,218 number of stores in 2020. (BizVibe, 2022.) The use of Deep Brew, an artificial intelligence (AI) program-based solution, according to business executives, allowed the company to reach such a successful online outcome. In order to select the ideal places for its new establishments, the AI analyses pertinent data, such as population, the existence of competitors, traffic situations and income levels. (Blog, 2020). The company has an application on Apple Store and Play store where customers can place their orders easily and avail different discounts. 
[image: ]
[bookmark: _Toc122860870]Figure 4: Starbucks UK application (Playstore, 2022)
To perform its digital marketing, Starbucks also uses different channels as well. It also has dedicated social media pages and performs omnichannel marketing across platforms like Instagram, Facebook, Twitter. The company recently launched a campaign where the customers can earn points through making digital payments and placing orders on their application and website. These campaigns helped Starbucks UK to experience 5% growth in 2022 (Playstore, 2022). 


[bookmark: _Toc122861003]3. Methodology
The methodology of the research has been selected to ensure that the aim of the research is achieved properly and the research objectives are obtained while answering the research questions. The methodology will help to explain the impact digital marketing has on organisations operating in the UK and the US. 
[bookmark: _Toc122861004]3.1 Research Philosophy
Research philosophy is the process of selecting the proper type of data for research and selecting the data analysis and interpretation methods. There are different research philosophies that can be used by researchers to perform a study. These are- positivism, interpretivism and others. 
Positivism: Positivism philosophy suggests to collect research data from research participants in their candid life without any manipulation to get authentic data for performing research. 
Interpretivism: Interpretivism philosophy of research is to collect research from evidential sources and use the data to perform the research (Saunders, 2019).  
Selection: The research philosophy chosen for this research is the positivism philosophy. This has been chosen as it enabled the researcher to determine research findings with authentic data realistically. 
[bookmark: _Toc122861005]3.2 Research Approach
Research approach refers to determining the research process based on the purpose of the study and selecting the type of data, data analysis technique, and concluding the research based on the purpose. Different types of research approaches are- inductive research, deductive research. 
Inductive Research: Inductive research approach is conducting research to determine and formulate a new theory through interpreting the data collected using the observations and opinions of the researcher. 
Deductive Research: Deductive research approach is conducting research and using the collected data to validate an existing theory through using different models using established mathematical methods. 
Selection: The approach that has been selected for this research is the deductive approach (Adams, 2014). It has been selected as it has enabled the researcher to conduct the research using existing digital marketing theory of the 7Cs of digital marketing and validate it. 
[bookmark: _Toc122861006]3.3 Research Strategy
Research strategy is a step by step guideline that explains the different stages of conducting research. This guides the researcher to select the appropriate data type and analytical methods to determine the research findings. The different strategies of performing research include- qualitative research, quantitative research, mixed research. 
Qualitative Research: Qualitative strategy of research suggests to perform research by collecting non numeric data and analysing them using non mathematical and unscientific methods to determine research findings. 
Quantitative Research: Quantitative research strategy is collecting numeric data for research and using scientific and mathematical methods to perform the research for determining research findings (O’Gorman, 2015). 
Mixed Research: Mixed research method creates the mix of both quantitative and qualitative research strategies and uses both numeric and non numeric data and mathematical and non mathematical techniques to perform the research and determine the findings. 
Selection: For performance of this research, the mixed strategy has been chosen. It is because the research has used both numeric and non numeric data and qualitative and quantitative methods to analyse the data. This has been selected so that the research can have less bias and be more accurate. 
[bookmark: _Toc122861007]3.4 Data
Different types of data can be used to perform research. These are- primary data and secondary data. 
Primary Data: Primary data refers to collecting data from sources directly by visiting the research location and communicating with the participants. This type of data has to be collected by the researcher first hand. This type of data is more reliable and the research is more accurate as the researcher themselves collected the data (Duingan, 2016). However, this type of data is difficult to collect and requires a lot of effort, time and energy. 
Secondary Data: Secondary data refers to collecting data from existing sources where previous researchers collected, analysed, and prepared the data by determining the findings. In this case, the researcher collects data from multiple sources. This type of data is easier to collect and analyse as the data is already prepared and takes less time to collect as well. On the contrary, this type of data is less reliable than primary data because the researcher is unaware of the conditions under which the data was collect and how the data was analysed.
Selection: Both types of data have been collected and used for the research so that the research is more accurate and complete. 
[bookmark: _Toc122861008]3.5 Data Collection
Primary Data: Primary data for the research has been collected directly from research participants through survey questionnaire and interview method (Denscombe, 2012). 
Secondary Data: Secondary data for the research has been collected through analysing secondary sources such as- academic journals, websites, research papers, articles, books, newspapers, and magazines. 
[bookmark: _Toc122861009]3.6 Sampling
Sampling refers to the selection of a small number of individuals from a large population. For this research, 10 samples have been chosen who are skilled and knowledgeable about digital marketing. The samples have been selected using convenient sampling method where the researcher selected the samples based on their convenience and the convenience of the conduction of the research. 
[bookmark: _Toc122861010]3.7 Data Analysis
The data for the research have been analysed using two techniques and articulating between the two techniques. These are-
Descriptive Percentage Analysis: Descriptive percentage analysis has been used by converting the collected responses of the survey questionnaire into percentages and selecting the highest percentile as the finding of the research (Blzter, 2010). 
Thematic Analysis: Thematic analysis has been conducted by identifying recurring patterns from the qualitative data set derived from the interviews. The recurring patterns have been identified as the research findings. 
[bookmark: _Toc122861011]3.8 Limitations 
Various challenges and limitations have been faced while performing the research process-
Personal Limitations: The researcher has less experience in performing research process which may have affected the findings of the research and its accuracy. 
Limited Time: There was limited time to conduct the research for which it could have affected the findings of the research.
Small Sample: The sample size of the research was small which may have affected the representation of the data set and affected the research findings (Patton, 2015). 


[bookmark: _Toc122861012]4. Data Analysis and Findings
[bookmark: _Toc122861013]4.1 Data Analysis
[bookmark: _Toc122861014]4.1.1 Descriptive Percentage Analysis 
This portion consists of analysing the data that has been collected through the survey questionnaire. 
[bookmark: _Toc122860871]Table 1: Are you a digital marketer?
	Responses
	Frequency
	Percentage

	Yes
	10
	100%

	No
	0
	0%

	Total
	10
	100%



The 10 participants were asked about their profession and if they were digital marketers or not. It is because the research required to collect data from participants who have adept knowledge in digital marketing and are skilled. From the research participants, all of them that is 100% of them responded that they were digital marketers. Thus, it can be seen that, the sample was suitable for the research. 

[bookmark: _Toc122860872]Table 2: Do you set specific goals before planning and launching your digital marketing campaigns?
	Responses
	Frequency
	Percentage

	Yes
	8
	80%

	No
	2
	20%

	Total
	10
	100%



To identify the importance of specifically setting goals for digital marketing, the 10 samples were asked if they set specific goal before launching their digital marketing campaigns. To this question, majority which is 80% of the participants responded Yes while only 20% responded No. Thus, it can be seen that, majority digital marketers set specific goals before launching their digital marketing projects. 

[bookmark: _Toc122860873]Table 3: What are the types of digital marketing activities that you conduct?
	Responses
	Frequency
	Percentage

	SEO
	0
	0%

	Pay Per Click
	0
	0%

	Affiliate
	0
	0%

	Social Media
	2
	20%

	Mobile Marketing
	0
	0%

	Email Marketing
	0
	0%

	Marketing Analytics
	0
	0%

	Content Marketing
	0
	0%

	More than one
	8
	80%

	Others
	0
	0%

	Total
	10
	100%



The 10 participants were asked about the different types of digital marketing activities they performed for their organisations. They were given multiple options of SEO, Social Media Marketing, Marketing analytics, Pay per click, mobile marketing, affiliate marketing, email marketing, and content marketing and options to select more than one. To this question, only 20% responded that they conducted only social media marketing while 80% stated that they performed more than one type of digital marketing. 

[bookmark: _Toc122860874]Table 4: What are the factors that should be kept in mind when performing digital marketing for organisations?
	Responses
	Frequency
	Percentage

	Content
	0
	0%

	Convenience
	0
	0%

	Customer
	0
	0%

	Cohesiveness
	0
	0%

	Context
	0
	0%

	Community
	0
	0%

	Conversion
	0
	0%

	All
	10
	100%

	Total
	10
	100%



The 10 samples were asked about the factors that should be considered when performing digital marketing for organisations. The samples were given the seven 7cs of digital marketing as options where the multiple choices included content, convenience, customer, cohesiveness, context, community, conversion, and all of the above. To this question 100% of the participants selected all of the above. Thus, it can be seen that, all 7Cs of digital marketing is considered by digital marketers when performing online marketing. 

[bookmark: _Toc122860875]Table 5: Having a strong digital marketing strategy can help organisations to grow drastically-
	Responses
	Frequency
	Percentage

	Strongly agree
	5
	50%

	Agree
	2
	20%

	Neutral
	0
	0%

	Disagree
	3
	30%

	Strongly disagree
	0
	0%

	Total 
	10
	100%



The 10 participants of the research were asked if having a strong digital marketing strategy could help the organisations grow drastically or not. To this question, majority that is 70% of the participants agreed while 30% disagreed. Thus, it can be seen that, digital marketing can aid in the growth of organisations significantly. 



[bookmark: _Toc122860876]Table 6: It is crucial to properly plan before launching a digital marketing campaign for start ups-
	Responses
	Frequency
	Percentage

	Strongly agree
	5
	50%

	Agree
	2
	20%

	Neutral
	3
	30%

	Disagree
	0
	0%

	Strongly disagree
	0
	0%

	Total 
	10
	100%



The 10 research participants were asked if it was crucial to properly plan digital marketing campaigns for start ups. To this question, majority that is 70% of the participants agreed that planning is necessary while 30% remained neutral and no one disagreed. Thus, it can be considered that, planning is crucial for start ups for digital marketing campaigns. 

[bookmark: _Toc122860877]Table 7: Do you think it is mandatory for start ups to invest in digital marketing initiatives?
	Responses
	Frequency
	Percentage

	Yes
	10
	100%

	No
	0
	0%

	Total
	10
	100%



The 10 samples were asked if it was mandatory for the start ups to invest into digital marketing campaigns. To this question 100% of the participants that is all of them responded Yes. Thus, it can be seen that, according to the participants, it is obligatory for start ups to conduct and invest into digital marketing initiatives. 

[bookmark: _Toc122861015]4.1.2 Thematic Analysis
[bookmark: _Toc122860878]Table 8: Thematic Analysis
	Theme
	Keyword
	Keyword Frequency
	Findings

	Digital marketing is essential for businesses
	Important
	23
	“Digital marketing is important as one of the pillars of marketing success of companies”

	Different strategies are undertaken to conduct different types of digital marketing
	7 factors and 8 types
	10
	“Among different strategies we use the Seven Cs most and mainly perform 8 general types of digital marketing”

	Start-ups often make mistakes in case of digital marketing
	Mistakes
	12
	“Start ups often fail because of their mistakes in online marketing which is generalising and not setting specific goals and knowledge requirements”
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[bookmark: _Toc122861016]4.2 Findings
This portion consists of articulating both descriptive percentage analysis and thematic analysis for findings determination. 
[bookmark: _Toc122861017]4.2.1 To list example businesses that successfully conquer digital marketing and the impact of it
The secondary data collected from various sources identified that there are various ways in which digital marketing can be conducted and it is complicated to successfully perform it while making proper selection of the strategies suitable for the companies. Different organisations operating in the global business industry have successfully overcome this complication and conquered digital marketing. According to the secondary data, such organisations are Target in the U.S.A. and Starbucks in the U.K. which have successfully conducted it. Target and Starbucks both have dedicated social media pages across platforms, successful websites that are easy to access and use, and applications with offerings to attract customers. Digital marketing helped to increase the goodwill of Target and increase 5% growth of Starbucks UK. The research participants in the primary research in interviews also listed Target in the USA and Starbucks in the UK as successful organisations that conquered digital marketing. Based on the secondary and primary data, it was demonstrated that there are various positive impacts of digital marketing on organisations which are- reaching global and local customers, saving time, saving money, easy to perform. The secondary data also determined that there are negative impacts as well. However, the primary data suggested that it is mandatory for companies to perform digital marketing. Thus, it can be found that the theme of Target and Starbucks being examples of successful companies for using online marketing can be proved. 
[bookmark: _Toc122861018]4.2.2 To list the techniques and strategies used by these experienced businesses
The literature review demonstrated that there are different types and strategies that can be used to perform digital marketing by organisations. These generally include 8 types of techniques which are- search engine optimisation, pay per click, content marketing, social media marketing, mobile marketing, email marketing, affiliate marketing, and marketing analytics. The primary data collected through the survey and interview also stated that, digital marketers in the broader sense use these techniques for digital marketing. The primary and secondary data also determined that, there are different factors that should be considered when designing and selecting digital marketing strategies. This is known as the seven Cs of digital marketing according to both secondary literature and primary survey and interviews. These are- customer, content, context, community, convenience, cohesion, and conversion. Thus, based on the primary and secondary data it can be found that the themes of digital marketing being conducted using different techniques and strategies can be found to be correct. 
[bookmark: _Toc122861019]4.2.3 To understand the reason behind start-up businesses pursuing digital/web marketing without the knowledge and understanding of how to do it successfully
By analysing the literature review and primary data collected through surveys and interviews it could be founded that organisations that are new often do not properly research and set specific goals before performing digital marketing. The secondary data demonstrated that, because organisations think that digital marketing can provide them with instant results and have the general goals of increasing revenue and presence, the start ups make this mistake. They undertake this opportunity even though they lack the knowledge and skills to do so. The primary data listed this as one of the top reasons for start ups failing as they do not set measurable goals before investing into digital marketing. Both data show that is crucial for organisations to invest into digital marketing and do it properly by setting measurable goals and gathering knowledge and resource requirements. Thus, the researcher through analysing both primary and secondary data prove the themes of start ups making mistakes of not setting specific goals and lacking knowledge before planning digital marketing.


[bookmark: _Toc122861020]5. Conclusion and Recommendations
[bookmark: _Toc122861021]5.1 Conclusion
The research was conducted on identifying the impact of digital marketing on the US and the UK based organisations. The research was conducted on 10 participants who are digital marketers using survey questionnaire and interview method to collect data. The research determined that, there are various positive effects of digital marketing for companies which are- reaching more customers, saving time, saving money, increasing awareness. The research also found that in the UK and USA there are two companies that perform digital marketing successfully which are- Target and Starbucks UK. Thus, the research concluded that, Target and Starbucks are successful organisations for performing digital marketing and digital marketing positively impacts organisations when done properly. The research also concluded that, there are different techniques of conducting digital marketing which are- search engine optimisation, pay per click, content marketing, social media marketing, mobile marketing, email marketing, affiliate marketing, and marketing analytics and concluded that, these can be implemented using the 7Cs strategy which is to consider 7 factors which are- customer, content, context, community, convenience, cohesion, and conversion. The research also concluded that, business organisations often make mistake of conducting digital marketing without setting specific goals and proper planning because of reasons of assuming general goals, not understanding knowledge requirements, and lacking customer data. 
[bookmark: _Toc122861022]5.2 Recommendations 
Following are some recommendations that can be provided to companies conducting digital marketing successfully-
SMART Goals: For properly performing digital marketing, based on the findings companies have to set specific goals before undertaking digital marketing. To set these goals, companies can set goals using SMART goal strategy to select goals that are specific, measurable, attainable, relevant, and timely.
Proper Research: To successfully perform digital marketing companies or digital marketers can perform proper and extensive research before launching a digital marketing campaign. This can help the organisation to gather ample data, customer data, and skills in the field. 
Knowledge Management: A lot of knowledge is required to successfully conduct digital marketing. For this reason, start ups can invest in traditional or digital talent management techniques for successful digital marketing and for replicating the strategy in case of success. 
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[bookmark: _Toc122861024]Appendix
Questionnaire
This questionnaire has been prepared and provided to conduct research on identifying the impact of Digital marketing on businesses operating in the UK and the USA for academic purposes. The data will be kept confidential and analysed ethically. Please answer the following questions through providing your consent. 
1. [bookmark: _Hlk89368469]Are you a digital marketer?
	Yes
	No


2. [bookmark: _Hlk89368816][bookmark: _Hlk89368584]Do you set specific goals before planning and launching your digital marketing campaigns?
	Yes
	No


3. What are the types of digital marketing activities that you conduct?
· SEO
· Pay Per Click
· Affiliate
· Social Media
· Mobile Marketing
· Email Marketing
· Marketing Analytics
· Content Marketing
· More than One
· Others
4. [bookmark: _Hlk89368703]What are the factors that should be kept in mind when performing digital marketing for organisations?
· Content
· Convenience
· Customer
· Cohesiveness
· Context
· Community
· Conversion
5. [bookmark: _Hlk89368904]Having a strong digital marketing strategy can help organisations to grow drastically-
	Strongly agree
	Agree
	Neutral
	Disagree
	Strongly disagree


6. [bookmark: _Hlk89369051]It is crucial to properly plan before launching a digital marketing campaign for start ups-
	Strongly agree
	Agree
	Neutral
	Disagree
	Strongly disagree


7. Do you think it is mandatory for start ups to invest in digital marketing initiatives?
	Yes
	No



Florin Ciobu
--------------------------------------------------
Signature

Are you a digital marketer?


Yes	No	10	0	

Do you set specific goals before planning and launching your digital marketing campaigns?


Yes	No	8	2	

What are the types of digital marketing activities that you conduct?


SEO	Pay Per Click	Affiliate	Social Media	Mobile Marketing	Email Marketing	Marketing Analytics	Content Marketing	More than one	Others	0	0	0	2	0	0	0	0	8	0	

What are the factors that should be kept in mind when performing digital marketing for organisations?


Content	Convenience	Customer	Cohesiveness	Context	Community	Conversion	All	0	0	0	0	0	0	0	10	

Having a strong digital marketing strategy can help organisations to grow drastically-


Strongly agree	Agree	Neutral	Disagree	Strongly disagree	5	2	0	3	0	

It is crucial to properly plan before launching a digital marketing campaign for start ups-


Strongly agree	Agree	Neutral	Disagree	Strongly disagree	5	2	3	0	0	

Do you think it is mandatory for start ups to invest in digital marketing initiatives?


Yes	No	10	0	
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