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1. [bookmark: _Toc182941292]Introduction

[bookmark: _Toc182941293]1.1. Why does this report need to be done?

Personalised marketing is increasingly used to influence consumer behaviour, but there is limited understanding of its specific impact on engagement, satisfaction and loyalty. It is particularly impressive considering that ASOS, as a popular online retailer, uses advanced personalisation tactics, choices and potentially set trends for the industry. This research can offer insights for brands looking to balance effective personalisation with consumer privacy concerns. 
[bookmark: _Toc182941294]1.2. The methods that will be used

I would like to use in my research a mixed method approach, combining both quantitative and qualitative methods:

1. Quantitative: I could conduct a survey with some ASOS costumers to gather data on their responses to personalised marketing, focusing on metrics like engagement, satisfaction and purchase behaviour.
2. Qualitative: I will use in-depth interviews with a select group of ASOS costumers to explore their experiences, perceptions, and any privacy concerns in more detail.
3. Data Analysis: I will use statistical analyses for survey data to identify patterns, and thematic coding for interview responses to uncover deeper insights.
This will give me both breadth and depth in understating the impact of ASOS’s personalised marketing.

[bookmark: _Toc182941295]1.3. The context of research 

My research context is the online retail industry, focusing on ASOS as a case study, within the broader landscape of e-commerce and digital marketing. I will explore how personalised marketing strategies, like targeted ads, product recommendations, and email customisation, can influence consumer behaviours, such as engagement, satisfaction, and loyalty – in a real-world setting.

[bookmark: _Toc182941296]1.4. The potential outcomes of this research 

Given ASOS’s popularity and advanced use of personalisation, this context will allow me to examine relevant trends and challenges that other e-commerce business also face, particularly around balancing personalisation with consumer data privacy. The potential outcome of this resource include:

1. Insights into Consumer Behaviour: A clearer understanding of how ASOS’s personalised marketing strategies impact consumer engagement, satisfaction, and loyalty.
2. Identification of Effective Strategies: Findings on which personalisation tactics, like produce recommendations or targeted emails, are most effective in influencing ASOS costumer behaviour.
3. Recommendations for ASOS and Similar Retailers: Practical suggestions for optimising personalisation to enhance positive consumer responses while addressing potential privacy concerns.
4. Academic Contribution: Adding to the body of knowledge on digital marketing, especially in e-commerce, by showing the link between personalisation and consumer behaviour outcomes.

These outcomes could guide ASOS and similar brands in improving their marketing approaches to better align customer expectations.

2. [bookmark: _Toc182941297]Research aims and objectives 
This research aims to uncover the specific effects of personalised marketing strategies on consumer behaviour within the context of ASOS. By identifying how such strategies influence purchasing decisions, brand loyalty and customer satisfaction, the findings will provide valuable insights for both marketing and businesses in the e-commerce sector. 
The objectives of this research are the followings: 

1. To analyse the range and effectiveness of personalised marketing strategies used by ASOS, such as targeted emails, product recommendation, and dynamic advertising, in driving consumer engagement and influencing purchasing behaviour. This objective focuses on understanding what personalisation techniques are adopted by ASOS and how each tactic impacts key consumer 
metrics, such as click-through rates, purchase frequency, and time spent on site. 

2. To evaluate the role of ASOS’s personalised marketing efforts in enhancing customer satisfaction and foresting long-term loyalty. This objective will investigate how personalisation contributes to overall consumer experience and whether it strengths brand loyalty, looking at indicators like repeat purchases, brand advocacy, and satisfaction scores. 

3. To explore consumer perception, including any concerns about data privacy and data usage, associated with ASOS’s personalised marketing strategies. This objective examines how consumers feel about the data collection and usage practices behind personalisation, identifying any potential reservations or concerns that could impact the trust and relationship with the brand.

These expanded objectives provide a more comprehensive framework for assessing ASOS’s personalised marketing impact from multiple perspectives. 

3. [bookmark: _Toc182941298]Literature review 

Personalised marketing has emerged as a crucial strategy in the retail sector, significantly impacting consumer behaviour. Several; studies have explored the effectiveness of personalised marketing strategies, for instance, Arora et al. (2008) examined how tailored communications enhance costumer engagement and satisfaction, emphasizing that personalised emails can lead to higher response rates and increased sales. Similarly, Kumar and Reinartz (2016) highlighted that personalised recommendations can improve customer loyalty and retention by creating a sense of relevance and connection with the brand. 

Research has also indicated that personalisation impacts consumer’s purchasing decisions. A study by Bleir and Eisebeiss (2015) demonstrated that costumers are more likely to make purchases when they perceive marketing communications as personalised, leading to a higher conversion rate. Hurthermore, the role of data-driven marketing strategies has been underscored by Chaffey (2020), who argued that utilizing consumer data effectively allows brands to tailor their marketing efforts, thus enhancing overall customer experience.

However, despite these insights, there remains a notable gap in the literature regarding the impact of personalised marketing specifically within the e-commerce landscape, particularly has established a foundation for understanding personalised marketing, there is limited exploration of hoe these strategies are implemented and their specific effects on consumer decision-making in online retail environments. Additionally, most studies focus on large, traditional retailers, leaving a gap in understanding how agile, digitally native brands like ASOS leverage personalisation to influence consumer behaviour. 

Moreover, while much research emphasizes quantitative outcomes such as sales increases, there is a scarcity of qualitative insights into customer perceptions and emotional responses to personalised marketing. Understanding how consumers emotionally connect with personalized marketing efforts at ASOS can provide deeper insights into brand loyalty and customer satisfaction. 

This dissertation aims to bridge these gaps by focusing on the case of ASOS, examining both quantitative impacts and qualitative consumer responses to its personalized marketing strategies. By addressing these areas, the study will contribute to a more comprehensive understanding of personalized marketing's role in shaping consumer behaviour in the digital age.


4. [bookmark: _Toc182941299]Research methods 

4.1. [bookmark: _Toc182941300]Quantitative research

This study will employ a quantitative research method to investigate the impact of personalised marketing strategies on consumer behaviour, specifically focusing on ASOS. The quantitative approach is chosen for its ability to collect numerical data, facilitating statistical analysis that can reveal patterns and relationships between variables.

4.2. [bookmark: _Toc182941301]Data collection 

The primary data will be gathered through an online survey distributed to ASOS customers. The survey will include structured questions designed to assess consumer perceptions of personalised marketing strategies, their purchasing behaviour, and overall satisfaction with the ASOS shopping experience. The target population will consist of a diverse group of ASOS customers, aiming for a sample size of at least 50 respondents to ensure statistical significance and diversity in responses.

4.3. [bookmark: _Toc182941302]Data analysis

The collected data will be analysed using statistical software such as SPSS or R. Descriptive statistics will summarize the data, while inferential statistics, such as regression analysis, will identify the relationships between personalized marketing strategies and consumer behaviour outcomes. This will allow us to determine how factors such as age, gender, and shopping frequency may influence responses.


4.4. [bookmark: _Toc182941303]Interpretation
The analysis will focus on interpreting the statistical relationships and trends identified, answering the research questions regarding the effectiveness of ASOS's personalized marketing strategies. By correlating survey responses with purchasing behaviour, we aim to provide insights into how personalized marketing influences consumer decisions and loyalty.


Ultimately, this quantitative approach will enable us to draw clear conclusions about the impact of personalized marketing strategies on consumer behaviour at ASOS, contributing valuable insights to the fields of marketing and consumer research.

5. [bookmark: _Toc182941304] Potential implications

The research aims to uncover the specific effects of personalized marketing strategies on consumer behaviour within the context of ASOS. By identifying how such strategies influence purchasing decisions, brand loyalty, and customer satisfaction, the findings will provide valuable insights for both marketers and businesses in the e-commerce sector. 

One key implication of this study is its potential to inform marketing practices and enhance customer engagement. Understanding consumer responses to personalized marketing can lead to more effective campaigns, ultimately driving sales and fostering brand loyalty. Additionally, these insights can assist policymakers and regulators in crafting guidelines that ensure ethical data usage and consumer privacy in personalized marketing.

Moreover, the findings could have broader societal implications by promoting responsible marketing practices that respect consumer rights and enhance the overall shopping experience. As personalized marketing continues to evolve, this research will contribute to discussions around sustainable marketing practices, encouraging businesses to adopt strategies that not only drive profitability but also consider the ethical implications of their marketing tactics on consumers and communities. Ultimately, this study aims to bridge the gap between marketing strategies and consumer behaviour, providing actionable recommendations that benefit businesses, consumers, and society as a whole.

6. [bookmark: _Toc182941305]Conclusion

This dissertation proposal investigates the impact of personalized marketing strategies on consumer behaviour, focusing on ASOS as a case study. Through a quantitative research approach involving online surveys, the study aims to uncover the effectiveness of these strategies in influencing purchasing decisions and fostering brand loyalty. By analysing the data, the research seeks to provide actionable insights for marketers and businesses, while also highlighting the implications for ethical marketing practices and consumer rights. Ultimately, this study aspires to contribute valuable knowledge to the fields of marketing and consumer behaviour, benefiting both businesses and society.
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