Proposed Research
Role of digital marketing in improving organizational performance: a case study of fast fashion brand ZARA, United Kingdom
Introduction
With the success stories of capturing the market share by the organization following by the rapid usage of digital marketing by the business and consumers discuss the importance of digital marketing in the organization (Chaffey D. , 2012). According to the survey conducted online by “The Future of Digital Marketing ” from 262 digital marketing executives reveals that digital marketing is considered to be significant 80% of companies plan to increase their digital marketing budgets over the next 12 to 18 months (Islami, 2020).
The purpose of this research is to assess the importance of digital marketing and its influence in the retail industry that will be concerned mainly with the ZARA, which is one of the largest international fashion brands with more than 1,500 stores in 68 countries and 6.26 billion in 2007 annual sales in the world (Helm, 2008). The dissertation will cover all the information regarding the ZARA focusing mainly on the United Kingdom and data collected through the ZARA and highlighting the statement of the problem, objectives of the research, research questions, hypothesis, and scope of the study, limitations and significance of the study. The researcher has made a critical analysis of the importance of digital marketing and its influence on the performance of the retail industry, including ZARA as the case. The report will be discussed the ZARA being different from its competitors and provided it with an edge and competitive advantage both at a local as well as at an international level.  
Background
The creation of an integrated, targeted, and measurable communication to build a trustworthy relationship with the customers while retaining and acquiring them can be defined as Digital marketing (Smith, 2007). Digital marketing is the use of the internet and related information and communication technologies to achieve marketing goals (Sedlacek, 2006).Digital Marketing plays a significant role in improving the company’s positions by introducing and marketing the products, services, and ideas through the internet and other forms of channels in the market (EI-Gohary, 2010). Every organization formulated certain goals and objectives that help to determine its performance within a given frame of time. The ability of an organization to attain its goals and objectives by introducing the relevant strategy can be defined as organizational performance (Koontz, 2003) The certain financial indicators including sales growth and percentage profit margin were examined in the service industry, employee productivity as a measure of performance (Mishra, 2008). With the help of organizational performance, the input can be transferred into output effectively and efficiently by the organizations (McCann, 2004). With the proper evaluation of sales, financial budget, market share, a company can evaluate its organizational performance in the market. Therefore, each organization needs to understand the influence of digital marketing on sales and to a large extent the overall performance of the firm.

Aims and Objectives
Generally, this research aims to assess the importance and influence of digital marketing in the retail industry taking the case of ZARA fashion outlet in the United Kingdom. The general topic of this dissertation is the importance of digital marketing and its influence on organizational performance. The objective of this research is to provide insights into how ZARA is using digital marketing and what other digital marketing strategies could be implemented along with its influence on its business performance in the United Kingdom. The outcome of this research will provide a comprehensive picture of how the organization can utilize digital marketing to boost their business performance and helps to figure out what strategies can be adopted for digitalization and succeed in future performance. 
The specific objectives of this research are mentioned below:
⦁	to understand the importance of digitalization for improvement in organizational performance.
⦁	to determine the importance of digital marketing in improving the performance of the organizations.
⦁	to establish the extent to which digital marketing could be adopted by the organizations in near future to improve its performance.
These objectives can be crystallized by the following questions:
1. What are some of the factors affecting the fashion industry market?
2. What are the possible effects of such a leading company presence on such customer preferences when it comes to choosing fashion products?
3. Does competition in the fashion industry provide a healthy relationship among topmost companies as compared to low-class companies? 
[bookmark: _Toc53583999]4.0 Literature review:
The report discussed digital marketing though the term digitalization and its impact are quite huge and complicated as well. Digital marketing, being one of the most important strategies for marketing mix, business organizations are looking for a definite and effective way to start and adopt digitalization to succeed in their business but many of them lack proper understanding and implementing it in business activities.  Nowadays, various digital platforms such as Facebook, Yahoo, Google, Twitter, and other social media have effectively transformed their attitudes and perceptions towards targeted consumers (Chaffey, 2013). It covers the strategy for growth that has revolutionized how organizations conduct their day to day business processes. Moreover, it’s been already proved that digital marketing is more effective and useful for the effective management of the company as compared to other marketing strategies. Digital marketing is a powerful marketing strategy for promoting brands and services which also helps for increasing traffic for organizations to achieve (Song, 2001). One of the powerful tools to evaluate the strategic marketing opportunities by every organization in the market can be considered digital marketing. The stated discussion demonstrated digital marketing and its significant influence on various business outcomes (Chaffey, 2012). The present study intends to evaluate the relationship between digital marketing and organizational performance by examining the competitive industry and competitive pressure to adopt digital technologies specifically in ZARA fashion outlets the United Kingdom. 







Proposed Methodology
Research design
Data needs to be gathered and examined in a way that contributes the relevance of research objectives effectively and efficiently (Kothari, 2014). The research design was suitable for the collection of qualitative and quantitative data by the use of a semi-structured questionnaire and its cost-effectiveness (Schindler, 2000).Various data sources such as published journals, books, magazines, e-blogs, and syndicated research articles and  conceptual analysis  based on the secondary data sources that have been conducted through a number of theories, concepts, and models on marketing to discuss digital marketing and its importance on effective organizational performance.
Secondary data collection
The literature review to be adopted as a secondary data collection for this research. The review will be done on previous studies on ZARA brand in the United Kingdom as well as other countries.

Sampling
In the sampling frame of Zara’s brand users, the respondents were selected using convenience sampling. The researcher will work with the staff of ZARA Company and the customers who use the ZARA brand to know more about the use of digital marketing in the business. Overall, a total of 30 respondents will be selected and will be approached individually to seek their consent for participation in the main study


4.0 Logistical and ethical consideration:
Not only the ethical consideration is important throughout the research, but it is also necessary to ensure that all the participants involving in the research are treated with dignity and respect throughout the research procedure. Ethical considerations such as privacy and confidentiality in data and information provided by the organization, voluntary involvement, avoidance of deception, and no damage to any of the respondents are very essential throughout the research procedure.
While performing research, the researchers may encounter different issues and difficulties while completing their projects and gathering information from that particular organization. Some of the issues and difficulties will be faced by the researcher while completing the project is listed below:
⦁	The investigator requested approval to obtain necessary data and information from the Zara fashion brand, United Kingdom.
⦁	Considerations were applied to techniques for collecting information, interpreting the results from those gathered data’s and presenting them and citations as well as references.
⦁	collecting relevant and accurate answers from the questioners will be much more difficult for researchers.
⦁	It will be difficult to collect the required information and data from the respective source (i.e., Digital marketing managers/ marketing managers) due to the bank’s policy and confidential issues.
⦁	Due to busy schedules and pandemic facing by the world the questioners (i.e. ZARA’s employees) are unable to share all the required information with the researchers.
⦁	Time should be managed in such a way that both researchers and the questioners should be free to access difficult information.
8.0 Outcomes:
This study is valuable to the Zara fashion brand and other fashion brands inside the United Kingdom. Through this study managers of the Zara fashion brand and other fashion outlet companies will be able to know what digital marketing strategies can be used and how potential customers can be reached and able to improve their organizational performance through digital marketing. This will maximize their sales and improve their performance in the market which will help them to grow their organization and become stronger competitors in the market. The study is significant to policymakers in government and other institutions who would want to know how to improve business opportunities for the fashion brands and other outlet companies. The research is expected to give the following outcomes:
⦁	Firstly, this research will be most valuable to the Zara fashion brand and other outlet brands inside and outside of the UK. The study will also help to improve organizational performance through digital marketing. 
⦁	through these study managers of the Zara fashion brand and other fashion brands will be able to know what digital marketing strategy, policy, and procedure to use and how potential customers can be reached. This in turn maximizes their sales and be able to grow and become more competitive in the domestic and international markets.
⦁	The research is useful for those marketers who want to understand how to incorporate digital marketing into their organizations to increase their performance in the market. 
⦁	This study will be relevant to many of the market researchers who want to know about the new changes and trends in modern marketing.
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