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1. Introduction and Background
During the 21st century humanity is experiencing a shift towards digitalization. When it comes to bringing the attention of the consumers to a particular product, digital marketing has a significant role in the development of marketing strategies of companies worldwide. A major focus of the current report is to examine how digital marketing influences consumers when they decide to purchase a product. Furthermore, the report will concentrate on the food industry. There are goals that are set for the current report, which include the evaluation of different digital marketing strategies implemented by the companies in the food industry. Today's marketers are more inclined to use digital marketing to connect with their customers and give them a personalised experience by building a strong relationship with them (Butu et.al., 2020). The modern consumer, on the other hand, does not rely just on the one-way feedback they obtain from a company through digital media, but also on the advice of their peers, associations, and other social networks. There are many different channels for companies to promote online such as social media marketing, email, and affiliate marketing. On the other hand, it is observed that the expectations of the consumers have increased. They can not only see reviews left by other peers, but they can also compare the experience they had when buying products from competitive brands. Furthermore, brands are analysing the behaviour of their customers and are constantly looking for new and more innovative ways, such as launching applications that can grab the attention of the target customers. In addition to that online platform, such as Amazon are cooperating with food retailers to offer easy access to food products to their customers. That cooperation is especially important for vulnerable consumers who were asked to stay at home during the Covid – 19 pandemics (Buldeo et.al., 2019). Another important goal of the current report is to examine what are the challenges that the companies are facing in the process of attracting the consumers attention. 
[bookmark: _Toc102495966]2. Rationale of the study
The current study can be considered as a starting point for any company from the food industry that aims to develop a successful strategy to attract more customers by using digital marketing channels. Getting the attention of the consumers is a main concern for every company and that is why the current report has focused on analysis on how the right digital marketing strategy can affect the decision made by the consumer when purchasing a product. Having in mind that the world is becoming more digitalized it is vital for the companies to increase their market share and at the same time to achieve sustainable growth with the help of digital marketing. 
[bookmark: _Toc102495967]3. Research Aim
The main aim of this research is to analyse how digital marketing impacts the consumers buying behaviour.
[bookmark: _Toc102495968]4. Research Objectives
1. To determine the current digital marketing strategies implemented by companies in the food industry.
2. 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.
3. To investigate the impact of digital marketing on consumers' buying behaviour?
[bookmark: _Toc102495969]5. Research Questions
1. What are the current digital marketing strategies implemented by companies in the food industry?
2. What are the challenges implementing digital marketing based on companies in the food industry?
3. What is the impact of digital marketing on consumers' buying behaviour?
[bookmark: _Toc102495970]6. Literature Review
Brand image and brand trust purchases are being studied using social networking platforms. There is a strong correlation between social media marketing and product image and trust. An important factor in the purchasing intent of consumers appears to be the trust and the perceptions of a certain brand (Montgomery et.al., 2019). The current report identifies how significant are social media platforms and the internet in general in determining the consumers buying behaviour.
Digital marketing can be referred to as a type of marketing that is being used commonly for reaching out to consumers by promoting services or products. Furthermore, digital marketing expands beyond internet marketing and includes different channels that does not necessarily requires the use of internet. This type of marketing includes the use of both MMS and SMS on mobile phones, display advertising, search engine marketing, and other digital forms of media. With the help of digital media consumers can follow what their friends, peers and even associations are saying instead of only rely on what a particular company is saying about their brand. In general, digital marketing is a term that is too broad. It refers to different promotional techniques that are used to reach to customers with the help of digital technologies. In addition, digital marketing incorporates a broad selection of product, brand and service marketing tactics which use the Internet as a main promotional channel in addition to TV and radio. The main advantages of social media marketing are the improved reach to consumers and the reduced cost. It allows companies to reach customers that might be having locational limitations and are not accessible to existing channels for distribution (Afrina et al., 2015). 
It can be defined that consumer buying behaviour is the emotional, physical, and mental activities that people involve in the process of purchasing, selecting, disposing, and using services and products to satisfy their desires and needs. It can be affected by different economic factors such as price of products, income expenditure, substitute goods, the price of complementary goods and the elasticity of demand. In addition, the consumer buying behaviour can be affected by cultural and social factors, psychological perception, learning, attitudes. It can affect the buying decisions of individuals but in addition to that it can determine what kind of product is the consumer going to buy (Chukwu et al., 2019). 
It has been found that direct emailing helps for the increase of revenue and expands companies’ loyal customer base by opening new channels for direct communication. Furthermore, email is widely used by most people, making it an extremely useful tool in that marketing sector. According to the findings of the study, email marketing is one the most effective method of delivering the information that would be of interest to the customers (Alfian et.al., 2019). 
The current report is examining the success of email marketing, by analysing the separation of consent emails from the spam emails. The permission-based email approach was found to be more effective than spam email in the sense of getting consumers to make purchases. Furthermore, consumers buying behaviour tends to favour advertisements that give them a financial advantage. In addition, the report is analysing how important is for marketers to take email advertising into account when creating campaigns which serve their clients as a catalyst when deciding for purchasing a particular product (Brewer and Sebby, 2021). 
Companies should aim to continue to simplify product information with the help of digital marketing technologies. Consumers worldwide are using the Internet to update their knowledge about the new products and the latest trends in the market with a click of a button. When it comes to navigating a website, most consumers are already familiar with the basics of doing so. An interesting finding is that students' opinions regarding digital marketing, particularly in the food business, have not received nearly as much study attention as customer attitudes toward products and services (Ali and Anwar, 2021).
The focus of consumers has been attracted significantly by the food industry in recent years and the trend is that it will remain an important part of it. People are reconsidering what is important for them in the context of the recent Covid – 19 pandemics. Having the option to purchase quality food products against cheaper substitutes could be a competitive advantage for some retailers. Different companies would choose a different approach in developing their marketing strategies and digital marketing is the perfect tool to attract the target customers to influence their buying behaviour. As a result, this tendency has evolved quickly and has influenced purchase decisions through internet data provided by companies and customers. A good example of that process is the data collected by the club cards offered by retailers which is helping them in determining which products should be advertised to certain groups of target customers. In this way retailers are creating a more personal experience for their loyal customers who can benefit from discounts made on certain food products in a specific period.
RACE Digital Marketing Model
The RACE digital marketing model was developed with idea to provide companies with simple structure for creating digital marketing communication plan. Furthermore, this digital marketing communication plan must help for overcoming the challenges related with engaging and reaching to the online audience to facilitate a prompt conversion towards offline or online sales of products or services. It is often believed that the RACE model is a digital marketing framework for planning, but according to Dave Chaffey, it was developed to help with the integration between traditional and digital marketing (Chaffey, 2022). 
[image: RACE Framework]
Source: (Oxfordcollegeofmarketing.com, 2022)

Reach
The focus of this stage is to build brand awareness about the services and products on offline media and other websites. The main goal is driving visits and building traffic to the main website of the company, their social media pages, or other microsites. This process aims to achieve maximum reach over a period by creating as many interactions as possible by using different owned, earned, or paid media touchpoints (Dilami et al., 2021).
Act
This stage is called act which is a short word for interact. Act is separated as a stage because the process of encouraging interactions in social media platforms and web pages for the purpose of generating leads is considered as a huge challenge for digital marketers. This is a process which aims to persuade the visitors of the site to go further and take the next action in their experience in reaching your social media page or website. In many situations it could be beneficial for the companies because in this way the visitors can find out more about the organization and its products or services (Dilami et al., 2021). 
Convert 
Convert is the stage where a conversion towards sale can be observed. The sale can occur offline or online. This is a process that involves the audience to take the most important next step and turn them into customers that are ready to pay the necessary amount for the product or service offered by the company (Melović et al., 2020).
Engage
The aim of this stage is to create a long-term engagement that develops a long-term relationship with the buyers that are purchasing a product or service for the first time. In this way the brand can build a base of loyal customers who will make repeat purchases by using communication channels such as company’s website, email, social media pages or even direct interactions to increase the lifetime value of their customers (Matarazzo et al., 2021). 
Advantages of the RACE model
The RACE model is very appropriate for companies that are planning their marketing campaigns by having a digital marketing approach. Furthermore, the model is applicable in situations where companies are inducting new products or services. It helps in the process of management of the digital activities by defining what is the customer life cycle. In addition, it is considered as one of the simplest models that can be used by companies to achieve their strategic marketing goals (Dilami et al., 2021).
Disadvantages of the RACE model
One disadvantage of the RACE model is that companies does not have enough knowledge at the beginning of the process what would be the impact of the implementation of the model on the result. It is necessary for an organization to have a very clear goal about what needs to be achieved with the implementation of the model. In situations where the organization is small the utility of the RACE model can have many challenges (Dilami et al., 2021).

7. Research Methodology
Research Philosophy
The design of the research is focusing on the identification of different approaches, frameworks and methods selected for the evaluation of the data that has been collected. The current report selected the quantitative approach which consists of data that has been quantified and will be used for the achievement of the end goals of the research. In order to develop effective research methodology, the current report will use the Saunders research onion. As it can be seen in Figure 1 below it is a model that divides the process of researching into different steps or decisions and begins from the outer layer of the onion. Each layer of the onion represents a decision point or a step that needs to be made to achieve high efficacy in the process of data collection and analysis (Saunders et al, 2009).  
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Figure 1: Source (Saunders et al, 2009)
As it can be seen from Figure 1 above, the research philosophy is the most outer layer of the research onion. It serves as a foundation of the research and consists of set of beliefs that are used for the development of the research design. Furthermore, it can be separated into realism, interpretivism, positivism and pragmatism. The current study will adopt positivism as a standpoint as it assists in the quantification of the data that has been collected and the conduction of an objective study. Furthermore, by choosing positivism the research will rely on knowledge that exists outside of its scope, it does not include personal viewpoints and it concentrates on one reality (Ryan, 2018). 
Research Approach
The research approach is defining the logical reasoning behind the study. It can be inductive and deductive. The inductive approach is being used in cases when the researcher needs to develop new theories at the end of the study based on his or her observations that were gathered in the process of the research (Azungah, 2018). Quite opposite, the deductive approach can be used in the development of hypothesis based on an already known theory with the purpose to test if that theory is valid in the given scenario. Furthermore, it can help in the validation between underlying relationship between the different variables (Holldobler and Schneeberger, 1990). The current report will demonstrate the implementation of the deductive approach which will help in the process of evaluation of the relationship between the consumer buying behaviour and digital marketing. 
Choices
In the process of analysis and collection of data the quantitative research is dealing with statistics and numbers. On the other hand, qualitative research is dealing with meanings and words. Both methods are very important, but at the same time they are helping to gain different types of knowledge.
The qualitative research method involves a naturalistic and interpretive approach to its subject topic. What this means is that the qualitative researchers are studying things that are in their normal settings, to interpret or attempting to make sense, phenomena regarding meanings that people bring to them (Braun and Clarke, 2006).    
It is a process of analysing, interpreting, and collecting data that is not numerical, for example text, photographs, audio recordings or video. Such type of data can be collected by using in-depth interviews or diary accounts. In addition, the collected data can be analysed by using thematic analysis or grounded theory (Denzin and Lincoln, 1994).  
The quantitative research method is focusing on the establishment of general rules of behaviour and phenomenon within different contexts/settings. Such research can be utilized for testing a theory and ideally reject it or support it (Black, 1999). 
The research process involves the objective analysis and collection of numerical data to predict, control or describe the variables that are of interest to the researcher. The objective of the quantitative research method is to test casual links between variables, simplify results to wider populations and create predictions (Black, 1999).
The current research will be conducted by using the quantitative research method. The data that will be collected is only quantitative and this has been done through the primary research.
Time horizons
The current study will concentrate on cross sectional research because the primary research is going to be conducted at one point in time and will be short term. A cross sectional research is a type of a research in which the researcher is focusing on the collection of data at a single point of time from many different individuals. In this way the researcher cannot influence the individuals but he or she can only observe the different variables (Adèr and Mellenbergh, 1999). 
Sampling Method
Sampling can be referred to as the process that is being utilized in statistical analysis where a predetermined number of observations is being provided to the researcher by a large group of people. Sampling can be divided into two main types, such as probability sampling and non-probability sampling. The probability sampling suggests a random selection of respondents which can allow the researcher to make strong statistical conclusions about the whole group of participants. On the other hand, non-probability sampling suggests that the selection of respondents is based on different criteria such as convenience which allows the researcher to collect data in an easy way (Berndt, 2020). 
The current research will choose a probability sampling approach which should be suitable for the objectives of the study. In addition, the probability sampling approach can be divided into four main types, such as systematic sampling, simple random sampling, cluster sampling and stratified sampling. The current research will be conducted by using the simple random sampling as it is the most appropriate method for the objectives of the research.
Sample Type
The current research will focus on distributing the questionnaire among people living in the London. The sample of respondents should include people between 16 and 55 years of age. It can be suggested that the people in this age group are the most suitable for the objectives of the research as they interact with the online digital platforms and at the same time are constantly purchasing food products. 
Sample Size
The current research will collect data with the questionnaire from 100 respondents. The number is sufficient for providing the necessary insights and achieve the goals of the study which is to find out how the consumer’s buying behaviour is affected by digital marketing.
Data Collection Method
The current study will collect the necessary data by using a survey questionnaire which means that the researcher will implement a primary data collection method. The survey questionnaire will be separated in two sections and will be close ended. The two sections will include questions related to the demography of the participants and questions related with the consumers buying behaviour and the digital marketing. The questions in the second section will include answers based on a 5-point scale which will include options ranging between strongly disagree and strongly agree. The responses that will be collected will be saved in Excel securely until the research achieves all the objectives that were set initially. The total number of questions will be 10.




Analysis
For the evaluation of the collected data the current research will use Statistical Package for Social Science (SPSS). Furthermore, the data that has been collected will be refined and after that the research will include descriptive statistics for the evaluation of the data sets. 

Quality 
The current study aims to deliver high level of validity and reliability of the data analysis. These are key aspects of the report. The sampling process begins with choosing the target group of participants in the survey which include consumers from the United Kingdom (UK). The next step in the process involves the choice of the sampling frame which for the purpose of this report will include consumers living in London. The third step is the decision about the sample size which in this case is 100 participants. In order to reduce the bias among the participants, they will be chosen by random sampling (Etikan and Bala, 2017).
Ethics
The current study is following strictly the regulations in the data protection act from 1998 to guarantee the privacy and the anonymity of the participants in the survey. In addition, the participants in the survey are not going to answer to personal questions and the data that has been collected will be confidential. Furthermore, each participant in the survey will be assigned with a code for an additional guarantee of their anonymity. The survey will also include a consent section to ensure that participants are participating voluntarily. 
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