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[bookmark: _Toc212302624]Chapter 1 – Introduction
Retail business operates in a highly competitive environment, and the marketing efforts affect the financial results of the retail business. Marketing expenses, such as online and offline advertising campaigns, promotions, price setting, and customer relationships management, affect the process of acquiring and retaining customers, which in turn, can have an impact on the turnover (Coombs, 2024).  The growth in digitalization of the market and the changes in consumer behaviour increased the importance of marketing tactics efficiency for the business performance in retail sector (Constantin and Blaga, 2023). 
[bookmark: _Toc212302625]Problem Statement
 The large set of marketing tactics available for the retail businesses are not always traceable in terms of the clear financial return. For the majority of retail businesses, especially for small and medium-sized enterprises, there are difficulties in determining the causal relationship between marketing and quantifiable financial return. Marketing is often executed without the precise understanding of the contribution of individual tactics to the revenue of the business (Bendapudi and Leone, 2002). The above-mentioned factor creates an opportunity for the analysis of the specific marketing tactics and their potential influence on the retail turnover.
[bookmark: _Toc212302626]Scope of Research
The research is going to be conducted in order to study the effectiveness of marketing tactics in the retail industry and assess the correlation between marketing and turnover. The research will be carried out by applying a case study approach and selected retail businesses to provide empirical evidence.
[bookmark: _Toc212302627]Research Aim
To investigate the relationship between selling tactics used by retail stores and the stores' turnover.
[bookmark: _Toc212302628]Research Objectives: 
· To identify the most frequent selling tactics used by retail stores.
· To measure the impact of the different approaches on turnover.
· To analyse the relationship between marketing budget and revenue.
· To find out how well digital marketing works to boost sales in stores.


[bookmark: _Toc212302629]Research Question 
Q1: Which selling tactics are the most used by retail stores?
Q2: What is the impact of the different selling tactics on turnover?
Q3: How do marketing spend and retail turnover relate?
Q4: What is the impact of digital marketing methods on store turnover?
[bookmark: _Toc212302630]Significance of the Study
Retailers and the house owners, marketers and legislators who have an interest in or need for empirical evidence of the effect of specific marketing practices on financial performance might find the results of this dissertation useful. Retailing could also be a reference for the allocation of resources and strategic planning of the retailing industry (Hanley and Leahy, 2008).
[bookmark: _Toc212302631]Structure of the Dissertation
 Dissertation is also structured as follows. The first chapter of the dissertation presents the research; the second chapter of the dissertation includes the literature review, while the third chapter focuses on the research methodology. Additionally, the fourth chapter of the dissertation gives a description and analysis of the data. So, the fifth chapter of the dissertation report the findings, and the last chapter of the dissertation is the conclusion and recommendation.
[bookmark: _Toc212302632]Chapter 2: Literature Review
Marketing methods are a vital component of the sales and performance of any business, as they help increase visibility, gain customers, and, as a result, boost financial results. The most popular theoretical frameworks that address the question of marketing strategies include the 4Ps (product, price, place, promotion), segmentation-targeting-positioning (STP), digital marketing, and customer behaviour (Kotler, 1991). Additionally, the previous studies on this topic have been done from various perspectives and with different methodologies, but most of them show the significant positive impact of marketing on financial growth and turnover
[bookmark: _Toc212302633]Theoretical Frameworks 
The 4Ps model is one of the most used and well-documented marketing theories in modern business. Proposed by Philip Kotler, the concept implies that any successful marketing strategy should include four distinct elements: product, price, place, and promotion (Singh, et. al., 2018). The framework directly links marketing strategy to customer value and competitive advantage and can therefore be directly applied to the question of how marketing affects shop visitors’ behaviour. For example, pricing changes (discounts, bundled pricing) are a part of the marketing mix, and have a direct influence on consumers’ purchasing decisions (Baines et al., 2017). 
Moreover, the STP framework, developed by Bernard as part of the 4Ps model, guides marketers on how to segment markets, target the most profitable segment(s), and position the product or service to fulfil the needs of the chosen target audience (Fedotova, 2020).  In the case of retail shops, understanding this marketing strategy may allow owners to tailor their marketing plans to the most promising segments of customers (depending on customer demographics, psychographics, etc. ), resulting in more efficient customer acquisition and conversion to sales. So, digital marketing models have also gained a lot of traction in practice and in recent marketing studies. For example, the RACE model (Reach, Act, Convert, Engage) was developed as a framework for companies to plan, implement, measure, and optimize digital marketing, and is particularly popular among retailers. Additionally, as shown by the data from Statista (2023), the spending on online advertising has been steadily increasing year over year, showing the importance of these strategies for the growth of retail turnover.
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Fig. 1 Conceptual Framework:  The Relationship Between Marketing Strategies and Retail Turnover
[bookmark: _Toc212302634]Marketing Strategies and Retail Turnover 
As noted above, many studies have confirmed a statistically significant positive correlation between certain marketing strategies and financial outcomes for retailers. For example, Mainali and Dhakal, (2021) showed that the SMEs who implemented a comprehensive digital marketing approach experienced the highest growth in turnover, specifically from social media and email marketing strategies. Moreover, Kumar, et. al., (2010) conclude that marketing strategies that were more focused on the customer (customer loyalty, retention, etc.) were more likely to lead to sustainable growth in revenue. In contrast, other methods were proven to be ineffective, or to have negative effects on turnover. Kienzler and Kowalkowski, (2017) demonstrated that promotion campaigns, although they can indeed boost sales, can also have a detrimental effect on long-term brand value or profitability if overused. This study also left some room for further research regarding which marketing elements cause sustainable increases in turnover.
[bookmark: _Toc212302635]Marketing Investment and Financial Impact 
Another topic of study is the relationship between the costs of marketing (budget) and the resulting changes in turnover. In their work, Hanssens and Pauwels (2016) have shown that the relationship between marketing spend, and revenue is not only statistically significant, but also differs for various industries and is directly contingent on how the marketing strategy is aligned with the business. In the case of retail shops, this means that an ineffective or non-targeted marketing budget can result in low or no returns and can cause losses, while a well-planned, targeted marketing strategy is likely to have maximum ROI. Moreover, digital marketing also offers ways to track performance in real time, making it possible to use these data to make decisions based on analytics rather than guesswork. Chen and Holsapple, (2013) have proven that a data-driven, analytics-based digital marketing approach resulted in higher effectiveness of advertising campaigns and better financial outcomes than traditional print or broadcast advertising.
[bookmark: _Toc212302636]Research Gaps 
The existing research on the impact of marketing on turnover is quite extensive, but still leaves some gaps, which the current research will be able to address. First of all, while the previous literature review established that the common marketing strategies do have a positive impact on revenue and profit, the prior research does not specifically address small or medium-sized retail shops, or physically present shops with no e-commerce (Maçada, et. al., 2012).  In addition, while there is a vast amount of literature on digital marketing, including several meta-analyses, the comparative effectiveness of online and offline (non-digital) marketing methods in specific retail contexts is less clear.

[bookmark: _Toc212302637]Summary of the Chapter 
Theories covered in this chapter including the 4Ps, STP and digital marketing were touched upon and will be built upon in the retail analysis. Previous research has found associations between marketing activity and businesses financial performance including turnover. However, although there has been research done on different strategies, which impact sales performance there is a lack of data around this within the context of small and medium retail and no understanding of the true return on investment on marketing activity and this discrepancy between channels. The outcome of the literature review has informed and supported the current research.
[bookmark: _Toc212302638]Chapter 3. Methodology
This section explains the study’s epistemology, paradigm, design, sampling approach, data collection method, ethics, and delimitations.
[bookmark: _Toc212302639]Research philosophy 
Interpretivism underpins the research’s philosophy. It analyses retail business owners’ experiences, activities, and marketing approaches in a range of situations (Avgousti, 2013).
[bookmark: _Toc212302640]Research Approach
The study employs induction as its research methodology. The study uses statistics and empirical evidence to understand the causes and effects of marketing strategies on financial performance.
[bookmark: _Toc212302641]Research Design and Strategy
The study employs qualitative research methodologies. Qualitative research is excellent for understanding contextually complex social and psychological aspects like retail marketing strategies, customer segmentation, and employee turnover rates. Also, the study’s research strategy is the case study. The case study can easily collect detailed information on marketing strategies used in real retail businesses (Kirongo and Odoyo, 2020).
[bookmark: _Toc212302642]Data collection 
The study collects both primary and secondary data. The most critical information will be gained from semi-structured interviews with store owners regarding their marketing strategies, budget, customer feedback, and sales. Reports and promotional records for the trading firms and financial year summaries will also be utilised to ascertain changes in turnover as part of the secondary data collection method.
[bookmark: _Toc212302643]Sampling technique 
The study uses purposive sampling. A non-probability selection method will identify research participants who meet the inclusion criteria. Purposive sampling is simple, flexible, and efficient in providing relevant responses and information (Etikan et al., 2016). The study will examine 3–5 independent sample stores within a specific region. Additionally, the researcher will contact the owners of the selected firms and then visit them to schedule appointments with available owners to get their permission and participation.
[bookmark: _Toc212302644]Data Analysis 
A thematic analysis of the participants’ responses will be conducted. The study will apply six-phase thematic analysis to record and code the data into useful research themes. Additionally, this qualitative data analysis is appropriate because of its simplicity, flexibility, and conformance with research data requirements (Kirongo and Odoyo, 2020).
[bookmark: _Toc212302645]Ethical Considerations 
Ethical approval will be required before data collection. Before beginning the research, the information sheet that describes the research objective, terms and conditions, anonymity, confidentiality, data protection, GDPR compliance, and right to withdraw from the study will be given to participants. For this research, the participant must sign the attached permission form. The data collected from the responses will be anonymised, and the owners, participants, and their businesses will be given pseudonyms. Per the GDPR and the University Ethics Policy, the data will be deleted after three years (Etikan et al., 2016). 
[bookmark: _Toc212302646]Limitations
The small sample size and the narrow geographical scope of the study may limit the generalisability of the research. The dependence on the participants’ narratives may have introduced subjectivity or bias into their accounts of marketing turnover. Also, the investigation verified results by using business data, such as turnover and promotional spending. Data analysis may be superficial since there wasn’t enough time to collect the data (Etikan et al., 2016). 

[bookmark: _Toc212302647]Timeframe / Timeline 
Below is the preferred timeframe to conduct and complete the study. It starts from when the proposal was written up to when the study will be submitted. The timeline was created to help me in managing time. During the writing of this dissertation, there will be the need to read literature on the chosen topic, writing, and the making of a presentation. As a result, my recommended timeframe of 8 months will best help to separate all these stages and help me put an adequate time to each. Also, the proposed Gantt chart will be showing the various tasks to be carried out in order and the period to be given for each activity. I incorporated some of the same activities such as making the process of getting ethical clearance, gathering data and data analysis to occur simultaneously (Kirongo and Odoyo, 2020). The timeframe is from October 2025 to May 2026. So, the completion time is as a result of the set deadline for the final dissertation as stated in the academic calendar.
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Research Timeline ( Create by the student, 2025). 
[bookmark: _Toc212302648]Conclusion 
The research proposal explores the correlation between marketing methods and turnover in retail shops using marketing mix, STP, and digital marketing models. It aims to identify commonalities, effectiveness, and the relationship between marketing investment and revenue. Also, the study highlights the importance of marketing strategy in driving consumer behaviour and revenue generation. Moreover, the qualitative research method includes semi-structured interviews and thematic analysis, providing insights from shop managers. So, the project aims to improve marketing investment and potentially increase turnover.
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