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Abstract
Advance in digital technologies, the ways an auto company can reach out to its customers, and build a strong brand image has also been transformed. In the cutthroothest of industries, the car marketing sector, digital marketing has become a vital part of any marketing campaign; it can help to make the car visible, reach the customer and boost sales. This dissertation examines the importance of digital marketing on brand awareness of UK automotive industry with focus on digital marketing strategies and consumer engagement and changing behaviour regarding digital marketing.
The research uses a quantitative study design approach with a questionnaire survey method online, involving respondents of automotive consumers in the United Kingdom, which was carried out as many 50 people. The data gathered were analyzed descriptively while correlation and regression were carried out to check the correlation between the digital marketing activities and brand awareness. The result suggests that digital marketing strategies are important factors that positively affect the automotive brand awareness, and help consumers to recognize and recall automotive brands. The results are also a testament to the fact that consumer engagement with digital content, such as social media, online ads, videos and websites is shown to have a positive effect on brand familiarity. Further, all the modern digital marketing activities such as personalized advertising, digital showroom, online car sales, electric car promotion, and AI in marketing have contributed to the awareness of consumers about the automotive brands.
The study reveals that digital marketing is an important channel that can contribute to car companies' branding and sustainable relationships with consumers. The results emphasize the need for a comprehensive digital marketing approach, combining various channels to increase brand awareness, enhance customer engagement, and gain a competitive edge in the changing landscape of the automotive market in the UK.
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[bookmark: _Toc240645370]Chapter 1: Introduction
[bookmark: _Toc235035713][bookmark: _Toc240645371]1.1 About Brand Awareness and Digital Marketing
Brand awareness is a measure of consumer recognition, identity and recall if a certain brand is part of a certain product category (Zulfikar, 2023). What consumers recall after they have heard or seen a brand name or advertisement, the logo seen on the product, or product features that represent the brand is called brand recognition (Khurram, Qadeer and Sheeraz, 2018). If they recall the brand without any prompting, it is called brand recall. Brand awareness has a crucial role to play at the point of sale for cars and car dealers in particular, as the vehicle buying process is typically long, time-consuming, and expensive, and it is common to compare two or more brands.
Digital marketing uses online platforms and digital technologies such as websites, social media, search engines, email, mobile apps, online ads, and video to market goods and reach customers. Digital marketing helps automakers introduce new car models, explain product features, and promote a car offer, explain a car finance choice, engage immediately with potential shoppers and more. Socials, internet reviews, online videos, search engine results and digital showrooms can all repeatedly introduce consumers to a brand, making it easier for them to identify and recall the brand regularly. Using digital marketing, the visibility, engagement, trust and reputation  of the brand can therefore be improved. Successful campaigns lead to further enhanced customer relationships by collecting comments, shares, enquiries and constant contact during the online purchase process of vehicles.
The UK car industry is a competitive one, and it has many well-established auto makers, luxury vehicle brands, car dealerships, online vehicle vendors and even electric vehicle manufacturers. The Internet is a growing source of car information for consumers, whose actions they then take before going in to see a dealership. People search the Internet for information about cars, check car prices, read customer reviews, watch test-drive videos, and review technical specifications before going to a dealership (Scherer, 2017). It's clear that digital channels are integral to the customer journey.
In recent times, digital marketing has become even more vital, with electric vehicle promotion, personalized advertising, artificial intelligence, internet purchasing and also virtual showrooms being among the recent developments (Athaide et al., 2024). So, UK automotive firms are forced to implement smart digital tactics to establish them as unique, stand out and increase brand awareness amid a rapidly evolving market landscape.
[bookmark: _Toc240645372]1.2 Problem Statement
The British automotive market is highly competitive and is undergoing a digitalization changing its business model as consumer behavior changes, as well as the growing environmental concerns surrounding EVs. Many consumers research online, engage in price comparisons, read reviews, check out car demos and look for information on various brands before buying a car (Dahiya, 2017). So an auto company's eye-catching and communicative social media posts, Web pages, use of search engines, email marketing, online advertising, video marketing and online showrooms help attract potential customers.
Even with this investment it is difficult to always determine whether the digital marketing efforts work well to enhance brand awareness. Companies offer lots of content online, and in the automotive industry a robust contest exists among many competing brands making it hard for one brand to be seen, remembered and ripe (Christensen et al., 2022). Unfocused or sporadic campaigns can create interest without building a strong brand awareness and recall.
Earlier studies have tended to investigate consumer behavior, social media involvement or intention to buy in the context of various industries. Little research has been conducted on the role that digital marketing can play in brand awareness in the UK automotive industry. Another new development is the personalized advertising and AI-based internet placing of vehicles, but that's something we'll have to look at more closely as well, then there's the electric vehicle promotion and online vehicle purchasing as they're all evolving and new attributes should be investigated (Guilherme, 2024). Hence, the present work understands how digital marketing impacts the brand awareness and what opportunities and challenges automakers face within the United Kingdom.
[bookmark: _Toc235035714][bookmark: _Toc240645373]1.3 Rationale of The Study
UK automotive industry is a competitive domain and customers are even more reliant on a digital platform to gather data prior to choosing/purchasing a car (Afandizadeh et al., 2023). Basically, customers often browse auto websites to learn about vehicles' features and prices, read online reviews from experts and customers, watch customer demonstrations and check social media of auto manufacturers. As a result, digital marketing has become a crucial communication channel for car manufacturers, automotive brands to get noticed online and to build brand awareness in the customer decision making journey.
This study is significant, because the purchase of vehicles is typically a much larger monetary investment than most consumer items, and the process isn't as quick as that of many other purchases. Consumers might do mathematical comparisons of a few vehicle manufacturers over a long interval of time before visiting the dealership or deciding on a car. Brands have to be present and prominent on multi-touchpoints in digital. Promoting their brands via social media channels, SEO, online ads, email marketing, video marketing and official websites are some of the strategies that can help automotive businesses improve brand recognition and brand recall (Qian, Sui and Wang, 2023).
The study is also timely as the UK car industry is undergoing major change with many going digital. With the rise of the e-vehicle, online vehicle sales and virtual showrooms, as well as artificial intelligence and personalized advertising and automated customer brands, new opportunities have emerged for brands to reach and interact with customers (Uwe Winkelhake, 2025). Digital channels can also be utilized to educate customers on the benefits of EVs, charging stations and range, “green” aspects.
The academic contribution of this research will be of benefit to the limited amount of research available on digital marketing and brand awareness specifically in the automotive market in the UK. Summarizing, the results can guide the efforts of automotive manufacturers, dealerships and marketers on the best digital methods to leverage for boosting consumer attention, engagement and brand visibility.
[bookmark: _Toc235035715][bookmark: _Toc240645374]1.4 Aim
This research aims to explore the role of digital marketing in the automotive industry for brand awareness in the UK.
[bookmark: _Toc235035716][bookmark: _Toc240645375]1.5 Objectives
The objectives of this research are:
1. To investigate the current digital marketing strategies implemented in the UK automotive industry.
2. To determine the potential opportunities and threats of the automotive industry implementing digital marketing.
3. To analyze the impact of digital marketing on brand awareness in the UK automotive industry.
[bookmark: _Toc235035717][bookmark: _Toc240645376]

1.6 Research Questions
The research questions of this study are:
1. What are the current digital marketing strategies implemented in the UK automotive industry?
2. What are the potential opportunities and threats of the automotive industry implementing digital marketing?
3. What is the impact of digital marketing on brand awareness in the UK automotive industry?
[bookmark: _Toc240645377]1.7 Research Hypotheses
Based on the research objectives, the following hypotheses are proposed:
H1: Digital marketing strategies have a significant positive impact on brand awareness in the UK automotive industry.
H2: Consumer engagement with automotive digital content, such as social media posts, online advertisements, videos, reviews and websites, has a significant positive relationship with brand recognition.
H3: Modern digital marketing practices, including personalized advertising, digital showrooms, online vehicle sales and electric vehicle promotion, significantly increase consumers’ awareness of automotive brands in the UK.
The corresponding null hypotheses state that no statistically significant relationships exist between these digital marketing activities and brand awareness. These hypotheses are consistent with the proposal’s focus on digital marketing strategies, emerging opportunities and their impact on brand awareness within the UK automotive industry.
[bookmark: _Toc240645378]1.8 summary of chapters

[bookmark: _Toc239888009][bookmark: _Toc239888207]Figure 1 Flow Chart of chapters
Chapter 1: Introduction
The primary aim of the chapter is to give an overview of the research topic, namely the effect of digital marketing on brand awareness in the UK automotive sector. It presents the background of the research, the problem statement, the rationale, the aim, objectives, research questions and hypotheses for the study.
Chapter 2: Literature Review
This chapter gives a critical review of the literature on digital marketing and brand awareness. It explores the essential digital marketing strategies and previous research results, research gaps, and theoretical models such as the Honeycomb Model, RACE Model, AIDA Model, and the Keller's Customer Based Brand Equity Model.
Chapter 3: Methodology
The chapter will discuss the methodology used in the study. It refers to the Research Philosophy, Approach, Research Design, Data Collection Method, Sampling Technique, Analysis of Data, Reliability and Validity in the Research and Ethical Considerations.
Chapter 4: Data Analysis and findings
This chapter portrays the results of the data collected. It contains demographic analysis of the respondents, digital marketing exposure, descriptive statistics, correlation analysis and hypothesis testing which will analyze the relationship between digital marketing and automotive brand awareness.
Chapter 5: Discussion
The findings are interpreted in this chapter, with a focus on the results' connection to previous studies and theory. It covers the role of digital marketing strategies on brand recognition, consumer engagement, and brand awareness in the UK automotive industry.
Chapter 6: Conclusion
In this final chapter, the main results of the research are summarized, conclusions from the research goals are drawn and recommendations are made to the automotive companies. In addition, it points out the constraints of the study, and recommends possible future research.
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[bookmark: _Toc240645379]CHAPTER 2: LITERATURE REVIEW
[bookmark: _Toc240645380]2.1 Introduction
A literature review is a critical assessment of the existing knowledge in relation to a research problem and a foundation for the theory and data analysis needed in the next stage of a research project. The literature presented in this chapter aims to outline the most recent publications and works on digital marketing and brand awareness and to focus on specific literature in the field focused on the automotive sector and new digital use. Discusses the nature of digital marketing, brand awareness, existing digital marketing strategies, opportunities and threats and the relationship between digital marketing and brand awareness. The chapter then examines the Honeycomb Model and compares it to the AIDA Model and finally, the research gap is identified.
[bookmark: _Toc240645381]2.2 Digital Marketing
Digital marketing is integral to present-day marketing due to the fact that digital platforms allow companies to interact with customers, organize information and track user feedback. The term digital marketing refers to recent literature defining it as the use of technology-based marketing tools to promote products and services through the digital and social media channels, including social media marketing, online advertising, engagement with content marketing, websites, search engine optimization (SEO), email marketing, and other activities (Dašić et al., 2023). Convergent communication vs. Digital marketing enhances the nature of marketing because more consumers can interact and create content, which is different from the traditional one-way communication that is used.
There have been in the recent times some evidences to prove that Digital Marketing is also becoming multi-channel. Search advertising, social media marketing, content marketing and email marketing are also key digital marketing strategies that Khasgiwala et al. (2024) suggest are important, and they find that there is a strong positive relationship between digital marketing and brand awareness. Likewise, Karen and Zai (2022) established that there was a significant relationship between internet based promoting and brand mindfulness with 273 digital media customers. The results indicate that digital marketing can contribute to the increased exposure of brands for consumers, but not all digital channels have the same effect.
However, digital technologies are also changing consumers' perception of the organization. Big data can help marketers understand consumers' behavior and focus digital marketing efforts more effectively. These are complemented by the ability to automate using AI, predict and personalize using AI (Hasan et al., 2025). In today's marketing landscape, therefore, digital marketing is increasingly a data-driven and personal form of communication rather than mass communication.
A relevant domain for explanation is the automotive (car) sector, as the user of motor vehicles is increasing obtaining information at digital sources during both the car information search and its evaluation. Digital and territorial factors play an important role in impacting consumers' relationship with automotive brands as proven by the research on automotive consumer behavior (Lopes et al., 2023). Digital marketing can thus be used by auto companies to send out information about the auto before a brand purchaser enters a dealership or purchases it.
[bookmark: _Toc240645382]2.3 Brand Awareness
Brand awareness is the ability of the customer to remember or identify a brand. Empirical studies over the last few years have maintained their activity assumptions about the role of awareness in the outcomes of digital communication. For instance, some studies such as the one conducted by Wibowo and Arrezqi (2023) investigated the effect of digital marketing on brand awareness, whereas the study by Khasgiwala, Agrawal and Chouhan (2024) found a positive relationship between digital marketing and brand awareness.
Brand awareness can be measured using recognition and recall approaches. Recognition is the ability to recognize a brand when a brand cue is used; recall refers to the ability to remember a brand without brand cues. This distinction is important in auto marketing because individuals can be confronted with a variety of auto brands competing on online marketing. If a consumer encounters the same manufacturer or model repeatedly, they might be able to remember the name, but if he cannot recall the brand when looking at the competition then the recognition may not become meaningful.
Few studies have been conducted to ascertain the significance of digital exposure, yet the experience does not seem to be consistent across different platforms. The Internet based media being investigated by Yantian et al. (2022) shows the importance of social media activity in the development of brand awareness. Similarly, Nguyen, Tran and Nguyen (2024) have found that factors influencing the brand awareness of marketing using TikTok consist of customer service, promotional activities, social video and marketing strategies. Zafira and Hartono (2023) concluded in their study that only some aspects of social-media marketing such as entertainment attractiveness and trendiness were able to affect the brand awareness, whereas the others (interactivity, customization and EWOM) did not have a significant impact. This indicates that digital communication alone might be a no enough response, indicating the sort and quality of the digital content is also essential.
[bookmark: _Toc240645383]2.4 Impact of Digital Marketing on Brand Awareness
The third research purpose examines how digital marketing is affecting Brand awareness. But a significant chunk of the empirical literature of recent years does report a positive relationship. Khasgiwala, Agrawal and Chouhan (2024) reported the positive relation between digital marketing & Brand Awareness is significant and also Karen and Zai (2022) provided significant relation exists between internet advertising and Brand awareness. Likewise, the study conducted by Ningrum, Megawati and Nurhayati (2023) indicated that good digital marketing strategies will contribute to good in terms of improving brand awareness.
Evidence from studies on social media is corroborative. Yantian et al., (2022) also show the importance of using digital communication via the Instagram platform in terms of brand awareness and of the factors influencing brand awareness according to TikTok marketing, Nguyen, Tran and Nguyen (2024). Also presented by Sharma, Agarwal and Aggarwal (2023) are the relations between different social-media marketing factors, brand awareness and brand image.
Many studies have, however, shown that the study of relationship needs to be done critically. The level of effectiveness of advertising was found to have a positive impact on brand awareness, social media marketing did not, and word of mouth did not (in their specific research setting). The differences between dimensions of social-media marketing has been found by Zafira and Hartono (2023) as well. These results indicate a need not to view digital marketing as a monolithic process. Awareness of a content (or presence or absence) and the different channels through which it is offered can vary according to target and context.
This link might be due to consumer engagement. Mustofa, Wartiningsih and Sinaga (2024) established that the digital marketers positively influenced the consumers' engagement, while Reyvina and Tjokrosaputro (2024) showed that the consumers' brand engagement positively influenced the relationship between social-media marketing and the brand outcomes. Digital engagement can therefore be a way of getting repeated exposure to be meaningful interaction.
Evidence pertaining to motor vehicles is relatively scarce. Lopes et al. (2023) explain the role of digital in the automotive products consumers' actions/behavior, and Jeremy and Tamburian (2026) analyses a case from the automotive sector regarding digital marketing communication and draw social media as a crucial channel in the creation of brand awareness among consumers. Recent works in the car industry also highlight digital engagement with the community in the automotive market (Tobing and Rufaidah, 2025). However, these studies fail to fully explore the impact of multiple digital marketing elements on automotive brand awareness, in the UK, as a whole.
[bookmark: _Toc234434920][bookmark: _Toc240645384]2.5 Research Objectives
The current digital marketing strategies implemented in the UK automotive industry
With the increasing trend of the growing number of consumers using online sources when looking for vehicles, digital marketing has become a way of life for the automotive industry. Popular methods are social media marketing, search marketing, display ads, emailing, video and corporate websites. Digital and social media have been found to have a positive effect on customer touch points and engagement in digital (Dwivedi et al., 2021) and social media (Niemand et al., 2020), respectively, and that various digital media platforms have different impacts on the automotive conversion funnel (Wong et al., 2020). 
Social media is significant as the brand allows auto firms to market vehicles, interact with buyers, as well as share branded content. According to Raji et al. (2020), advertising and marketing that are socially interactive, either through social media platforms or their contents boost the consumer-based brand equity of automobiles. Likewise, digital communication online can also be beneficial for vehicle information and to attract potential customers, and even though online communication may be less important compared to traditional communication in some phases of the purchase decision making process (Kaur and Sandhu, 2014). 
Business benefit rather in the integrating of more than one digital channel in automotive companies, rather than one platform. Omni-channel marketing, digital customer engagement and performance-focused campaigns are key strengths in the automotive industry, as highlighted by Schneider and Hoika (2023). Therefore, this research will be looking at the way that automotive brands in the UK are integrating social media, search, web pages and online advertising and the other digital components to enhance the interaction and visibility of the brand itself.  
The potential opportunities and threats of the automotive industry implementing digital marketing
Digital marketing offers automotive organizations the ability to instantly connect with consumers, tailor their message and connect with targeted market segments. Some of the critical outcomes mentioned by Dwivedi et al. (2021) with digital marketing are customer engagement, interactions and more visibility for the brand. Specifically, the research in the automotive field in recent years indicated that the use of digital content in education and consumer interaction through the internet can positively affect consumers' attitudes on electric vehicles (Noviany, Mulyana and Nidar, 2025). 
Moreover, social media can provide opportunities for automotive brands to enhance the link between brands and their consumers. Raji et al. (2020) observed a positive correlation between the social media advertising and promotion activities, and brand equity of automotive consumers. Similarly, Schneider and Hoika (2023) point towards digital customer engagement and channel optimization as elements that are also critical for today's automotive marketing. As a result of these studies, it is now better to infer digital marketing has a role to play in the short-term and long-term of developing a communication, and a brand. 
The digital marketing landscape, however, offers a host of risks as well. All online interactions aren't as equal as they are good. For instance, Raheli et al. (2020) observed an insignificant effect of social media interactive marketing on all the aspects of brand equity and consumer response. Moreover, companies handling the motor segment are struggling to identify the correct channels, and are challenged to track their performance along a complicated journey to purchase with customers (Niemand et al, 2020). As such, in order to be successful with digital marketing, one must approach marketing channels wisely, create valuable content and continually assess. 
The impact of digital marketing on brand awareness in the UK automotive industry
Digital marketing can help build brand awareness through brand exposures via Internet platforms, repeating messages and visual marketing. The study by Purwanto, Rusdiyanto and Kistiananingsih (2019) showed there was a positive correlation between SM marketing and brand awareness. Likewise, the amount of research performed on digital marketing, social media and influencers has revealed beneficial associations. In the same way, studies conducted in digital marketing, social media marketing and influencers have discovered beneficial relationships between digital communication and popularity of the brand (Sari, Firdaus and Irfansyah, 2024). 
They are, of course, backed up by data from vehicle studies. Raji et al (2020) concluded that social media advertising and promotions created by the firm can build automotive brand equity from consumers' standpoint. Niemand et al. (2020), on similar lines, show that there are different impacts of the usage of digital advertising channels for the different stages of the automotive conversion funnel. These results show that digital exposure can help to create awareness however the impact on this will be dependent on the mode and timing of exposure to the brand. 
Brand communication content and credibility can also be the determining factors for brand awareness. The results are based on a study of the communication strategy of an automotive brand that looks at the impact it can have over time on the creation of brand awareness and even legitimacy. Hence, this study will determine the relationship between the exposure of digital marketing to consumers and the automotive brands' recognition and recall in the UK market. 
[bookmark: _Toc240645385]2.6 Hypotheses
H1: Digital marketing has a positive impact on brand awareness in the automotive industry
Exposing consumers to information about the brand repeatedly, via social media, search engines, websites, online ads and digital content can raise brand awareness through digital marketing. One of the several advantages that companies can reap from digital and social media marketing is to increase brand awareness, according to Dwivedi et al. (2021). Likewise, in their research, Stojanovic, Andreu and Curras-Perez (2018) reported that the higher was the level of social media use, the higher showed up consumers' brand awareness. The results indicate that more digital marketing will enhance consumers' identification and memorization ability for brands. 
In the case of automobiles, this interaction can be especially important since the buying process for vehicles often takes a long time and consumers have a lot of different sources of information and touchpoints to get to the car they're interested in. According to Raji, Rashid & Ishak (2019), social media communication plays a role in the establishment of automotive brand equity which also involve the awareness to the brand. Thus, one would expect that the higher the exposure to digital marketing, the greater would be the automotive brands' awareness among the consumers in the United Kingdom. 
H2: Social media marketing has a positive impact on automotive brand awareness in the UK automotive industry.
Through social media, brands can convey information, ad and promotion messages directly to the consumers. Zeqiri and Koku (2025) established that social media marketing significantly has a positive effect on the brand awareness and brand engagement. Similarly, Cheung, Pires, Rosenberger (2020) show that some of the dimensions of social media marketing (i.e. interaction, entertainment, customization, trends and electronic word-of-mouth) plays a part into the consumer's brand knowledge. 
The relationship also receives support from the auto industry. Raji et al., (2020) concluded that the firm generated advertising and promotional content for social media platforms had a positive correlation with automotive consumers' brand equity. The authors also discovered that interactive marketing wasn't significant for each brand result, indicating that the effectiveness of social media relies on its type of content. So it is expected that social media marketing will be able to help positively towards gaining automotive brand awareness. 
H3: The use of multiple digital marketing channels has a positive impact on automotive brand awareness in the UK automotive industry.
Brands are now accessible on different online media instead of one marketing medium. The brands are experienced by consumers on various channels of the internet, not just on a single channel of marketing. Niemand et al. (2020) demonstrate that SEO, social, video, email and display have differing impacts during various phases of the automotive customer journey. They have found that paid digital channels may be even more impactful within the earlier stages of the conversion funnel when consumers are becoming aware and interested in auto brands. 
This backs up the larger argument presented by Dwivedi et al. (2021) around communication, engagement and brand awareness and how these can be improved through various digital channels for organizations. Cheung et al. (2020) also demonstrate that varying parts of social communication marketing can vary when it comes to engagement and brand awareness. It may therefore be suggested that alternative use of multiple complementing digital channels can generate a higher brand exposure than relying solely on any single channel, suggesting that Hypothesis 2 can be accepted. Thus, it can be suggested that Hypothesis 2 can be accepted, that being the use of multiple complementary digital channels can lead to higher brand exposure than utilizing a single digital channel. 
[bookmark: _Toc240645386]2.7 Research Gap
The following gaps reported in the literature are supportive for this study. The respondents as well as the findings show that there is a good level of interest and awareness in digital marketing and marketing information but majority of the empirical literature reported relates to consumer markets, rather than the UK automotive industry (Karen and Zai, 2022; Khasgiwala, Agrawal and Chouhan, 2024). Second, researchers have examined one digital platform and/or one element of consumers' social interaction with other players in the auto industry and not all of these together in one analysis.
Thirdly, the previous studies often dealt with purchase intention or with the behavior of consumers compared to the dimensions of the brand awareness – recognition and recall. Fourthly, the new technologies, such as artificial intelligence-powered personalization, digital showrooms and digital and virtual shopping for EVs are exploding in number, but not being analyzed together in a meaningful way to evaluate their contribution to the automotive brand awareness. Thirdly, as the digital behavior, and the market form varies across country, it is not possible to import evidence from markets outside the scope of the UK to UK ones.
Therefore, this dissertation aims to fill this gap from both perspectives of context and the empirical focus, specifically in the context of automotive in the UK, when considering the potential of digital marketing to raise brand awareness. It is also charged with today's reality, reflecting digital channels that are seen, and new practices in the developing automotive industry.
[bookmark: _Toc240645387]2.8 The Honeycomb Model
Honeycomb Model was established by Kietzmann et al. (2011) that has seven building blocks that explain the functioning of social media: Identity, Conversations, Sharing, Presence, Relationships, Reputation and Groups. These elements illustrate how people and organizations interact and communicate via social media (Kietzmann et al., 2011). The framework is useful for understanding the potential of digital interaction to drive consumer engagement and brand development, especially in relation to that.
[image: ]
[bookmark: _Toc239888208]Figure 2 Honeycomb Model (SEO, 2025)
Model could be used directly by the automotive industry. Identity is the way a brand like a manufacturers presents their brand names, logos, values and vehicle characteristics online. Chatting is made up of consumers commenting on posts, inquiring about vehicles or even chitchatting about cars, and Sharing is for pictures, videos, car reviews, and quite anything associated with vehicles. Social media communication can potentially create automotive brand equity and better surrounding relationship between the automotive brands and consumers as indicated from the automotive research (Raji, Mohd Rashid and Mohd Ishak, 2019). 
Presence is the visibility and activity of a brand on social media and Relationships are built over a period of time between consumers and the brand. Customer ratings/reviews, recommendations and eWOM are new ways to build reputation. It has been found that automotive consumers build up firm-generated social media product advertising and promotional content which influences brand equity among the automotive consumers (Raji et al., 2020). Lastly, Groups are communities of customers and fans who share information on specific brands, models or experiences involving vehicles.
Interactions and sharing can have an impact on consumers' awareness of automotive brands, so the model is highly relevant when it comes to brand awareness. In the study of MINI's Facebook page, it was concluded that consumers' response towards the automotive brand’s social network engagement influenced brand perception and behavioral outcomes (Hutter et al., 2013). Social Media Marketing elements like interaction, e-word-of-mouth, and entertainment and customization could additionally add to consumer-brand association and brand awareness (Cheung, Pires and Rosenberger, 2020). As such, Honeycomb illuminates one way that online interaction can better facilitate brand recognition and awareness.
[bookmark: _Toc240645388]2.8.1 Advantages of the Honeycomb Model
Honeycomb Model offers one such upside in structuring the understanding of the various interaction forms on social media. The seven elements enable organizations to look at user experiences as well as user implications for businesses, as explained by Kietzmann et al. (2011). This can be considered valuable to the car brands since social media communication does not all mean advertising: customers share information, comment, discuss products or interact with other customers as well.
It also has a particular focus on rapport and reputation. Consumers' brand equity in the automotive industry has shown to be positively affected by social media communication (Raji, Mohd Rashid and Mohd Ishak, 2019). Similarly, firm responsive advertising and promotional activities can have a positive impact on automotive consumers' responses and brand equity, as proven by Raji et al. (2020). Hence, it serves as an interesting theoretical lenses to consider the relation between social interaction, reputation and communication in increasing brand awareness for automobiles.
[bookmark: _Toc240645389]2.8.2 Disadvantages of the Honeycomb Model
The Honeycomb Model lacks the scope to address the broader digital marketing process, as it concentrates on social media. The original one was created specifically to explicate the working components of social media (Kietzmann et al., 2011). The framework therefore does not capture activities such as SEO, paid search, email marketing, website conversion, etc. and digital sales processes.
Social media can also have adverse effects that the original Honeycomb model doesn't explicitly capture. Baccarella et al. (2018) state that the negative effects of social media may also have adverse effects on aspects like reputation, communication and information exchange. For the automotive industry, this is particularly important because so much information may be spread negatively or misguiding via customer reviews, which have the potential to be seen by many online viewers.
One of the other challenges is that Honeycomb doesn't clearly show how customers make the journey from awareness to purchase. This is even more essential in the car retailing enterprise as acquiring a vehicle generally requires a series of periods of information search, evaluation, and interaction. However, to complement Honeycomb, a wider digital marketing model like the RACE model is recommended.
[bookmark: _Toc240645390]2.9 RACE Model
The RACE Model is a digital marketing planning framework based on four stages. These are Reach, Act, Convert and Engage (Smart Insights, 2026). Prior to Reach, a planning stage can be used to set objectives, strategies and performance indicators (Smart Insights, 2026). RACE takes an all-encompassing approach to digital marketing, unlike Honeycomb, which is based largely on the social media.
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[bookmark: _Toc239888011][bookmark: _Toc239888209]Figure 3 RACE Model (SlideEgg, 2026)
Reach
The goal of Reach is to increase the exposure and awareness of the brand among your potential customers. The Reach stage is to raise brand awareness and drive traffic to websites and social media (Smart Insights, 2026). Automotive firms in the UK can connect with customers via search advertising, social media ads, online videos, and display advertising to promote new car models.
In this particular phase brand awareness is even more important as potential customers have to first recognize or familiarize their self with an automotive brand prior to considering its products. Social media marketing is proven to have a positive impact on brand awareness and customer engagement (Zeqiri and Koku, 2025). Thus, Reach is directly related to the main aim of this research.
Act
Act today means getting consumers to engage with an auto brand, after they initially have encountered the brand. This stage sits between audience and conversion and it's always attributed to customer interaction being one of the key components of the digital journey (Smart Insights, 2026). Vehicle consumers can go to the manufacturer's website, compare the models, view vehicle demonstrations, download brochures or communicate with online materials.
To help in this process, social media can be used to promote interaction with the brand to gain deeper insight. Cheung, Pires and Rosenberger (2020) identified the features of social media marketing that can impact on consumer-brand engagement and brand knowledge, these found to be interaction, entertainment and electronic word-of-mouth. Thus, Act links initial brand awareness with greater customer engagement.
Convert
Convert meaning – to encourage the consumer to take a commercially valuable action once they have been interested in the brand. Within the customer lifecycle (Smart Insights, 2026), the RACE framework relates the use of digital interaction to conversion goals. In the car sector, this would be something such as asking for a quote, chatting with a dealership, arranging a car test drive or moving towards the acquisition of an automobile.
Digital channels can affect this as customers in the automotive industry can have several encounters with marketing communications before they make a purchase. Hutter et al (2013) identified that there was an impact on users' purchase intentions besides on brand awareness, after the interaction with the automotive brand on Facebook. Hence, the Convert stage is a good example of the advanced steps that digital marketing can go beyond awareness.
Engage
Engage is about keeping customers after they're converted (AKA after they sign up). Engage is the stage according to Smart Insights that focuses on building sustained relationships, loyalty and advocacy, instead of the end of the marketing process after the sale (Smart Insights, 2024). Personalized e-mail, communicating via social media, content for the customer after sales and online communities can help automobile businesses sustain connections.
This stage is also closely correlated with Honeycomb elements of Relationships, Reputation and Groups. Automotive companies can ask their current customers to share information, write reviews and talk back and forth to other customers. According to Raji et al. (2020), the social media content plays a crucial role in shaping consumers' reaction and brand equity in the automotive industry. These being the case, Engage can be used to help retain customers and continue brand awareness.
[bookmark: _Toc240645391]2.9.1 Advantages of the RACE Model
The RACE model offers a clear structure in the management of digital marketing which is divided into the following steps: Reach, Act, Convert and Engage (Smart Insights, 2026). This is useful in the automotive industry because there are typically multiple steps in the consumer's buying journey of a vehicle, such as online research and comparison and enquiry (Niemand et al., 2020).
Yet another benefit is the ability to avail multiple Digital Channels in the one Customer Journey with RACE. Before visiting a dealership website is a part of consumer's pre-dealership website experiences (Neslin, 2022). It also enables automotive manufacturers to monitor the performance of their website throughout various phases including Reach, Act, Convert and Engage.
[bookmark: _Toc240645392]2.9.2 Disadvantages of the RACE Model
One side-effect of the RACE model is that it could lead to the belief that the customer journey is more linear than it is. The car market and the consumers involved in cars exist in a multi-scenario context, and consumers will jump from one scenario to another, compare with multiple brands, and use various channels (both online and offline) to decide on what to purchase (Cui et al., 2022).
LSAT social interaction, online reputation/brand communities rates are less given to the model too. Important in terms of digital marketing is that communication from consumers about their experience, their review or their discussion of a brand can impact consumers' perceptions of the brand (Jahn and Kunz, 2013). Thus, a second framework in addition to RACE might be required to acquire a thorough understanding of the social media behavior.
[bookmark: _Toc240645393]2.10 Comparison of the Honeycomb and RACE Models
The two models acknowledge the significance of digital interaction and customer relationships – the Honeycomb and RACE. Both the Honeycomb model and the RACE picture are aware of the relevance of digital relationships and customer relationships. Both these motor templates are about customer interaction and relationship building, with one being a part of the other; Honeycomb lends the section of Conversation and Sharing and Relationships, RACE adds Act and Engage (as detailed by Kietzmann et al., 2011 and Smart Insights, 2026, respectively). Honeycomb's Identity and Presence can also help at the Reach stage of RACE, by helping to build the brand.
But the distinction is that the former is wide-ranging while the latter is more narrow. The emphasis of the Honeycomb Model is on social-media activities – Identity, Conversations, Sharing, Presence, Relationships, Reputation and Groups – (Kietzmann et al., 2011). RACE on the other hand is a more comprehensive digital customer journey from awareness to conversion and engagement (Smart Insights 2026). One additional feature in RACE is the Convert stage: This can be beneficial in the automotive marketing strategy as users may even book a test drive or request a quotation or reach out to the dealership (Niemand et al., 2020).
Thus, the two models go hand in hand. The authors in this compilation of contributions explain how this social media interaction facilitates potential awareness, reputation and relationship building with automotive brands and how this plays into the overall digital customer journey is explained by RACE. Both models supply a more robust design to examine connections between brand consciousness and digital marketing in the auto sector.
[bookmark: _Toc240645394]2.11 AIDA Model and Brand Awareness
The AIDA model is one of the four stages of the consumers' response – Attention, Interest, Desire and Action. The digital marketing model is relevant to understanding the process of capturing consumers attention, getting them to engage with a message then respond to it in a certain way. Hassan, Nadzim and Shiratuddin (2015) concluded that the application of AIDA is suitable for social media marketing because the use of digital content can gain the attention of consumers, get them interested in the product and make them willing to take further action. 
[image: AIDA model: Meaning, explanation and examples | Tasmanic®]
[bookmark: _Toc239888012][bookmark: _Toc239888210]Figure 4 AIDA Model (Son, 2025)
Attention
In the automotive industry, Attention is critical for the awareness of your brand. Automotive companies can appeal to consumers using social media ads, search advertising, social videos, social influencers and digital display ads. When known brand elements like logos, car designs and marketing comes into the picture, automotive brands can become more recognizable and memorable on repeat exposure. Furthermore, Hutter et al. (2013) claimed their results supported that consumers' brand awareness during their interactions with MINI's Facebook page served to build brand awareness directly, which indicates the potential of social media activities directly related to automotive brand awareness.


Interest
The Interest stage occurs when consumers become aware of an automotive brand, and they start looking for more information. By using digital channels, an interested prospect can visit a website, look at vehicle demos, read reviews on the site, review specs and compare models. Based on previous research, Chan, Chen and Leung (2023) recommend that the visual features of social media contents can affect consumers' interest, desire and behavioral reactions. Previous studies have found that the visual features of social media content may affect consumers' interest, desire, and behavioral reactions (Chan, Chen & Leung, 2023). Hence, digital marketing holds potential of converting first impression of the brand into second impression in the form of enticing and informative information about vehicles.
Desire
Digital marketing can help convey the ergonomics, technology, security, sustainability and performance of a product at the Desire stage and reinforce the buyer's interest in a brand of vehicles. Social media’s use can also help to reinforce consumer-brand association and brand value. With regards to consumer-based brand equity, Raji et al. (2020) determine that social-media advertising and promotion by the firm assist to create it. This means that with digital communication, consumers can be taken from mere awareness to increased attitudes and preferences.
Action
Lastly, Action involves consumers taking a desired step, like visiting a dealership website or requesting more information, scheduling a test drive, or actively trying to purchase a car. The major significance of the AIDA model in this research is in the context of consumers' brand awareness, which is considered as the initial stage in the process because consumers won't show interest, desire or act on a car brand they were not aware of initially – nor noticed or recognized. Hence, digital marketing can help to communicate and raise awareness about the brand within the ‘Attention' stage and also shepherd the consumer towards deeper engagement and behavior.
[bookmark: _Toc240645395]2.12 Keller’s Customer-Based Brand Equity Model
The following model by Keller is used to explain how consumer knowledge, brand perception and experiences influence the creation of strong brand equity – Keller's Customer Based brand equity model (CBBE). The model proposes four sequential steps involved in the formation of brand equity: brand identity, brand meaning, brand responses, and brand relationships. These stages are barriers that consumer pass through when he/she come into awareness of brand and then move into high level psychologic connections and loyalty towards brand (Keller, 1993).
The initial step in the model is the brand identity founded on brand salience. Brand salience is about consumers' recognition and memory of a brand under varying purchase contexts. It serves as the backbone of customer-based brand equity as this requires consumers to discover a brand, to make associations, evaluations, and relationships with it (Keller, 1993).
[image: Keller's Brand Equity Model — What It Is & How to Use It | by Keaton Hawker  | Medium]
[bookmark: _Toc239888013][bookmark: _Toc239888211]Figure 5 Keller’s Customer-Based Brand Equity Model (Hawker, 2019)
Brand Identity: Building Brand Salience and Awareness
Brand identity is the brand's ability to make a presence in consumers' minds. According to CBBE model, Keller, brand salience is defined as the consumer's ability to notice and recall the brand. As a consumer gets used to a vast mix of other competing automotive brands within the UK automotive industry, it becomes even more crucial to develop brand salience.
There are several ways digital marketing channels can help the automotive brands increase their brand awareness, such as social media, a company's website, online ads, search engines, online videos, and automotive review platforms. Consumers involved with the brand on these mediums are more likely to recall the brand and make it a part of their consideration set during the vehicle search and comparison process.
Brand salience is primarily related to brand recognition and brand recall in the automotive field. Brand recognition happens when a patron can recognize a brand via seeing a name, brand logo, vehicle look or after hearing an advertisement. Conversely, when consumers are memory a brand, they are recalling it when they think about a specific product grouping or purchasing need, it is known as brand recall. Imagine how digital marketing can support you in building top of mind and extending recall; increasing awareness about your automotive brands on a variety of online platforms.
Brand Meaning: Developing Brand Associations and Perceptions
The second part of Keller's CBBE model is brand meaning; how people interpret and evaluate a brand based on its performance qualities and imagery. (Keller, 1993). Once consumers are aware of an auto maker, he or she has perceptions of product quality, reliability, innovation, design, sustainability and brand image.
Digital channels have a key influence on these perceptions, since they are becoming a major source of information for consumers looking into an automobile brand on which one to base their decision to purchase. Wheeled vehicle manufacturers can build good brand rapport and inspire new car buyers with its distinctive brand values using consistent digital communication.
Brand Responses: Consumer Judgments and Feelings Towards Brands
Keller's third step of his CBBE model examines the brand responses from consumers – their judgements and feelings about a brand (Keller, 1993). After consumers become aware and make connections with an auto brand, they can make judgements about the brand's credibility, both quality and superiority, as well as fit their own needs.
Digital marketing can sway these reactions if they can get brand information that is informative and interesting. Positive experiences on social media, digital advertisements, customer feedback, and interactive social media campaigns can have a positive impact on consumer trust and attitudes towards automotive brands.
2.12.4 Brand Relationships: Building Consumer Loyalty and Engagement
The final stage of Keller’s CBBE model is brand relationships, which represents the strongest level of customer-based brand equity. At this stage, consumers develop deeper connections with a brand, including loyalty, attachment, and active engagement (Keller, 1993).
In the automotive industry, strong brand relationships can be developed through continuous digital interaction, personalised communication, online communities, and social media engagement. These digital activities allow automotive brands to maintain long-term relationships with consumers beyond the initial vehicle purchase.
The importance of brand awareness and familiarity in developing customer-based brand equity has been emphasised by Coudounaris (2024). Similarly, Nguyen, Le and Trinh (2026) revealed that social media marketing can enhance brand engagement and contribute to consumer-based brand equity in the automotive industry. Therefore, digital marketing can support all four stages of Keller’s CBBE model by improving brand recognition, strengthening consumer perceptions, influencing brand evaluations, and developing long-term consumer relationships.


[bookmark: _Toc240645396]CHAPTER 3: METHODOLOGY
[bookmark: _Toc240645397]3.1 Introduction
This chapter elaborates on the methodology used to examine the effect of digital marketing on the brand awareness of the UK automotive industry. The methodology chosen was such that the research objectives and hypotheses could be explored within the scope of the research by using empirical evidence. The study uses a quantitative research design and the research onion to determine the research philosophy, approach, methodological choice, research strategy and research time horizon. This can be used when variables can be "operationalized" and "measured" using structured data collection and analysis processes (Ghanad, 2023). The chapter thus elaborates on the positivism, deductive, single-method quantitative approach, survey strategy, cross sectional design, sampling, the data collection process, data analysis, reliability and validity, and ethical considerations.
[bookmark: _Toc240645398]3.2 Research Onion
The approach of the Research Onion is a systematic approach to decision making of the different layers of the research design. The present study adopted five main methodological decisions that are positivism as research philosophy, deductive as research approach, mono-method quantitative as research methodological choice, survey as research strategy and cross sectional time horizon. These decisions are appropriate for a quantitative investigation and for testing hypotheses. These layers are also labeled as the main methodological decisions in the methodology presentation provided for the study. 
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Figure 5 The Research Onion (Saunders, 2019)

[bookmark: _Toc240645399]3.2.1 Research Philosophy: Positivism
The research in the study has positivist research philosophy. Positivism is interested in acquiring knowledge based on empirical data which can be observed and measured, especially when research questions are examined based on structured empirical data. The quantitative approach is often characterized by a focus on measurement, numerical data, and the analysis of patterns or relationships based on numerical evidence (Ghanad, 2023). Therefore, positivism is suitable for this type of research because this research is carried out to find out whether there is a relationship between the activities of digital marketing and automotive brand awareness that can be measured by the reactions of consumers. The philosophy also allows the hypotheses that were formulated from the literature review to be tested, not just interpreted on a subjective basis, which would otherwise be considered as an advantage. While quantitative research is usually considered objective, it is still important for researchers to be mindful of methodological choices and how these can impact the research process (Jamieson, Govaart and Pownall, 2023). Therefore, positivism is a suitable philosophy for conducting quantitative research in the current research.
[bookmark: _Toc240645400]3.2.2 Research Approach: Deductive
The deductive research approach is used. Deductive starts with known facts, theory or concepts and the hypotheses are then tested with empirical evidence. This approach is suitable to the current study as outlined in Chapter 2, as the relationships between digital marketing, social media activity and consumer engagement and brand awareness were identified, leading to the development of the research hypotheses. The questionnaire was then constructed to get measurable answers for those hypotheses. A deductive process of reviewing literature, generating hypotheses, gathering data and evaluating them in the empirical study is used in the linking of Chapter 2 and the primary research. This is done in line with the scientific method in quantitative research where hypotheses may be tested using the numerical evidence that has been collected in a systematic manner (Ghanad, 2023). 
[bookmark: _Toc240645401]3.2.3 Mono-Method Quantitative Research
The study is mono-method quantitative which uses only one quantitative method to collect and analyses numerical data only. This method is suitable as the study aims to quantify the exposure of consumers to digital marketing and their automotive brand awareness opinion via structured questions. Quantitative research method brings systematic and comparable evidence and is appropriate for research questions that include measurable variables and hypothesis testing (Ghanad, 2023).
Advantages
One of the chief benefits of the mono-method (quantitative) approach is its standardization. The same questionnaire and response categories are used for all respondents, thus making it possible to compare and contrast the responses. It is also time and cost effective, in that a structured questionnaire could obtain information from a number of people in a relatively short time. In addition, quantitative data can be displayed and analyzed in a systematic way with frequency, percentage and graph. The survey-based quantitative research approach, hence, can be a cost-effective and efficient way to gather structured information from a specific sample (Zimba and Gasparyan, 2023).
Disadvantages
Although it has these benefits, the mono-method quantitative approach has some drawbacks. Closed questions give respondents limited answers, which may not allow them to give in-depth explanations of experiences, opinions/perceptions. As a result, quantitative research might lack context to a greater degree than qualitative research. Another constraint is that answers may not adequately express participants' perspectives, leading to a risk of response bias. Furthermore, the wording and the design of the questions in the survey may affect participants' answers. The current study shows that the wording of the Likert-type items also has an impact on respondents' responses (Zeng, Jeon and Wen, 2024). However, the mono-method quantitative method is suitable for this study because this study is not conducted to get in-depth stories about a particular car brand, but to get the patterns and the relationship between digital marketing and car brand awareness.
[bookmark: _Toc240645402]3.2.4 Research Strategy: Survey
The survey method was chosen as it allows the researcher to gather standardized data from a specific group of participants on a structured questionnaire. Survey research can be used for descriptive and explanatory investigations and can be done electronically, thus having been made practicable when respondents are geographically spread out (Zimba and Gasparyan, 2023). The approach suits this dissertation as the same questions are used to measure the respondents' perception of the digital marketing and automotive brand awareness. The online survey administration can also be used to reduce time and resources in face-to-face data collection. The survey method is thus a practical link between philosophy, deductive approach and quantitative methodology used in the study.
[bookmark: _Toc240645403]3.2.5 Time Horizon: Cross-Sectional
The research has a cross sectional time scale, whereby data were gathered only during one research time period, rather than over an extended period from the same participants. A cross sectional approach is suitable, as the study aims to investigate the consumers' perception towards digital marketing and brand awareness in the context of automotive industry in UK. It cannot measure changes in perceptions over multiple time periods as would be done in a longitudinal study. This design was appropriate for the limited time and resources available for the dissertation, and serves as an illustration of consumer reactions throughout the data-collection period.
[bookmark: _Toc240645404]3.3 Data Collection, Data Analysis Technique and Procedures
Sampling is the process of selecting smaller number of individuals from a large population for the purpose of research. The choice of sampling is crucial due to its impact on the validity, generalisability and credibility of the research outcome (Al-Hassan et al., 2024).
[bookmark: _Toc240645405]3.3.1  Sample Size and Type
In this study, the entire group of consumers related to the automotive market in the UK is the target population. Based on the research purposes, a non-probability sampling technique called convenient sampling is used to collect data from the participants who are easy to access and whom are relevant to research purposes. A total of 50 respondents were taken, determined during the research proposal stage.
Demographic details of the sample are: young consumers ages 18-50 representing potential automotive consumers with varying levels of purchasing experience and digital engagement. From a geographical point of view, the study centers on consumers within the United Kingdom, so that the voice of the internet users is matched to the automobiles market in the UK. It is this sampling method that will enable us to study consumers' perceptions of digital marketing and how this affects automotive brand equity.


Sampling Method
Convenience Sampling
Convenience sampling, a non-probability sampling method, is used for the study as it selects participants who are easily accessible and willing to participate. The choice of this method was made due to the practical limitations of time, access to participants and resources of the research, which was a small-scale dissertation. Convenience sampling is a method used to gather responses from the target population, without needing to have a comprehensive sampling frame. Some methodological literature from more recent times has acknowledged that non-probability sampling techniques can be used when access is denied, but that they need to be recognized as affecting generalisability (Al-Hassan et al., 2024).
Advantages of Convenience Sampling: Convenience sampling has the benefits of easy operation, low cost and time efficiency. The method is suitable for an online questionnaire, because participants which can be easily reached can be recruited relatively quickly. It also saves resources needed for the identification and contact of a probability-based sample. Convenience sampling, for a small-scale academic study with limited time and resources, is thus a practical choice for getting the necessary number of samples within the time limit of the study. Furthermore, the method can be adapted to be used online with surveys distributed to participants via online platforms, which allows for more voluntary participation.
Disadvantages of Convenience Sampling: Although it has these benefits, there are some major drawbacks to using convenience sampling, such as selection bias and a lack of representativeness. As participants are not drawn randomly, those who are more available and/or more willing to participate may be over-represented and other groups of the wider UK automotive consumer population may be under-represented. As such, the results may not be applicable to the general population of a target group. Few conclusions should be drawn from results from a convenience sample and should not be extrapolated beyond the sample without due consideration of the limitations of the sampling (Stratton, 2024). However, convenience sampling was deemed suitable for this study, due to its ability to offer a viable method to collect the number of responses needed with practical limitations of the dissertation.
[bookmark: _Toc240645406]3.3.2 Data Collection Method
A structured online questionnaire was used based on Google Forms to collect primary data. The questionnaire was circulated electronically via appropriate online platforms like social media and email for reaching the targeted questionnaires with the respondents effectively. The questionnaire included 9 questions related to the various aspects of consumer perceptions, digital marketing and automotive brand equity. The time to complete the questionnaire was the expected time as mentioned in the research proposal was about 5-10 minutes. Online questionnaires are suitable for survey-based research, which allows for the collection of data from a geographically spread-out sample of participants, in a convenient and efficient way (Toy and Daly Guris, 2023). 
Closed-Ended Questions
Most of the questions were closed type questions such as multiple choice and rating scale questions. Closed questions were chosen as they give a limited range of answers and answer data can be coded and then analyzed quantitatively. Multiple-choice questions give respondents a range of pre-determined choices to choose from and rating-scale questions provide a scale for the respondent to express how much they agree or perceive a statement. The methodological literature in recent years provides a description of questionnaires and rating scales as instruments with a close relationship that should be considered appropriately in terms of measurement, validity and reliability (Landaluce-Calvo, 2024). 
Likert-type rating scales can be a useful tool to assess attitudes and perceptions, as they provide an opportunity for the respondent to show varying degrees of agreement, rather than just a yes/no answer. They are popular in survey research in social science due to their ease of completion by respondents (Rokeman, 2024). But, the important thing is to use carefully worded questions since the wording of questions can impact on response pattern (Zeng, Jeon and Wen, 2024). Hence, the questions were clearly and directly formulated to the research variables.
Themes Influencing the Survey Questions
The themes identified from literature review and the research objectives were used to formulate the questions for the questionnaire. The first theme was Digital Marketing Strategies such as Social Media, Websites, Search Engines, Online Advertising, E-mail Marketing and Video Marketing.
The second theme was social media marketing, exposure of consumers to automotive content and interaction with automotive brands via social media. The third theme focused on the digital marketing channels, as this study was interested in whether or not multiple digital marketing channels led to brand awareness.
The fourth theme and central focus was Brand Awareness which was broken down into Brand Recognition and Brand Recall. Chapter 2 has confirmed that the concept of brand awareness is related to consumer's recognition and recall of the brand. Finally, the emerging digital marketing practices in the automotive industry were discussed, such as personalized advertising, artificial intelligence, online sales, digital showroom and digital advertising of electric vehicles. 
Alignment of the Questionnaire with the Research Objectives
The questionnaire was prepared to focus on the desired research objectives and hypothesized. The objective of digital marketing strategies was covered by asking questions about respondents' exposure to various digital channels. Questions related to consumer perception of digital marketing focused on opportunities and challenges of digital marketing. Last but not least, questions focused on recognition, recall and exposure to digital marketing yielded evidence relevant to the objective that focused on the effect of digital marketing on brand awareness.
This alignment is crucial as the quality of a questionnaire will hinge not just on the wording of the questions within the instrument, but also on whether its questions measure concepts closely related to the research objectives (Ranganathan and Caduff, 2023). 
[bookmark: _Toc240645407]3.3.3 Analysis of Data
The quantitive data gathered from the questionnaires was arranged and analyzed in line with the research proposal using MS. EXCEL. The data was first analyzed and arranged based on the question items of the questionnaire. The answers of the closed-ended questions were categorized and summarized by frequencies and percentages. The distribution of responses was presented clearly using tables and graphical presentations, such as bar charts and pie charts. These descriptive techniques work well for small quantitative survey samples when describing the characteristics and response patterns of the sample.
The study examined various patterns in exposure to digital marketing channels and attitudes towards automotive brand awareness. Responses with social media, website, online advertising, search engine and video and other digital channels were compared descriptively with responses about brand recognition and recall. The results were then analyzed in the light of the research questions and hypotheses. Therefore, the analysis gives empirical evidence to evaluate the consistence of the observed response patterns with the hypothesized relationships between digital marketing and automotive brand awareness.
[bookmark: _Toc240645408]3.4 Reliability of the Data
Reliability is the consistency of a measurement instrument, and the degree to which it yields consistent measurements. The questionnaire was standardized to ensure that each respondent was given the same questions and answer options. This standard facilitates data reliability as variation in responses is not likely to be due to variations in the administering of questionnaires. Recent methodological studies highlighted the importance to take into consideration reliability in combination with the design and the intended use of the survey instrument (Cui, Harshman and Komperda, 2024). 
The questionnaire was also organized through well defined research themes and had uniform response formats. But the reliability needs to be read in the light of the sample size being relatively small and the use of convenience sampling.
[bookmark: _Toc240645409]3.5 Validity of the Data
Validity is the issue of whether the measurement of a concept done in the research is suitable to measure the concepts that it is supposed to measure. Content validity was corroborated by the development of the questionnaire based on literature, research objectives and research hypotheses. The questions were specific to digital marketing and brand awareness and not related to other consumer attributes.
The validity of the questionnaire is dependent on the instrument being developed, used and validated properly (Ranganathan, Caduff and Frampton, 2024). The match of the research objectives with the questionnaire thus increases the content validity of the questionnaire. However, the findings of this study should be taken with a grain of salt due to the small convenience sample obtained, and should be understood within the context of the responses of the sample.
[bookmark: _Toc240645410]3.6 Research Ethics
Ethical principles, such as, were taken into consideration during data collection. No pressure was placed on anyone to participate and participants were told enough about the purpose of the research before filling out the questionnaire. The participants had no obligation to provide superfluous identifying data and the data were treated as confidential and handled for academic purposes only. The research also honored the rights of the participants including their right to decide and their right to stop/withdraw from the research.
Ethical issues are especially pertinent in online research due to the unique challenges of electronic recruitment and data collection that involve consent and privacy and confidentiality (Harris et al., 2024). Therefore, informing the participants about the study before they participate in the study was necessary to use an online questionnaire. All of these procedures comply with the ethical guidelines set out in the research proposal, such as informed participation, anonymity, confidentiality and responsible use of data collected. 


[bookmark: _Toc240645411]CHAPTER 4: DATA ANALYSIS AND FINDINGS
[bookmark: _Toc240645412]4.1 Introduction
The findings of the study have been presented and analyzed in this chapter, viewing how digital marketing affects brand awareness in the automotive industry within the UK. The aim of this chapter is to analyze the gathered data in the survey and develop and present empirical evidence that could help answer the research questions and test the hypotheses generated.
The methodology discussed in chapter 3 was observed and quantitative techniques were applied on the collected data. First, descriptive analysis was carried out to gain insight into the demographic characteristics of the participants and their perceptions about the digital marketing activities as well as automotive brand awareness. After that, correlation analysis was carried out to analyze the relationship between various factors of digital marketing and brand awareness. Lastly, regression analysis was actually generally used to examine the predictive effect of digital marketing strategies and consumer engagement on brand awareness and the modern practices of digital marketing on consumer engagement and brand awareness.
The results revealed in this chapter clearly demonstrate the role of activities of digital marketing for increasing the recognition and recall of automotive brands with consumers. The findings also form a basis for the discussion that is presented in the subsequent chapter.
[bookmark: _Toc240645413]4.2 Respondent Demographic Profile
A demographic profile of persons who responded gives an overview of characteristics regarding the persons involved in the study. This section displays the distribution of the respondents by age groups, gender, and Occupation being at present employed. It is important to know about the sample's demographics as the behavior of consumers may differ based on their characteristics with regard to their interactions with digital marketing platforms. A total of 50 respondents participated in the survey, with demographic results analyzed in terms of each frequency and percentage.
[bookmark: _Toc240645414]4.2.1 Age Distribution of Respondents

[bookmark: _Toc239888014][bookmark: _Toc239888212]Figure 6 Age Distribution of Respondents
As can be seen from the age distribution graphical presentation, the age group that showed the highest was 25-34 age group having 54% (n=27) of the total number of respondents. The second most age group is the age determined between the 35- and 45 years which made up 26% (n=13). The youngest age group (18-24 years) accounted for 16% of respondents (n=8), and the group with the lowest percentage of 4% (n=2) were the 45-50 year olds.
In summary, the sample was largely from respondents aged 25 to 44, suggesting that the study was able to capture the opinions of an active user base of mature consumers who are likely to be involved in automotive information search behaviors and digital marketing interactions.
[bookmark: _Toc240645415]4.2.2 Gender Distribution of Respondents

[bookmark: _Toc239888015][bookmark: _Toc239888213]Figure 7 Gender Distribution of Respondents
From the gender distribution, males (68%) had a higher number of respondents than the females (32%). The findings suggest that the survey was carried out amongst both sexes and that there are more males than females participating.
[bookmark: _Toc240645416]4.2.3 Occupational Profile of Respondents

[bookmark: _Toc239888016][bookmark: _Toc239888214]Figure 8 Occupational Distribution of Respondents
The students were represented by the largest group (50%, n=25) of respondents as presented in the occupational profile. Employment status was next, with 34% or n = 17 being employed individuals. 10 per cent (n=5) of the participants were self-employed, and 4 per cent (n=2) were unemployed. Only one child (n=1) chose the category of "Other.
The results suggest the survey had a primary sample of Students and Employed people who are likely to use digital platforms for information searching, online reviews and content about the brands.
[bookmark: _Toc240645417]4.2.4 Summary of Respondent Demographics
As shown by the demographic analysis, the survey respondents were a mix of 50 individuals across different age groups, gender backgrounds and occupational groups. The age group which included mostly people aged 25-34 showed the highest percentage of the respondents, males made up the bulk of respondents, and mostly students was taken up in the current occupation. This demographical makeup puts an excellent groundwork for studying consumer's perception of Digital Marketing and their brand awareness of the Auto Industries.
[bookmark: _Toc240645418]4.3 Analysis of Digital Marketing Exposure in the Automotive Industry
[bookmark: _Toc240645419]4.3.1 Frequency of Exposure to Automotive Digital Marketing Content

[bookmark: _Toc239888017][bookmark: _Toc239888215]Figure 9 Frequency of Exposure to Automotive Digital Marketing Content
The findings reveal that there is a high level of awareness among respondents in the automotive digital marketing content. Concerning the use of automotive digital marketing content, the majority of participants indicated that they sometimes use it, totaling 52% (n=26) of the participants. At the same time, 30% (n=15) indicated they're seeing the content of automotive digital marketing often, while 12% (n=6) said they're seeing it very frequently.
3% (6%) of respondents said that, “I rarely see automotive digital marketing content,” and 0% (or “never”) selected this answer. So, 94% of respondents do come across automotive digital marketing content at least once a week – almost everyone is on a regular basis exposed to digital marketing as a communication technique used by automotive brands.
[bookmark: _Toc240645420]4.3.2 Digital Channels Used for Automotive Information Search
The questionnaire queried the respondents as follows: What digital channels have you used or seen when trying to find information about the automotive brand?
Respondents were able to mark multiple boxes and the frequency will be the number of respondents that selected that channel.

[bookmark: _Toc239888018][bookmark: _Toc239888216]Figure 10 Digital Channels Used by Consumers for Automotive Information Search
The data shown that the most frequently used digital medium was social media, with 78% (n=39) of the respondents indicating it as their choice. The figure shows that social network sites are a significant avenue for automotive brand visibility for consumers.
YouTube/online videos came in as the 2nd most popular channel with 48% (n=24) of the respondents indicated they used it. This indicates that there is a strong impact of visual digital information contribution for automotive information searching especially for automotive demonstration, automotive review, and automotive promotional purposes.
28% (n=14) reported using a search engine and 24% (n=12) reported exposure to online advertising. These insights also reveal that consumers are not only using online information to help them learn about their car options, but they are actively searching for it and investing in paid digital ads.
16% of responses were from automotive brand websites, and 10% (n=5) of respondents indicated that they use online customer reviews. While these channels are not more commonly chosen, they too help consumers get the detailed information they need and learn their opinions about automotive brands.
[bookmark: _Toc240645421]4.3.3 Summary of Digital Marketing Exposure Findings
Based on the descriptive analysis, it is obvious that respondents have seen a lot of automotive digital marketing programs. Social media hit the top of the list of channels used, followed by online videos, search engines, and digital ads. The results suggest that consumers have multi-asset journeys or contact with the brand and not a single touch point communicating.
The implications obtained from those results can serve as evidence of existing digital marketing practices in the automotive industry and can be used as a starting point for analyzing the link between digital marketing exposure and brand awareness in the next parts.
[bookmark: _Toc240645422]4.4 Descriptive Analysis of Digital Marketing Impact on Automotive Brand Awareness
[bookmark: _Toc240645423]4.4.1 Impact of Digital Marketing on Brand Awareness (Question 6)
The participants were asked to agree with a series of statements about the impact of digital automotive marketing on brand awareness. The five point Likert scale was used with responses ranging from Strongly Disagree to Strongly Agree. The results are given in bar graph.

[bookmark: _Toc239888019][bookmark: _Toc239888217]Figure 11Consumer Perceptions of Digital Marketing and Brand Awareness
This suggests that overall, those queried see digital marketing as one of the key touch-points for their own understanding of the automotive brand.
The vast majority have a favorable view of digital marketing making automotive brands more visible for them: 27 people (54%) Agreed or Strongly Agreed. In the meantime, the number of people that disagreed was 9 (18%), while the that of those who were neutral stood at 14 (28%).
Likewise, when it comes to brand recognition, 29 (58%) agreed digital marketing makes it easier for them to recognize Automotive brands. 7 respondents (14%) disagreed that online exposure benefits consumers' ability to identify automotive brands, and that was the lowest response number. The lowest number of consumers, 7 (14%), was those who disagreed that online exposure is beneficial to consumers' ability to identify automotive brands.
On recalling automotive brand names, 58% (29) of respondents said that digital marketing aids their brand recall. The overall response suggests that for the automotive product category, digitally-exposed consumers seem to like to remember the brands, however, 11 respondents (22%) didn't go either way.
The top performing statement that was answered positively was the one on repeated exposure to automotive digital content (increased awareness towards a brand). The 31 respondents (62%) who did agree or strongly agreed with this statement indicated that ongoing digital communication could improve consumer brand awareness in the automotive sector.
As a whole, the findings conclude that a general link between the respondents is made with the improvement of brand visibility, brand recognition, recall and awareness as a result of their exposure to digital marketing.
[bookmark: _Toc240645424]4.4.2 Impact of Modern Digital Marketing Practices on Brand Awareness (Question 7)
It depends on the question of whether emerging digital marketing practices help raise awareness of automobile brands, which was addressed in question 7: Does digital marketing practice contribute to the automotive brand awareness? Examples of activities assessed were personalised advertising, digital showrooms, online sales, EV promotion, and AI-enhanced online service.


[bookmark: _Toc239888020][bookmark: _Toc239888218]Figure 12 Impact of Modern Digital Marketing Practices on Brand Awareness
The findings reveal that people are generally aware that the presence of modern-day digital marketing strategies has contributed to the prominence of creating an automotive brand in their minds.
The most positive response was found for practiced personalised online advertising with 31 respondents (62%) agreeing/strongly agreeing that it helps to make automotive brands more visible. This means that customers appreciate more marketing information pertinent to their personal taste.
When asked about digital/virtual showrooms, 58% (29 respondents) were positive. This implies that virtual displays in which consumers are able to browse cars over the web, can help build brand familiarity.
But attitudes were somewhat more positive for Internet vehicle shopping platforms. While 38% (19) agreed and strongly agreed that these platforms are creating an awareness, 44% (22) tied it. This means that consumers might know the platforms of online shopping domain but might not be that much attached to the platform to make the brand popular.
When asked about EV digital promotions, 54% agreed (27 respondents), indicating that online communication on awarding an EV can support to automotive brand exposure.
Mixed reactions came in for AI powered online services. Twenty-five respondents (50%) agreed or strongly agreed and 15 respondents (30%) were neutral. This indicates that AI marketing tools are seen, but still in the process of growing in terms of their consumer impact.
Overall, the personalised advertising and personalised digital/virtual experiences seem to be the most impactful aspects of modern digital that can help improve automotive brand awareness.
[bookmark: _Toc240645425]4.4.3 Opportunities and Challenges of Digital Marketing for Automotive Brands (Question 8)
Analyzing the perception of respondents on the benefits and challenges that it would bring to implement digital marketing in the automotive industry, Question no 8 examined the indicators.

[bookmark: _Toc239888021][bookmark: _Toc239888219]Figure 13 Opportunities and Challenges of Digital Marketing
The findings show a high level of awareness for the opportunities that digital marketing can provide in the automotive segment.
The highest percentage of customers saying yes/strongly yes to the statement was those who said that digital marketing helps automotive brands to reach more potential customers, with 34 respondents (68%) saying yes or strongly yes. This is a testament to consumer's perception of digital platforms as communication avenues.
Likewise, Personalised Advertising was also conducted in a positive manner; I.e. 36 respondents (72%) agreed or strongly agreed that Personalised Advertising makes Automotive Marketing more relevant. This highlights what a crucial role digital communication plays for targeted communication.
When it comes to customer communication, 30 respondents (60%) said that digital marketing makes communication between the automotive brand and customer stronger.
Respondents also identified some issues, though. 54% of respondents (27) believe that the proliferation of online automotive ads make it hard for individual brands to distinguish themselves in this channel. 27 respondents (54%) said it was difficult to distinguish individual car brands in online ads. Furthermore, 29 of the respondents (58%) believed negative online reviews can hurt an automotive brand's reputation.
In all, respondents said in general that digital marketing is an opportunity to reach and communicate with customers better, but also noted that there were some challenges due to competition and trying to maintain a good online reputation.
[bookmark: _Toc240645426]4.4.4 Overall Perceived Impact of Digital Marketing on Automotive Brand Awareness (Question 9)

[bookmark: _Toc239888022][bookmark: _Toc239888220]Figure 14 Overall Impact of Digital Marketing on Brand Awareness
The general results illustrate the respondents' attitude towards a positive impact of digital marketing on the car brand awareness. 60% of the respondents indicated that digital marketing had a strong positive impact on their awareness of automotive brands, with High Impact (40%, n=20) and Very High Impact (20%, n=10) being the two most common answers.
An additional 32% (n=16) felt the impact was moderate and 8% (n=4) felt the impact was low or of no impact whatsoever.
The results show that Digital marketing is important in influencing the knowledge of the consumers about the automotive brands. The responses support, broadly speaking, the proposed relationship between digital marketing activities and increase in automotive brand awareness and will be statistically tested in Section 4.8.
[bookmark: _Toc240645427]4.5 Descriptive Statistics of Digital Marketing Variables
Descriptive statistical analysis was then carried out to determine the mean, median and mode of the responses after analyzing the responses from the respondents on their perceptions of digital marketing and brand awareness of the automobile industry. Mean, median, and mode scores are calculated for items with Likert scales and standard deviations are added for those scales.
The Likert scale responses were converted into numerical values for analysis:
1 = Strongly Disagree, 2 = Disagree, 3 = Neutral, 4 = Agree, 5 = Strongly Agree 
The higher a mean score is, the greater the agreement with the statement, and the greater a standard deviation is the more varied the opinions of the respondents are.
[bookmark: _Toc240645428]4.5.1 Descriptive Statistics of Digital Marketing and Brand Awareness (Question 6)
Question 6 explored respondents' views on the extent of automotive brand awareness, which can include brand visibility, recognition, recall and repeated exposure, as a result of digital marketing.
	Statement
	Mean
	Median
	Mode
	Standard Deviation

	Digital marketing makes automotive brands more visible to me
	3.50
	4
	4
	1.24

	Digital marketing helps me recognize automotive brands more easily
	3.58
	4
	4
	1.18

	Digital marketing helps me remember automotive brand names
	3.58
	4
	4
	1.16

	Repeated exposure to automotive digital content increases my awareness of a brand
	3.66
	4
	4
	1.00

	Overall Mean
	3.59
	4
	4
	1.17



[bookmark: _Toc239888047]Table 1 Descriptive Statistics of Digital Marketing Impact on Brand Awareness
Based on the descriptive statistics, respondents’ opinions on the positive digital marketing impact were generally positive when it comes to the awareness of Automotive brand. The changes recorded with all statements indicate a positive perception of the participant as the changes are above the neutral midpoint (3.00).
The score “Repeated exposure to automotive digital content increases my awareness of a brand” (Mean = 3.66) had the highest mean score, indicating that the exposure to automotive digital content continually was an important factor in increasing consumer awareness of a brand.
The mean score for brand recognition and brand recall were both 3.58, suggesting that digital marketing assists consumers recognize and remember automotive brands. The lowest mean score was for brand visibility (Mean = 3.50), but still positive.
For all statements the median score is of 4 for Agree and the mode of all statements is the same as median which is 4, Agree; it shows that the typical respondent agrees with the positive impact digital marketing has on brand awareness. The standard deviations refer to responses and show that there was a moderate amount of variation as people's opinions varied yet they had similar perceptions.
[bookmark: _Toc240645429]4.5.2 Descriptive Statistics of Modern Digital Marketing Practices (Question 7)
Question 7 analyzed whether emerging digital marketing practices contribute to increased awareness of automotive brands.
	Statement
	Mean
	Median
	Mode
	Standard Deviation

	Personalised online advertising
	3.62
	4
	4
	1.10

	Digital/virtual showrooms
	3.58
	4
	4
	1.23

	Online vehicle purchasing platforms
	3.20
	3
	3
	1.15

	Electric vehicle (EV) digital promotions
	3.64
	4
	4
	1.05

	AI-powered online services such as chatbots
	3.53
	4
	3
	1.24

	Overall Mean
	3.51
	4
	3
	1.16



[bookmark: _Toc239888048]Table 2 Descriptive Statistics of Modern Digital Marketing Practices
As can be seen in the results, the respondents had a largely favorable attitude towards digital marketing in the modern era with the overall mean score being 3.51.
Based on the practices evaluated, electric vehicle (EV) digital promotions scored the highest mean score (Mean = 3.64), suggesting that the respondents believe that promoting EV-related information via digital means is an important factor contributing to automotive brand awareness.
Consumers value targeted marketing methods that offer more specific information and populate the second highest mean (Mean = 3.62) in personalised online advertising.
Digital/virtual showrooms were the second area to get positive responses (Mean = 3.58). This finding is not the same with the online vehicle purchasing platforms as the lowest mean score with mean = 3.20, the median and mode score are alike 3, which suggest that online vehicle purchasing platforms get more neutral score amongst the respondents than how much they help brand awareness.
Ranges of the standard deviation values were from 1.05 – 1.24, suggesting moderate variation in the opinion of the respondents. This implies that the attitude of the participants towards the modern uses of digital technologies was positive, yet there were variations based on the digital technology.
[bookmark: _Toc240645430]4.5.3 Descriptive Statistics of Opportunities and Challenges of Digital Marketing (Question 8)
Question 8 was designed to assess how likely people were to associate opportunities and/or challenges with the implementation of digital marketing in the automotive business.
	Statement
	Mean
	Median
	Mode
	Standard Deviation

	Digital marketing allows automotive brands to reach more potential customers
	3.90
	4
	5
	1.09

	Personalised advertising can make automotive marketing more relevant to customers
	3.84
	4
	4
	1.17

	Digital marketing helps automotive brands communicate with customers more effectively
	3.66
	4
	4
	1.17

	Large amount of online automotive advertising makes it difficult for brands to stand out
	3.56
	4
	3 and 4
	1.07

	Negative online reviews can damage the reputation of an automotive brand
	3.84
	4
	3 and 5
	1.08

	Overall Mean
	3.76
	4
	4
	1.12


[bookmark: _Toc239888049]Table 3 Descriptive Statistics of Digital Marketing Opportunities and Challenges
From the descriptive findings, the respondents were very aware of each and every opportunity and challenge of digital marketing.
The item that scored the highest mean score was “Digital marketing enables automotive brands to target greater number of potential customers” (Mean = 3.90). This suggests that there is a strong awareness of digital platforms as means of reaching customers.
The personalised advertising ranking was 3.84 and the online reputation management ranking was also 3.84, both of which are a good mean score.
The mean score for the challenge statement concerning competition in on-line advertising was similar (Mean = 3.56), but remained higher than the neutral point. This shows that there is recognition of the challenge faced by brands in gaining visibility in such a competitive digital landscape.
[bookmark: _Toc240645431]4.6 Correlation Analysis
The Pearson correlation analysis between the variables used in the study model was carried out. This study aimed to determine the association and impact towards the automotive brand awareness and the digital marketing related factors.
Pearson correlation coefficient (r) was used to determine relationship between variables. Values range from -1 to +1 which means that a positive value means both variables go up at the same time and a higher value on the positive side would mean they're more closely related.
[bookmark: _Toc240645432]4.6.1 H1: Digital marketing strategies have a significant positive impact on brand awareness in the UK automotive industry.
First up, Pearson correlation analysis was used to explore the relationship between the digital marketing mix and automotive brand awareness in order to test the initial hypothesis. The process of analysis was to extract digital marketing strategies as independent variables and impact of digital marketing on brand awareness as dependent variables.
The correlation results are presented in Table 4.13.
	Variables
	Digital Marketing Strategies
	Impact on Brand Awareness

	Digital Marketing Strategies
	1
	

	Impact on Brand Awareness
	0.747
	1



[bookmark: _Toc239888050]Table 4 Correlation Between Digital Marketing Strategies and Impact on Brand Awareness
The correlation with the impact on brand awareness with digital marketing strategies was r=0.747. This suggests that there is a high positive correlation between each of these variables. This finding indicates that consumers are more likely to display increased automotive brand awareness when experiencing a high level of exposure to digital marketing strategies.
A positive correlation suggests that digital marketing efforts have a positive impact on factors in brand awareness such as brand visibility, brand recognition, brand recall and brand familiarity. Thus, the findings give preliminary statistical support for Hypothesis 1, which concluded that the digital marketing is effective to increased automotive brand awareness.
[bookmark: _Toc240645433]4.6.2 H2: Consumer engagement with automotive digital content has a significant positive relationship with brand recognition and brand recall.
In order to assess Hypothesis 2, a Pearson correlation test was used to verify the associations between consumer engagement with automotive digital content and brand recognition. It was found that frequency of exposure to automotive digital marketing content (Q4) would be the independent variable in this study with brand recognition measured by Question 6, which is the dependent variable.
The correlation results are presented in Table 4.14.
	Variables
	Consumer Engagement (Q4)
	Brand Recognition

	Consumer Engagement (Q4)
	1
	

	Brand Recognition
	0.301
	1



[bookmark: _Toc239888051]Table 5 Correlation Between Consumer Engagement and Brand Recognition
It is observed that the correlation coefficient (r) is +0.301, which implies that there was a positive correlation between the consumer's engagement level and his or her brand recognition. Therefore, this result indicates that the more automotive digital marketing content seen, the better the ability of the audience to identify the automotive brands.
While weaker correlation with other hypotheses, the positive relationship suggests that repeated exposures to digital marketing efforts help to increase consumers' automotive brand familiarity. The findings indicate that digital engagement (DX) helps promote consumer brand recognition.
Thus, the findings of the correlation result supports Hypothesis 2, which state that There is a positive relationship between the level of consumers' engagement with the automotive digital content and brand recognition.
[bookmark: _Toc240645434]4.6.3 H3: Modern digital marketing practices significantly increase consumers’ awareness of automotive brands in the UK.
To estimate modern digital marketing practices and automobile brand awareness, Pearson correlation analysis was used to estimate the relationship between the variables concerned and tested Hypothesis-3. For this analysis, the independent variable was Question 7 (Q7: Modern digital marketing practices) and the dependent variable was the automotive brands' awareness, which was measured by the response to Question 6.
The correlation results are presented in Table 4.15.
	Variables
	Modern Digital Marketing Practices
	Awareness of Automotive Brands

	Modern Digital Marketing Practices
	1
	

	Awareness of Automotive Brands
	0.605
	1



[bookmark: _Toc239888052]Table 6 Correlation Between Modern Digital Marketing Practices and Awareness of Automotive Brands
The correlation among the use of modern digital marketing and awareness of automotive brands (r = 0.605) could be described as moderate positive. Generally, consumers who have more positive perceptions of contemporary digital marketing are more aware of automotive brands and thus more likely to show awareness.
The results highlight a positive link between practices like personalised ads, digital/virtual showrooms, online platforms for buying vehicles, EV promotions, and AI-based online services to consumer awareness.
Thus, it can be suggested that the correlation result confirms that Hypothesis 3 - Modern digital marketing practices is positively correlated with the automotive brand is accepted.
[bookmark: _Toc240645435]4.6.4 Summary of Correlation Analysis
According to the correlation analysis, there is a positive correlation between each of the proposed relationships and brand awareness of the automotive sector and digital marketing factors. The best relationship was found between digital marketing strategies and impact on brand awareness (r = 0.747) out of the three hypotheses. In the same way, there was also a moderate positive relationship between the modern digital marketing and their awareness of automotive brands (r = 0.605), and between consumer engagement and their automotive brand recognition (r = 0.301).
	Hypothesis
	Relationship Tested
	Correlation Coefficient (r)
	Relationship Strength

	H1
	Digital Marketing Strategies Impact on Brand Awareness
	0.747
	Strong positive relationship

	H2
	Consumer Engagement impact on Brand Recognition
	0.301
	Weak positive relationship

	H3
	Modern Digital Marketing Practices (Q7) → Awareness of Automotive Brands
	0.605
	Moderate positive relationship



[bookmark: _Toc239888053]Table 7 Summary of Correlation Results
[bookmark: _Toc240645436]4.7 Hypothesis testing
Simple linear regression analyses were conducted to explore the relationship between factors of digital marketing and brand awareness in the automotive industry of Great Britain. All the independent variables were subjected to regression analysis to assess the predictive power of each independent variable for brand awareness. The model significance (Significance F), explanatory power (R²), regression coefficient (β), and p—value were used to assess the hypotheses. The regression relationship was said to be established when it was significant at 5% level (p<0.05).


Hypothesis 1: Digital marketing strategies have a significant positive impact on brand awareness in the UK automotive industry.
[image: ]
[bookmark: _Toc239888054]Table 8 Regression Analysis 1
A simple linear regression was performed to determine the relation of digital marketing strategies with significant predicting automotive brand awareness. The regression test was statistically significant (F = 72.5578, p<0.001) which showed that the digital marketing strategies vary brand awareness significantly.
The R² value obtained was 0.602, signifying that the variance of the digital marketing strategies among the respondents can be shown as around 60.2% of the variance in the brand awareness of the respondents. This suggests that digital marketing strategies have high predictive power regarding the consumers' car brand awareness.
In addition, digital marketing strategies had a positive and statistically significant regression coefficient (β = 0.783, p < 0.001). This suggests that an increase in digital marketing activities is associated with a corresponding increase in automotive brand awareness.
Hence, the null hypothesis is rejected and H1 is accepted.
The results are aligned with the past studies that identified digital marketing as an important tool to enhance brand visibility, brand recognition, and the recall. It also connects with Keller's Customer Based Brand Equity model in which a consistent brand exposure and strong brand presence increases brand salience.
Hypothesis 2: Consumer engagement with automotive digital content has a significant positive relationship with brand recognition.
[image: ]
[bookmark: _Toc239888055]Table 9 Regression Analysis 2
To determine the significance of consumer engagement on automotive brand awareness, a regression analysis was undertaken. The regression model was statistically significant (F = 4.77135, p = 0.0338) which shows that the model has predictive relationship with brand awareness.
According to the model, 9% of the variance in brand awareness is explained by consumer engagement. The relationship is statistically significant, but not as high as the overall relationship of the digital marketing strategy.
The coefficient correlation analysis indicated that there is positive correlation between consumer engagement towards a brand and consumer awareness (β = 0.335, p = 0.0338). This suggests that there is a positive correlation between higher consumer engagement with digital content, such as content on social media, online advertising, videos, and automotive websites, and consumers' awareness of the automotive brand.
Hence, the hypothesis H2 is accepted, and the hypothesis H1 is rejected.
The discovery dovetails well with the Honeycomb Model mentioned in Chapter 2, especially the need of interaction, conversations, sharing and relationship building in creating a connection between the consumers and the brands. The findings also indicate that engagement rather than mere digital exposure might be more significant.
Hypothesis 3: Modern digital marketing practices significantly increase consumers’ awareness of automotive brands in the UK.
[image: ]
[bookmark: _Toc239888056]Table 10 Regression Analysis 3
To measure the impact of recent digital marketing strategies on automotive brand awareness, a third regression analysis was conducted, looking at various forms of personalised marketing (personalised advertising), personalised showroom (digital showroom), vehicle purchase via the internet (online vehicle purchase), EV promotions, and activities relating to Artificial Intelligence (AI) within the field of digital marketing.
The regression model was statistically significant (F = 27.6893, p<0.001) it thus confirms that the use of modern digital marketing techniques significantly predicts brand awareness.
The model had an R² value of 0.366 which demonstrates that 36.6% of the variance in brand awareness can be captured from the modern digital marketing practices used. This is proof they are playing a significant role in driving car brand awareness amongst consumers, as newer and more digital technologies emerge and become ubiquitous.
As expected, the regression coefficient was positive and statistically significant (β = 0.633; p < 0.001), indicating that the more a company adopted to modern use of digital marketing, higher was the level of ABP.
So, the null hypothesis was rejected and H3 was accepted.
Such discovery backs up other talks made about the increasing need for individualized shows, electronic community and technology based on marketing inside the automotive niche. It also recognizes RACE's approach to digital channels to create awareness of the customer, engage him and keep the conversation going throughout the customer journey.
[bookmark: _Toc240645437]CHAPTER 5: DISCUSSION
[bookmark: _Toc240645438]5.1 Introduction
The results from the Chapter 4 are discussed in relation to the research objectives, hypotheses and literature. This chapter aims to provide an interpretation of the impact of digital marketing on brand awareness in the UK automotive sector. The results are analyzed in light of the digital marketing strategies, consumer engagement, opportunities and challenges and the theories presented in Chapter 2.
[bookmark: _Toc240645439]5.2 Discussion of Research Findings
The findings of the study were discussed by comparing the results of the conducted survey and the existing literature reviewed in Chapter 2. In particular, the research gap was identified in the literature review, which included the insufficient understanding of how digital marketing affects brand awareness, particularly in the UK automotive industry. Previous research primarily focused on the impact of digital marketing on the overall consumer base, single digital marketing activities, or consumer buying behavior. Therefore, the current research aimed to contribute to addressing the identified research gap by exploring the relationship between various digital marketing activities and brand awareness of the automotive brands in the UK.
[bookmark: _Toc240645440]5.2.1 The Relationship Between Current Findings and Existing Literature
The findings of the current research align with the results of the previous studies included in the literature review. Indeed, the survey results also indicate a positive association between the implementation of digital marketing activities and the level of brand awareness among the consumers of automotive brands. In particular, the survey findings demonstrate that the utilization of social media, online advertisement, websites, videos, and other digital marketing activities increases the likelihood that a consumer will recognize a brand. Therefore, the findings of the current study confirm the results of the previous research, which indicate the significant impact of digital marketing on brand awareness.
Furthermore, the findings of the current study confirm the theoretical background and research models described in the previous studies, such as the Honeycomb Model and the RACE Model. Indeed, the current research findings indicate that interaction with brands through digital resources and online platforms impacts the building of relationships between brands and their consumers. Thus, this study confirmed the existing literature and theoretical background in regard to the influence of digital marketing activities on brand awareness.
[bookmark: _Toc240645441]5.2.2 Evaluation of the Research Gap 
Based on the literature review and the survey conducted for this paper, the current research addressed the research gap identified in the literature review. In particular, the current study focuses on the UK automotive industry, which was mentioned in the previous research as a gap in the existing knowledge. Furthermore, this study explores the impact of a combination of digital marketing activities on brand awareness rather than focusing on one type of digital marketing activities.
Moreover, the current study includes the up-to-date digital marketing activities utilized by the automotive industry, such as personalised advertisement, digital showrooms, online car buying, and promoting electric vehicles. As a result, the current research study addresses the research gap by including the latest trends in the utilization of digital marketing by automotive brands and identifying its impact on consumer awareness. However, the current research also indicates that there is a need for additional research to explore the link between digital marketing activities and brand awareness.
Indeed, the current study is limited to the survey of the consumer base of automotive brands. The results of this study cannot be generalized to all automotive brands, as it would require extensive research covering a wide range of UK automotive brands. Furthermore, the current study may be expanded to include the detailed analysis of the impact of each digital marketing activity.
[bookmark: _Toc240645442]5.3 Theoretical and Practical Implications
The results of this study offer theoretical contributions because of its support of the application of the existing marketing models in the automotive industry. Social media interaction is important, as illustrated by the Honeycomb Model and managing the full digital customer journey is important as illustrated by the RACE Model. Likewise, the “AIDA Model” details consumer engagement in a digital marketing manner, while the “Keller's CBBE Model” details the digital communication's contribution to a brand's identity and long-term brand relationships.
In practical terms, manufacturers need to work on creating a digital marketing plan that incorporates all aspects of the program. Rather than just using one avenue, businesses should leverage social media, online ads, their website and video marketing to get the maximum visibility for their brand. Interactive communication, personalised marketing and online reputation management are also key aspects that companies should take into account to build good relationships with consumers.

[bookmark: _Toc240645443]CHAPTER 6: CONCLUSION AND RECOMMENDATIONS
[bookmark: _Toc240645444]6.1 Conclusion
This dissertation aimed to assess the influence of digital marketing on brand awareness in the UK automotive sector. The first objective of this research was to determine contemporary digital marketing practices in the UK automotive industry. The provided literature review and survey results allow concluding on the existence of various digital marketing strategies applied by automotive companies. These strategies include social media marketing, website development, online advertisements, video content, and other digital tools used to increase brand awareness among consumers.
The second objective of this research was to determine the influence of opportunities and threats posed by digital marketing. The findings of the literature review and survey allowed concluding on the existence of certain opportunities and threats of digital marketing in the UK automotive industry. In this regard, automotive companies can benefit from engaging in social media by providing personalized experiences for consumers, promoting innovative technologies in the automotive industry, and establishing relationships with the target audience. Moreover, the increasing use of online platforms by automotive companies can lead to higher competition for attention among consumers.
The third objective of this research was to assess the influence of digital marketing on brand awareness in the UK automotive industry. The survey results and statistical data provided in this paper revealed that the application of various digital marketing strategies can improve brand recognition and recall. Accordingly, the current research was able to address the research gap by providing survey results and statistical data that demonstrate the mediating role of digital marketing in the relationship between automotive companies and consumers. However, future research should be done to obtain more data from the UK automotive industry and consumers in order to improve the understanding of the influence of digital marketing on brand awareness.
[bookmark: _Toc240645445]6.2 Recommendations
Given these results, a number of recommendations can be offered to automotive companies in the UK.
Automotive companies can develop a comprehensive digital marketing strategy that combines all the online marketing channels. The combination of these components in social media, search engine marketing, websites, emails and video content can help to increase your brand visibility and consumer awareness.
Second, it's important to companies to boost consumer involvement with interactive digital material. Customer reviews, replying to customers' online comments and setting up online communities helps to foster trust and build relationships with customers.
Third, car companies need to fine-tune digital marketing strategies. By analyzing consumer information and utilizing cutting-edge technology, businesses can offer more tailored content that aligns with personal preferences and buying habits.
Last, but not least, businesses need to enhance their online reputation management. As customers look for online reviews and digital information before purchasing vehicles, it is crucial that online communication is positive to ensure brand image is good.
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To Examine the Impact of Digital Marketing on Brand Awareness in the Automotive Industry in the UK
Dear Participant,
I am conducting this questionnaire as part of my dissertation research on the impact of digital marketing on brand awareness in the UK automotive industry. The purpose of this study is to understand the digital marketing strategies used by automotive brands, the opportunities and challenges associated with digital marketing, and how digital marketing influences consumers’ awareness, recognition, and recall of automotive brands. These areas directly reflect the objectives and research questions of the dissertation.
By continuing with this questionnaire, you confirm that you have read the information above and voluntarily agree to participate in the study.
1. What is your age group?
☐ Under 18
☐ 18–24
☐ 25–34
☐ 35–44
☐ 45–54
☐ 55 and above
2. What is your gender?
☐ Male
☐ Female
☐ Prefer not to say
3. What is your current occupation?
☐ Student
☐ Employed (Full-time)
☐ Employed (Part-time)
☐ Self-employed
☐ Unemployed
☐ Retired
4. How often do you see digital marketing content from automotive brands?
☐ Never
☐ Rarely
☐ Sometimes
☐ Often
☐ Very often
5. Which of the following digital channels have you used or seen when searching for information about automotive brands?
(Select all that apply)
☐ Social media platforms 
☐ Automotive brand websites
☐ Search engines 
☐ Online advertisements
☐ Video platforms 
☐ Online reviews and customer feedback platforms
☐ Email marketing
☐ Digital/virtual showrooms
6. To what extent do you agree with the following statements about automotive digital marketing?
	Statements
	Strongly Disagree
	Disagree
	Neutral
	Agree
	Strongly Agree

	Digital marketing makes automotive brands more visible to me.
	☐
	☐
	☐
	☐
	☐

	Digital marketing helps me recognise automotive brands more easily.
	☐
	☐
	☐
	☐
	☐

	Digital marketing helps me remember automotive brand names.
	☐
	☐
	☐
	☐
	☐

	Repeated exposure to automotive digital content increases my awareness of a brand.
	☐
	☐
	☐
	☐
	☐


7. To what extent do you agree that the following modern digital marketing practices increase your awareness of automotive brands?
	Statements
	Strongly Disagree
	Disagree
	Neutral
	Agree
	Strongly Agree

	Personalised online advertising increases my awareness of automotive brands.
	☐
	☐
	☐
	☐
	☐

	Digital/virtual showrooms increase my awareness of automotive brands.
	☐
	☐
	☐
	☐
	☐

	Online vehicle purchasing platforms increase my awareness of automotive brands.
	☐
	☐
	☐
	☐
	☐

	Electric vehicle (EV) digital promotions increase my awareness of automotive brands.
	☐
	☐
	☐
	☐
	☐

	AI-powered online services, such as chatbots, increase my awareness of automotive brands.
	☐
	☐
	☐
	☐
	☐


8. To what extent do you agree with the following statements about the opportunities and challenges of digital marketing for automotive brands?
	Statements
	Strongly Disagree
	Disagree
	Neutral
	Agree
	Strongly Agree

	Digital marketing allows automotive brands to reach more potential customers.
	☐
	☐
	☐
	☐
	☐

	Personalised advertising can make automotive marketing more relevant to customers.
	☐
	☐
	☐
	☐
	☐

	Digital marketing helps automotive brands communicate with customers more effectively.
	☐
	☐
	☐
	☐
	☐

	The large amount of automotive advertising online makes it difficult for individual brands to stand out.
	☐
	☐
	☐
	☐
	☐

	Negative online reviews can damage the reputation of an automotive brand.
	☐
	☐
	☐
	☐
	☐



9. Overall, how much impact do you think digital marketing has on your awareness of automotive brands?
☐ No Impact
☐ Low Impact
☐ Moderate Impact
☐ High Impact
☐ Very High Impact
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Methodology


Data Analysis and Findings


Discussion


Conclusion and Recommendations


Frequency	
18–24	25–34	35–44	45–50	8	27	13	2	Percentage (%)	
18–24	25–34	35–44	45–50	16	54	26	4	

Frequency	
Male	Female	34	16	Percentage (%)	
Male	Female	68	32	

Frequency	
Student	Employed	Self-employed	Unemployed	26	17	5	2	Percentage (%)	
Student	Employed	Self-employed	Unemployed	50	34	10	4	

Frequency	
Very often	Often	Sometimes	Rarely	Never	6	15	26	3	0	Percentage (%)	
Very often	Often	Sometimes	Rarely	Never	12	30	52	6	0	

Frequency	
Social media	YouTube/online videos	Search engines	Online advertisements	Automotive brand websites	Online customer reviews	Email marketing	39	24	14	12	8	5	2	Percentage (%)	
Social media	YouTube/online videos	Search engines	Online advertisements	Automotive brand websites	Online customer reviews	Email marketing	78	48	28	24	16	10	4	

statements about automotive digital marketing

Strongly Disagree	
Digital marketing makes visible automotive brands 	Digital marketing helps  recognise automotive brands 	Digital marketing helps  remember automotive brand names.	Repeated exposure to automotive digital content increases awareness.	5	5	3	4	Disagree	
Digital marketing makes visible automotive brands 	Digital marketing helps  recognise automotive brands 	Digital marketing helps  remember automotive brand names.	Repeated exposure to automotive digital content increases awareness.	4	2	7	0	Neutral	
Digital marketing makes visible automotive brands 	Digital marketing helps  recognise automotive brands 	Digital marketing helps  remember automotive brand names.	Repeated exposure to automotive digital content increases awareness.	14	14	11	15	Agree	
Digital marketing makes visible automotive brands 	Digital marketing helps  recognise automotive brands 	Digital marketing helps  remember automotive brand names.	Repeated exposure to automotive digital content increases awareness.	15	16	17	20	Strongly Agree	
Digital marketing makes visible automotive brands 	Digital marketing helps  recognise automotive brands 	Digital marketing helps  remember automotive brand names.	Repeated exposure to automotive digital content increases awareness.	12	13	12	11	Statements


Frequency




Modern Digital marketing practices increase awareness of automotive brands

Strongly Disagree	
Personalised online advertising	Digital/virtual showrooms	Online vehicle purchasing platforms	Electric vehicle (EV) digital promotions	AI-powered online services, such as chatbots	4	5	7	3	4	Disagree	
Personalised online advertising	Digital/virtual showrooms	Online vehicle purchasing platforms	Electric vehicle (EV) digital promotions	AI-powered online services, such as chatbots	2	3	2	1	5	Neutral	
Personalised online advertising	Digital/virtual showrooms	Online vehicle purchasing platforms	Electric vehicle (EV) digital promotions	AI-powered online services, such as chatbots	13	13	22	19	16	Agree	
Personalised online advertising	Digital/virtual showrooms	Online vehicle purchasing platforms	Electric vehicle (EV) digital promotions	AI-powered online services, such as chatbots	21	16	13	17	11	Strongly Agree	
Personalised online advertising	Digital/virtual showrooms	Online vehicle purchasing platforms	Electric vehicle (EV) digital promotions	AI-powered online services, such as chatbots	10	13	6	10	14	Marketing Practices


Frequency




Statements about the opportunities and challenges of digital marketing for automotive brands

Strongly Disagree	
Digital marketing allows automotive brands to reach more potential customers.	Personalised advertising can make automotive marketing more relevant to customers.	Digital marketing helps automotive brands communicate with customers more effectively.	The large amount of automotive advertising online makes it difficult for individual brands to stand out.	Negative online reviews can damage the reputation of an automotive brand.	2	4	3	3	2	Disagree	
Digital marketing allows automotive brands to reach more potential customers.	Personalised advertising can make automotive marketing more relevant to customers.	Digital marketing helps automotive brands communicate with customers more effectively.	The large amount of automotive advertising online makes it difficult for individual brands to stand out.	Negative online reviews can damage the reputation of an automotive brand.	3	2	5	3	1	Neutral	
Digital marketing allows automotive brands to reach more potential customers.	Personalised advertising can make automotive marketing more relevant to customers.	Digital marketing helps automotive brands communicate with customers more effectively.	The large amount of automotive advertising online makes it difficult for individual brands to stand out.	Negative online reviews can damage the reputation of an automotive brand.	11	8	12	17	18	Agree	
Digital marketing allows automotive brands to reach more potential customers.	Personalised advertising can make automotive marketing more relevant to customers.	Digital marketing helps automotive brands communicate with customers more effectively.	The large amount of automotive advertising online makes it difficult for individual brands to stand out.	Negative online reviews can damage the reputation of an automotive brand.	16	20	16	17	11	Strongly Agree	
Digital marketing allows automotive brands to reach more potential customers.	Personalised advertising can make automotive marketing more relevant to customers.	Digital marketing helps automotive brands communicate with customers more effectively.	The large amount of automotive advertising online makes it difficult for individual brands to stand out.	Negative online reviews can damage the reputation of an automotive brand.	18	16	14	10	18	
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Overall Impact of Digital Marketing on Brand Awareness

Frequency	
No Impact	Low Impact	Moderate Impact	High Impact	Very High Impact	1	3	16	20	10	Level of Impact


Frequency
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