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Investigating the Impact of Digital Marketing and Customer Relationship Management on Business Growth at Apollo's Interiors Ltd
[bookmark: _Toc234836219]1.Introduction
Small and medium-sized enterprises (SMEs) play a vital role in the UK economy by contributing to employment, innovation and economic development. However, increasing competition, rapid technological change and evolving customer expectations have created significant challenges for many SMEs. Customers increasingly rely on digital platforms to search for products and services, compare suppliers and make purchasing decisions. As a result, businesses that fail to adopt effective digital marketing strategies or customer relationship management (CRM) systems may struggle to remain competitive.
Apollo's Interiors Ltd is a Birmingham-based company specialising in vehicle interior refurbishment, upholstery manufacturing, bus and coach seat refurbishment, commercial vehicle interiors and bespoke automotive trimming. The company has built a strong reputation through quality workmanship, repeat customers and referrals. Although these traditional approaches have supported business success, the growing importance of digital technologies presents new opportunities and challenges. Competitors are increasingly using websites, social media, search engine optimisation (SEO) and CRM software to attract customers and strengthen customer relationships. Consequently, Apollo's Interiors Ltd must evaluate how digital transformation can contribute to future business growth.
This proposal outlines a research study investigating how digital marketing and Customer Relationship Management can improve customer acquisition, customer retention and organisational performance. The study aims to provide practical recommendations that support strategic decision-making while contributing to knowledge relating to digital transformation within specialist manufacturing SMEs.
[bookmark: _Toc234836220]2. Organisational Background
Apollo's Interiors Ltd operates within the UK vehicle refurbishment industry, providing bespoke upholstery services for buses, coaches, commercial vehicles and luxury vehicles. The business primarily serves transport companies, fleet operators and private customers seeking high-quality interior refurbishment. The company's reputation has been developed through skilled craftsmanship, reliable service and long-term customer relationships.
Despite its success, the company operates within an increasingly competitive environment where customers expect rapid responses, online quotations and accessible digital communication. Many competitors now invest heavily in digital marketing activities and customer relationship technologies to increase market visibility and improve customer service (Kotler, Kartajaya and Setiawan, 2021). This changing business environment makes it necessary for Apollo's Interiors Ltd to evaluate its existing marketing practices and identify opportunities for digital improvement.
[bookmark: _Toc234836221]3.Identification of the Business Problem
The main business problem facing Apollo's Interiors Ltd is the limited use of structured digital marketing and integrated Customer Relationship Management systems. Although customer referrals and repeat business remain important sources of revenue, these traditional methods may limit future growth because they do not consistently attract new customers outside existing business networks.
Research indicates that customers increasingly search online before selecting suppliers, making digital visibility an important competitive advantage (Chaffey and Ellis-Chadwick, 2022). Businesses with professional websites, active social media accounts and effective online communication are more likely to attract potential customers than organisations relying solely on traditional marketing methods.
Furthermore, the absence of a formal CRM system may reduce opportunities to manage customer information effectively, schedule follow-up communication and encourage repeat business. Payne and Frow (2017) argue that CRM enables organisations to develop stronger customer relationships through improved communication and personalised service. Consequently, Apollo's Interiors Ltd may benefit from adopting digital technologies that strengthen customer engagement while improving operational efficiency.
Addressing these challenges is strategically important because customer acquisition and retention directly influence profitability, competitiveness and long-term business sustainability.
[bookmark: _Toc234836222]4. Research Aim
The aim of this research is to investigate how digital marketing strategies and Customer Relationship Management can improve customer acquisition, customer retention and sustainable business growth at Apollo's Interiors Ltd.
[bookmark: _Toc234836223]5. Research Objectives
The study seeks to achieve the following objectives:
· To evaluate the current digital marketing activities undertaken by Apollo's Interiors Ltd.
· To investigate how digital marketing influences customer acquisition.
· To examine the effectiveness of Customer Relationship Management in improving customer retention.
· To identify barriers affecting the adoption of digital marketing and CRM technologies.
· To recommend practical strategies that support sustainable business growth.
[bookmark: _Toc234836224]6. Research Questions
The research will address the following questions:
· How effective are Apollo's Interiors Ltd's current digital marketing activities?
· How does digital marketing influence customer acquisition within the vehicle refurbishment industry?
· What role does Customer Relationship Management play in improving customer retention?
· What barriers prevent SMEs from adopting digital marketing and CRM systems?
· What recommendations can improve organisational performance through digital transformation?
[bookmark: _Toc234836225]7 Critical Literature Review
7.1 Digital Marketing and Business Performance
Digital marketing refers to the use of online technologies to promote products and services while engaging customers through websites, social media, email marketing and search engine optimisation (Chaffey and Ellis-Chadwick, 2022). Unlike traditional marketing, digital marketing allows organisations to measure campaign performance, communicate directly with customers and personalise promotional activities.
Kotler et al. (2021) argue that modern consumers increasingly rely on digital channels throughout the purchasing process. Customers commonly research suppliers online, compare reviews and evaluate company credibility before making purchasing decisions. For Apollo's Interiors Ltd, improving online visibility may therefore increase customer enquiries and strengthen brand awareness beyond its existing referral network.
However, Kingsnorth (2022) suggests that many SMEs fail to gain maximum value from digital marketing because they lack structured strategies and performance measurement. Simply creating social media accounts or websites is insufficient unless digital activities are aligned with organisational objectives and customer needs.
7.2 Customer Relationship Management (CRM)
Customer Relationship Management is a business strategy designed to improve customer satisfaction, loyalty and long-term profitability by effectively managing customer interactions (Buttle and Maklan, 2019). CRM systems enable organisations to store customer information, monitor purchasing behaviour and improve communication throughout the customer journey.
Payne and Frow (2017) argue that organisations adopting CRM successfully often experience higher customer retention and increased repeat business. Since Apollo's Interiors Ltd relies heavily on returning customers, CRM may provide significant opportunities to improve after-sales communication, quotation management and personalised customer service.
Despite these advantages, CRM implementation requires financial investment, employee training and organisational commitment. Businesses that fail to integrate CRM into everyday operations frequently experience disappointing outcomes.
7.3 Relationship Marketing Theory
Relationship Marketing Theory proposes that organisations should focus on developing long-term customer relationships rather than concentrating solely on attracting new customers. Strong customer relationships encourage trust, loyalty and repeat purchasing, contributing to sustainable competitive advantage.
For Apollo's Interiors Ltd, maintaining regular communication with customers and delivering consistently high-quality service may strengthen customer loyalty and generate additional referrals. However, relationship marketing alone may not be sufficient unless supported by competitive pricing, service quality and digital communication.
7.4 Resource-Based View (RBV)
The Resource-Based View developed by Barney (1991) suggests that organisations achieve competitive advantage through valuable resources that competitors cannot easily imitate. In addition to technical upholstery expertise, digital marketing capability and customer knowledge may represent valuable organisational resources.
Developing these capabilities may strengthen Apollo's Interiors Ltd's competitive position by combining specialist craftsmanship with effective customer engagement strategies.
7.5 Technology Acceptance Model (TAM)
The Technology Acceptance Model (Davis, 1989) explains that successful technology adoption depends primarily upon users' perceptions of usefulness and ease of use. Employees who believe CRM systems improve productivity are more likely to accept technological change.
This suggests that successful implementation within Apollo's Interiors Ltd will require management support, employee training and effective communication regarding the benefits of digital transformation.
7.6 Research Gap
Existing literature demonstrates positive relationships between digital marketing, CRM and organisational performance. However, most published research focuses on large organisations or retail businesses. There is relatively limited research investigating specialist vehicle refurbishment SMEs operating within the UK. This study seeks to address this gap by examining Apollo's Interiors Ltd as a case study and developing practical recommendations for improving customer acquisition, customer retention and sustainable business growth.
[bookmark: _Toc234836226]8. Research Methodology
The purpose of this research is to investigate how digital marketing and Customer Relationship Management (CRM) can improve customer acquisition, customer retention and business growth at Apollo's Interiors Ltd. Selecting an appropriate research methodology is essential because it ensures that the research is systematic, reliable and capable of producing valid findings that address the research objectives (Saunders, Lewis and Thornhill, 2023).
8.1 Research Philosophy
This study will adopt a pragmatist research philosophy. Pragmatism is appropriate because it focuses on finding practical solutions to business problems by selecting research methods that best answer the research questions. Rather than concentrating solely on theory, pragmatism emphasises the practical application of research findings. Since this study aims to provide recommendations that Apollo's Interiors Ltd can implement to improve business performance, the pragmatist philosophy is considered the most suitable approach.
8.2 Research Approach
An inductive research approach will be adopted. Inductive research begins with data collection and develops conclusions based on patterns identified from participants' experiences (Bryman, 2021). This approach is appropriate because the research seeks to understand the perceptions of managers, employees and customers regarding digital marketing and CRM rather than testing predetermined hypotheses. The findings will therefore be developed from real organisational experiences and compared with existing academic literature.
8.3 Research Strategy and Design
The study will use a qualitative case study design focusing on Apollo's Interiors Ltd. A case study enables an in-depth investigation of a contemporary business issue within its real organisational context (Yin, 2018). This design is appropriate because it allows the researcher to gain a detailed understanding of the company's marketing activities, customer relationships and operational challenges.
A qualitative approach has been selected because it provides rich and detailed information regarding participants' experiences, attitudes and opinions. This depth of understanding is more valuable than statistical analysis when investigating organisational practices within a specialist SME.
8.4 Data Collection
The research will utilise both primary and secondary data.
Primary data will be collected through semi-structured interviews with approximately ten participants, including managers, administrative staff, sales personnel and long-term customers. Semi-structured interviews provide flexibility while ensuring that all participants discuss topics relevant to the research objectives.
Secondary data will include academic journal articles, books, industry reports and company documents. Reviewing secondary sources enables the researcher to compare organisational findings with existing knowledge relating to digital marketing and CRM.
8.5 Sampling Strategy
A purposive sampling technique will be used because participants will be selected according to their knowledge and experience. Managers will provide strategic insights, employees will discuss operational practices and customers will share their experiences of the company's services.
Although purposive sampling limits the generalisability of findings, it is considered appropriate for qualitative case study research because it produces detailed and relevant information from participants with direct experience of the research topic.
8.6 Data Analysis
The interview data will be analysed using thematic analysis following the approach developed by Braun and Clarke (2022). Interview transcripts will be reviewed, coded and organised into themes representing common opinions and experiences. The identified themes will then be compared with the academic literature to determine whether the findings support or challenge previous research.
8.7 Reliability and Validity
Reliability will be enhanced through the use of consistent interview questions, accurate recording of participant responses and systematic coding procedures. Validity will be strengthened through triangulation, whereby interview findings are compared with secondary sources and academic literature. These procedures will improve the credibility and trustworthiness of the research findings.
8.8 Research Ethics
Ethical considerations are essential throughout the research process. Participants will receive an information sheet explaining the purpose of the research before providing informed consent. Participation will be voluntary, and individuals will have the right to withdraw at any time without consequence.
Confidentiality and anonymity will be maintained by removing personal identifiers from all interview data. Information collected during the research will be securely stored and used only for academic purposes. These measures ensure compliance with recognised ethical standards while protecting participants' rights.
[bookmark: _Toc234836227]9. Business Relevance and Practical Implications
The proposed research has significant practical value because it addresses a current strategic challenge facing Apollo's Interiors Ltd. The findings will help management understand how digital marketing and Customer Relationship Management can improve customer acquisition, strengthen customer relationships and support sustainable business growth.
The study is expected to recommend the development of a structured digital marketing strategy incorporating social media marketing, search engine optimisation and improved website functionality. It may also recommend implementing a CRM system to improve customer communication, quotation management and after-sales service.
Furthermore, the research may identify training requirements that enable employees to use digital technologies more effectively. These improvements could increase customer satisfaction, encourage repeat business and strengthen the company's competitive advantage within the UK vehicle refurbishment market.
The findings may also benefit other SMEs operating within specialist manufacturing industries that face similar challenges regarding digital transformation and customer relationship management.
[bookmark: _Toc234836228]10. Conclusion
This research proposal has presented a structured plan for investigating how digital marketing and Customer Relationship Management can improve business growth at Apollo's Interiors Ltd. The proposal identified a significant business problem relating to limited digital marketing activity and the absence of an integrated CRM system.
A review of academic literature demonstrated that digital marketing and CRM have become essential tools for improving customer acquisition, customer retention and organisational competitiveness. The proposal also identified a gap within existing literature concerning specialist vehicle refurbishment SMEs, justifying the need for further research.
A qualitative case study methodology was proposed to investigate the research questions through semi-structured interviews and thematic analysis. Appropriate consideration was given to research philosophy, data collection, sampling, ethics, reliability and validity to ensure that the study meets recognised academic standards.
Overall, the research has the potential to provide evidence-based recommendations that enhance organisational performance while contributing to academic understanding of digital transformation within specialist manufacturing SMEs.
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