Impact of Digital Marketing on improving Brand Salience in Automobile industry UK

Chapter One: Introduction
Research Background
In the past, traditional forms of marketing such as TV commercials, billboards, and print ads were the primary means of advertising for automobile manufacturers (Anwar, and Climis, 2017). However, with the rise of digital marketing, vehicle companies are now able to reach a wider audience, engage with customers in new ways, and create more targeted advertising campaigns. In the early 2000s, digital marketing began to gain traction in the automobile industry with the introduction of online advertising, search engine optimization (SEO), and social media marketing(Anwar, and Climis, 2017).. This shift in marketing strategy allowed car companies to target specific demographics and interests, track consumer behavior, and measure the effectiveness of their campaigns.
[bookmark: _GoBack]One of the earliest examples of digital marketing in the automobile industry was BMW's "The Hire" series, a series of short films featuring Clive Owen as a driver for hire. The series was released exclusively online and garnered over 11 million views, making it one of the most successful online ad campaigns at the time (Castelló-Martínez, 2022). This campaign helped BMW establish itself as a brand that embraced digital marketing and understood the importance of engaging with its audience in new ways. In recent years, the use of digital marketing in the automobile industry has continued to grow. In 2022, digital ad spending in the UK automotive industry was £2.36 billion, a significant increase from the £1.58 million spent in 2021 (Statista,2023). This increase in spending is indicative of the growing importance of digital marketing in the industry and the shift away from traditional forms of advertising (Key, 2017).
One of the key benefits of digital marketing in the automobile industry is the ability to reach a wider audience. With the rise of social media platforms such as Facebook, Instagram, and Twitter, car companies are able to create targeted ad campaigns that reach specific demographics and interests (Dollwet, 2020). A luxury vehicle manufacturer may create an ad campaign that targets individuals with high incomes and an interest in luxury goods. This targeted approach allows vehicle companies to reach potential customers who may not have been reached through traditional advertising methods. Another benefit of digital marketing in the automobile industry is the ability to engage with customers in new ways. With the rise of social media, car companies are able to create more interactive and engaging campaigns. For example, a car manufacturer may create a social media campaign that asks users to share photos of their favorite road trip destinations. This type of campaign not only engages with customers but also creates user-generated content that can be used in future marketing campaigns. In addition to targeting specific demographics and engaging with customers in new ways, digital marketing in the automobile industry also allows for better measurement and tracking of advertising campaigns. With traditional advertising methods, it can be difficult to measure the effectiveness of an ad campaign (Dollwet, 2020). However, with digital marketing, car companies are able to track consumer behavior, measure the effectiveness of their campaigns, and adjust their strategies accordingly.
One recent development in digital marketing in the automobile industry is the use of virtual and augmented reality (VR/AR) technology. Vehicle companies are now using VR/AR technology to create immersive experiences for potential customers (Choudhry, and Premchand, 2021). For example, a vehicle manufacturer may create a VR experience that allows users to test drive a car without ever leaving their home. This type of experience not only engages with customers but also helps to build brand awareness and create a memorable experience.
Dash and Sharma (2019) conducted a study to investigate the impact of digital marketing on the marketing response of a luxury car brand. They used a survey questionnaire to collect data from a sample of 200 respondents who owned or intended to buy a luxury car. The study found that digital marketing had a significant impact on the brand awareness, brand attitude, and purchase intention of the luxury car brand. The study also found that social media marketing and search engine marketing were the most effective digital marketing channels for the luxury car brand. The authors concluded that digital marketing could be an effective tool for luxury car brands to enhance their marketing response and brand performance.
The study by Soviar et al, (2019) examine the online brand presentations of four major automotive brands in the Slovak Republic, namely KIA, Peugeot, Toyota, and VW. The researchers conducted a content analysis of the brands' websites and social media pages, focusing on the presentation of their sustainability efforts and practices. The study found that all four brands emphasized their commitment to sustainability in their online presentations, with KIA being the most prominent in this area. The researchers also identified some differences in the way the brands presented themselves, such as the focus on design for Peugeot and technology for VW. The study concludes that online brand presentation is an important tool for companies to communicate their values and engage with customers, particularly in the area of sustainability.
In the article, by Llopis-Albert, Rubio, and Valero (2021) examine the impact of digital transformation on the automotive industry. The authors begin by introducing the concept of digital transformation and its implications for businesses, before moving on to analyze the specific effects of digitalization on the automotive industry. They discuss the challenges and opportunities presented by digital transformation, including changes in consumer behavior and the rise of new business models. The authors then present a case study of the Spanish automotive industry, which they use to illustrate the ways in which digitalization is affecting the sector. Overall, they argue that digital transformation represents both a challenge and an opportunity for the automotive industry, and that companies that are able to successfully adapt to this new environment will be the ones that thrive in the future.
The automobile industry in the UK is a highly competitive market, and companies in this industry are increasingly turning to digital marketing to improve their brand salience. Digital marketing offers a range of tools and platforms that can be used to reach and engage with consumers in new ways. However, there is a lack of understanding of how digital marketing impacts brand salience in the UK automobile industry and what specific strategies and tactics can be used to achieve this.
Research Gap
While there is a considerable body of research on the impact of digital marketing on consumer behavior and brand salience, there is still a research gap in understanding the specific factors that contribute to the effectiveness of digital marketing campaigns in the automobile industry in the UK. Additionally, previous research has primarily focused on the impact of digital marketing on brand awareness, rather than brand salience, which is a more complex and multifaceted construct. Therefore, this study aims to fill the research gap by examining the impact of specific digital marketing strategies on brand salience in the automobile industry in the UK, providing valuable insights for marketers and policymakers.
Research Aim
The main aim of this research is to understand the impact of Digital Marketing on improving Brand Salience in Automobile industry UK.
Research Objectives
· To examine the current state of digital marketing practices in the UK automobile industry.
· To investigate the impact of digital marketing on brand salience in the UK automobile industry.
· To identify the specific digital marketing strategies and tactics that can be used to improve brand salience in the UK automobile industry.
· To provide recommendations for companies in the UK automobile industry to optimize their digital marketing practices to improve brand salience.

Research Questions
· What is the current state of digital marketing practices in the UK automobile industry?
· What is the impact of digital marketing on brand salience in the UK automobile industry?
· What are the specific digital marketing strategies and tactics that can be used to improve brand salience in the UK automobile industry?
· What are the recommendations for companies in the UK automobile industry to optimize their digital marketing practices to improve brand salience?

Research Methodology
Positivism is a philosophical approach to research that emphasizes the use of scientific methods and empirical data to explain and understand social phenomena (Alakwe, 2017). This approach is particularly well-suited for studying the impact of digital marketing on brand salience in the automobile industry as it allows researchers to measure and quantify consumer perceptions and attitudes towards digital marketing campaigns. By using positivist methods, researcher was able to collect data that is objective, reliable, and can be analyzed using statistical methods.
Deductive reasoning was used in this research which is a logical approach to research that begins with a general hypothesis and tests it against specific observations or data. In the context of this study, deductive reasoning was used to test the hypothesis developed in this study. 
This study takes the form of quantitative research which methods are data-driven approaches to research that emphasize the collection and analysis of numerical data (Sukamolson, 2007). In the context of studying the impact of digital marketing on brand salience in the automobile industry, quantitative research methods was used to measure the effectiveness of digital marketing campaigns in improving brand salience. Surveys are a common method of collecting primary data in quantitative research. Surveys can be used to collect data on a wide range of variables, including consumer demographics, perceptions, attitudes, and behaviors.  Collecting primary data through surveys can provide valuable insights into the research. Furthermore, primary data collected through surveys can be used to identify specific strategies and tactics that are most effective in improving brand salience in the automobile industry.
Research Limitations
The study may be limited by the nature of the survey questions used to collect primary data. The questions used may not have captured all relevant aspects of consumer perceptions and attitudes towards digital marketing campaigns such as in a qualitative study, which may limit the accuracy and completeness of the study's findings. Further, the study may be limited by the research design. Since the study is cross-sectional in nature, it may not capture changes over time or be able to establish causality.
Research Significance
The study contributes to the existing literature on digital marketing and brand salience in the automobile industry by providing new insights into the effectiveness of digital marketing campaigns in improving brand salience. It can serve as a reference for future researchers who are interested in studying the impact of digital marketing on brand salience in the automobile industry.
The study provides practical insights into how digital marketing campaigns can be used to improve brand salience in the automobile industry in the UK. The findings can be used by marketers and advertisers to design and implement effective digital marketing campaigns that improve brand salience. This can ultimately lead to increased sales and revenue for automobile companies in the UK.
Additionally, the study can also benefit consumers by helping them make more informed decisions when purchasing automobiles. By improving brand salience through digital marketing, automobile companies can increase consumer awareness and understanding of their products, which can help consumers make more informed choices when buying a vehicle.
Structure of the Dissertation
Chapter 1: Introduction
This chapter introduces the topic of the impact of digital marketing on improving brand salience in the automobile industry in the UK. It provides an overview of the research aim, objectives, questions, research methodology, limitations, significance and the structure of the study.
Chapter 2: Literature Review
This chapter reviews the existing literature on digital marketing and brand salience in the automobile industry in the UK. It covers topics such as the definition of brand salience, theoretical frameworks, and previous research on the impact of digital marketing on brand salience.
Chapter 3: Research Methodology
This chapter provides a detailed description of the research design and methodology used in the study. It covers topics such as the research approach, research methods, sample selection, data collection, and data analysis. Further, research hypotheses and conceptual framework is presented.
Chapter 4: Data Analysis
This chapter presents the results of the study. It provides an analysis of the data collected and presents the findings in a clear and concise manner.
Chapter 5: Conclusion
This chapter provides a summary of the study's findings and conclusions. It discusses the limitations of the study and provides recommendations for future research.
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