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This research assesses how digital marketing affects performance of businesses in the European retail industry through a literature review. It analyses specific marketing techniques, social media marketing, e-commerce and data-based marketing and their impact on customer engagement, brand equity and business performance. It is based on a qualitative approach where secondary data were used from different research sources, journals, books and articles to understand the relationship between digital marketing and performance, as well as to identify gaps in the research that need to be studied. 
Findings show that digital marketing is key to the modern business of retail and it helps businesses to communicate with customers instantly and customise marketing messages in order to improve customer experience. Social media marketing helps in enhancing customer engagement, while e-commerce helps in business expansion and efficiency. 
Data-driven marketing assists businesses in making sound decisions and tailoring their approach according to customers’ behaviour, thereby enhancing their performance. This study emphasises the importance of digital marketing, the ability to use digital technology, data analysis and other skills, as the ability to use digital technology in businesses gives businesses a competitive edge. However, there are factors that will have an impact on the effectiveness of digital marketing such as resources to implement it, and understanding of the dynamic digital environment. 
The conclusion that is arrived from this research, is that there is significant impact of digital marketing on business performance in the European retail industry. Through this study, more knowledge can be generated to understand and appreciate digital marketing as a practice for improving business performance and it provides both theoretical and practical recommendations for organisations to improve their performance in a digital age.
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CHAPTER 1: INTRODUCTION

Chapter 1 will present the research background and will discuss the background of digital marketing and its significance to retail businesses. This chapter will also include the problem statement, aim, objective, and research questions.

[bookmark: _Toc228398707]1.1. Research background


The swift pace of digital technologies has dramatically affected the European retail industry, changing the way companies approach the customer and create value. Digital marketing has become an integral part of the business strategy of organisations and involves technology to communicate with customers through different digital channels such as social media, search engines and online stores (Chaffey and Ellis-Chadwick, 2022). 
These technologies provide opportunities for retailers to engage with a larger number of customers, personalise the marketing message and improve customer engagement, which in turn has a positive effect on business performance. Over the last few years, there have been some changes in the consumer’s behaviour due to the rising digitalisation (Olson et al., 2021). 
The customers have become connected, informed and more demanding with a requirement for personalised omnichannel experiences. Social media has become a very important tool for communication as it allows companies to have an instant communication with their customers and maintain a long-term relationship with them (Raut and Kulkarni, 2020). 
These changes have forced retail organisations to use a more customer-centric marketing approach with a focus on engagement, experience and value creation. Moreover, it has been found that digital marketing has a positive influence on the brand equity and loyalty of the customers (Paniagua and Sapena, 2014). 
According to Zollo et al. (2020), an effective social media marketing strategy may have a positive influence on the perception of the brand and purchasing decisions of the customers through the experience and perceived value. Besides, the application of data analytics and digital technologies by organisations, help them to understand customer behaviour, plan and implement the right marketing strategies and improve the operational efficiency (Saura, Palos-Sánchez and Cerdá Suárez, 2017). 
The inclusion of digital marketing strategies in the retail businesses has become essential for organisations that want to be competitive in the fast-changing market environment. In a context of rising digital transformation, retailers need to embrace new technologies and the changing expectations of the customers to achieve sustainable growth and performance (Swathi, 2020).

[bookmark: _Toc228398708]1.2. Research problem


While digital marketing is growing rapidly in the retail world, little is known about its effects on company performance. Despite the extensive adoption of digital marketing by businesses, not all companies have experienced tangible improvements in performance metrics like revenue growth, customer retention, and competitive advantage. Thus, there is a knowledge gap with respect to understanding how digital marketing strategies can affect firm performance in the European retail sector (Dwivedi et al., 2021).
Digital marketing strategies are not uniformly employed across organisations. There is evidence that some organisations are better equipped to reap benefits from social media, e-commerce, big data etc. compared to others due to inadequate digital literacy, insufficient financial resources and lack of technological capabilities (Gregory, Ngo and Karavdic, 2019). 
This inequity in digital marketing adoption and deployment leads to disparity in the contribution of digital marketing towards business performance across organisations. past studies have focussed more on the individual digital marketing tools rather than investigating the influence of digital marketing strategies as a whole. 
Miklosik et al. (2019) point out that most previous literature has only focused on specific digital marketing tools and has been slow to look at their impact on digital marketing strategies as a whole. Although several studies have researched the impact of social media marketing on brand equity and customer engagement, there are still fewer studies investigating the impact of digital marketing strategies on the overall firm's performance. This silo effect of digital marketing tools has restricted the general understanding of how digital marketing affects overall business performance. The digital world changes very rapidly because of technology advancement and changing consumer attitudes (Świeczak, 2013). 
With the emergence of technology, it is imperative that businesses must adapt quickly. However, it is still a challenge for organisations to remain digitally competitive (Dwivedi et al., 2021).
Furthermore, the digital transformation of businesses brings about several other challenges such as data governance, privacy, analytics usage. Digitalisation provides an opportunity for small and medium-sized enterprises (SMEs) to compete with big businesses. Yet at the same time, SMEs face unique challenges in implementing digital marketing tools (Ismail, Narsa, and Basuki, 2019).
The cost-effective marketing solutions offered by digital marketing platforms presents opportunities for SMEs to reach their target audience at a lower cost. However, SMEs still struggle with adoption and effective employment of digital marketing strategies because of inadequate digital literacy and unavailability of resources (Armiani, 2024). 
In view of the above arguments, the main research problem for this study is to what extent do digital marketing strategies contribute to business performance in the European retail industry (Wu, Mahajan and Balasubramanian, 2003). 
The research problem is significant because solving this problem will help in understanding the context under which digital marketing strategies contribute to superior firm performance and the digital marketing strategies which businesses should focus on to enhance their competitiveness in a digitalised market (Marshall et al., 2012).

[bookmark: _Toc228398709]1.3. Research scope

The scope of this research is to investigate the effect of digital marketing strategies on the business performance of the European retail industry. The research will look at various digital marketing strategies, which include social media marketing, e-commerce, and data-driven marketing, and their effect on customer engagement, brand equity and organisational performance (Saunders, Lewis and Thornhill, 2019). 
The research will be carried out through a secondary data review of the existing literature on digital marketing. The literature review will provide an overview of the current trends, practices and theoretical framework of digital marketing (Bryman, 2016). This will also provide an overview of the current trends, practices and theoretical framework of digital marketing. Secondary data will be used for the research and this will include academic journals, books and other credible sources of data. 
This is because secondary data helps to identify the trends, correlations and gaps in the existing literature and as such the researcher will not have to incur the time and cost involved in collecting primary data (Saunders, Lewis and Thornhill, 2019). The research will also be narrowed down to the European retail industry. The European retail industry has been chosen for the research because it is a highly digitised industry and one of the most competitive markets in the world. 
The research will focus on the relationship between digital marketing strategies and business performance. As such, the research will not look at other factors that affect business performance. 
It will also contribute to the existing body of knowledge by providing an overview of the effect of digital marketing strategies on business performance in the retail industry. The research will provide recommendations for organisations that are looking to improve their digital marketing strategies and business performance (Yin, 2018).

[bookmark: _Toc228398710]1.4. Research aim

This study aims to assess the effect of digital marketing on European retail businesses through a comprehensive review of the literature on the use of digital marketing tools and their contribution to customer engagement, competitiveness, and business growth (Chaffey and Ellis-Chadwick, 2022; Dwivedi et al., 2021).


[bookmark: _Toc228398711]1.5. Research objectives


To identify the key digital marketing strategies used by the retail industry in Europe based on existing literature.
To critically evaluate, according to existing studies, the effect of digital marketing strategies on the business performance (customer engagement, brand equity and sales growth).
To analyse the influence of digital marketing capabilities and technology on competitive advantage of the retail industry in Europe, supported by existing research (Gregory, Ngo and Karavdic, 2019; Saura, Palos-Sánchez and Cerdá Suárez, 2017).

[bookmark: _Toc228398712]1.6. Research questions

What key digital marketing strategies are retail businesses in Europe adopting according to existing studies? 
What effect do the digital marketing strategies have on business performance factors such as brand value, customer engagement and organisational growth based on previous studies? 
According to existing literature, how do digital marketing capabilities and analytics influence competitive advantage and performance in retail businesses?


[bookmark: _Toc228398713]1.7. Chapter summary


This chapter has served as an introduction to the research topic by discussing the increasing relevance of digital marketing in the European retail industry. It noted that improvements in digital technology and shifts in consumer behaviour have altered the market environment, thus rendering digital marketing an essential part of the corporate strategy (Chaffey and Ellis-Chadwick, 2022). 
The background to the study underlined that digital marketing improves customer experience, corporate image and business performance. The research problem noted that there is a knowledge gap on the direct influence of digital marketing strategies on business performance. This was attributed to the divergent results of organisations that have adopted the strategies (Dwivedi et al., 2021). 
The need to investigate the manner in which digital marketing affects competitiveness and the performance of organisations emerged. The scope of the research study confined the study to the European retail sector, while noting that secondary data will be used to investigate existing literature (Homburg, Grozdanovic and Klarmann, 2007). 
The research aim, objectives and questions followed to offer direction for the study. This study is aimed at identifying the key digital marketing strategies adopted in the European retail industry and assessing their effect on performance (Bryman, 2016). 
The study will also seek to investigate the role of digital capabilities. This chapter provides a solid background for the research study, and provides a direction for the literature review that will be undertaken in the next chapter.




























[bookmark: _Toc228398714]CHAPTER 2: LITERATURE REVIEW

Chapter 2 will review the literature. This chapter will evaluate previous studies to highlight the existing gaps in knowledge and identify key trends, theories, and findings in the field of digital marketing and business performance.

[bookmark: _Toc228398715]2.1. Introduction to Digital Marketing in the European Retail Industry


Today, digital marketing has become a key element of doing business, specifically within the retail sector, where the marketplace has changed considerably because of developments in technology and changing consumer demand. The integration of technology in everyday life has altered the way customers search for knowledge, communicate with companies and make purchases. Consequently, companies within the European retail industry have had to adopt digital marketing methods in order to remain relevant and competitive (Chaudhary et al., 2022). Digital marketing can be defined broadly as ‘achieving marketing objectives through applying digital technologies and media’ (Chaffey and Ellis-Chadwick, 2022). 
Common examples of the various kinds of digital media and technology include social media marketing, search engine optimisation, content marketing, email marketing and data-driven marketing. These activities enable organisations to interact with consumers more efficiently, personalise experiences for customers and establish enduring relationships. Unlike traditional marketing, digital marketing supports real-time contact, feedback and evaluation, which permits organisations to respond rapidly to changes in consumer demands and needs (Fukuyama and Tan, 2022).  
Within the European retail industry, the application of digital marketing has been impacted by technological progress and changes in consumer habits. More and more, customers are turning to online outlets to get information, compare products and buy. This has made for a more competitive climate, where organisations are forced to innovate and create uniqueness constantly through the use of digital strategies (Swathi, 2020).  
Dwivedi et al. (2021) argue that digital marketing is not an option, but a requirement for companies wishing to expand and be competitively positioned. One important feature of digital marketing is that it can boost customer engagement.  Organisations are able to interact with customers directly and answer questions or develop relationships through digital media like social media as it can happen in real-time. This was something that could not be achieved with conventional media, which were often more unilateral (Gerhardt et al., 2021). 
Raut and Kulkarni (2020) contend that social media marketing allows for more meaningful exchanges between customers and the company, which lead to increased loyalty and trust. Through digital channels, customers are then able to tell others about their experiences and perceptions, which can alter the mindset or actions of other prospective buyers. An additional important feature of digital marketing is its effect on brand equity (Nuseir, 2016). 
Brand equity is defined as ‘the differential effect of brand knowledge on consumer response to the marketing of a brand’ (Fukuyama and Tan, 2022). Brand knowledge consists of brand awareness (strength of brand recall and recognition) alongside brand image (a set of thoughts, feelings, associations and perceptions). Digital marketing strategies such as social media and content marketing play a significant role in enhancing brand image and ultimately, brand equity. 
Zollo et al. (2020) discovered that social media marketing practices have a positive effect on brand equity, with customer experience and perceived value mediating this relationship. This highlights that organisations must not only promote their offering but deliver valuable and engaging experiences for their customers. The use of data analytics is another defining feature of digital marketing. 
Organisations can obtain and process large sets of customer data in order to obtain insight regarding consumer behaviour, preferences and trends. These insights can be employed in targeted marketing efforts, resource allocation, and decision making (Hollebeek and Macky, 2019). 
Saura, Palos-Sánchez and Cerdá Suárez (2017) point out the significance of web analytics and KPIs in the assessment of digital marketing performance. By tracking performance metrics such as website traffic, conversion rates, and customer engagement, businesses can assess the efficacy of their marketing efforts and make appropriate adjustments. In addition, digital marketing has been found to enhance operational efficiency and business performance. The use of digital technologies can significantly enhance operational processes such as communication, logistics, and distribution leading to cost savings and enhanced service provision. 
Kabadayi, Wang and Wyer (2015) contend that digital platforms can contribute to the efficiency of logistics and distribution for SMEs leading to higher levels of customer satisfaction and business performance. Despite the benefits, the implementation of digital marketing strategies is also fraught with various challenges. First, the lack of digital skills and expertise within organisations is a major challenge. Many businesses lack the required skills and competencies to effectively leverage digital tools and technologies.
Gregory, Ngo and Karavdic (2019) contend that the development of digital marketing capabilities is essential for achieving superior performance outcomes. Without requisite digital skills and infrastructure, businesses may fail to realise the full benefits of digital marketing. Another challenge facing digital marketing is the ever-changing nature of the digital environment. Technological advancements, shifting consumer preferences, and the emergence of new digital platforms require businesses to be constantly adjusting their digital marketing strategies. 
According to Dwivedi et al. (2021), to stay competitive, companies must be both adaptable and agile; this requires them to invest continuously in technology, training, and innovation. Research has shown that SMEs also benefit from digital marketing. In fact, digital marketing offers a relatively low-cost approach for SMEs to improve their marketing practices. 
Armiani (2024) points out that a large number of SMEs use e-commerce channels and social media to increase their market performance and competitiveness. However, these firms could encounter a number of obstacles to implementing digital marketing, including constraints relating to resource availability and skills shortage. Studies have shown that digital marketing plays a pivotal role in targeting a particular consumer group. One example of such a group is Generation Y, who are very active social and digital media users. 
Rahman (2015) notes that businesses can use social media and digital marketing to achieve a high level of engagement and interaction with the younger generation. This highlights the importance of knowing the characteristics of a target market when planning a marketing campaign. Today, digital marketing has become one of the central components of business strategies among companies in the European retail industry because it increases customer engagement, brand value, analytics, and efficiency. Digital marketing performance is highly dependent on digital capabilities, resources, and the ability to respond to an ever-changing digital environment (Swathi, 2020). 
As the marketplace continues to change and competition becomes fiercer, it is important for companies to come up with and enact digital marketing strategies to help them attain a competitive advantage and sustainable business performance.

[bookmark: _Toc228398716]2.2. Digital Marketing Strategies and Their Influence on Business Performance

In the European retail industry, digital marketing has emerged as a significant predictor of business performance, as it affects multiple aspects such as customer engagement, brand equity, sales, and competitive advantage (Hollebeek and Macky, 2019). With the rapid advancement of digital technologies, organisations have been compelled to adopt a holistic digital marketing approach to improve their business performance and to respond to the changing market needs and customer demands. Even though the positive outcomes of digital marketing are widely acknowledged, there is an ongoing debate among researchers about the influence of digital marketing strategies on business performance (Kabadayi, Wang and Wyer, 2015).
The most widely discussed digital marketing strategy in the literature is social media marketing, which refers to the use of social media platforms to communicate with the customers and to build relationships with them. Social media marketing facilitates two-way communication between the organisation and the customers and it provides the opportunity for the organisations to share information with the customers and to get immediate feedback (Chaudhary et al., 2022). 
Social media marketing enables the organisations to communicate with the customers directly and it provides them with the opportunity to build a strong relationship with the customers. Raut and Kulkarni (2020) state that social media marketing provides the opportunity for the organisations to have two-way communication with the customers and to create value for the customers. Therefore, it is possible to conclude that social media marketing is an effective digital marketing strategy that enables the organisations to engage with the customers and to build long-term relationships with them.
In the retail industry, customer engagement is identified as one of the most important factors that influence the business performance of an organisation. The empirical research studies conducted by Zollo et al. (2020) revealed that social media marketing has a positive influence on customer engagement and brand equity. 
The research study conducted by Zollo et al. (2020) further revealed that social media activities of an organisation enhance its brand equity by providing a better customer experience and by enhancing the perceived value of the organisation. This indicates that digital marketing strategies are used not only for promotional purposes but also for creating value for the customers. 
The empirical research studies further revealed that social media marketing provides the opportunity for the organisations to engage with the customers, to respond to customer needs, and to create customer value. The empirical research studies revealed that the outcomes of social media marketing depend on the quality of the content shared by the organisation as well as the level of engagement created by the social media activities (Homburg, Grozdanovic and Klarmann, 2007). 
Simply having a social media presence is not adequate for an organisation to achieve a competitive advantage in the market. The organisations should create and share valuable content and engage with the customers to achieve the desired outcomes from the social media marketing strategies (Zollo et al., 2020).
E-commerce marketing is another widely discussed digital marketing strategy in the literature. E-commerce marketing refers to the process of marketing a business through online channels such as search engines, webpages, and email. The empirical research studies revealed that e-commerce marketing plays a crucial role in the business performance of retail organisations (Armiani, 2024). 
The empirical research study conducted by Gregory, Ngo and Karavdic (2019) revealed that the development of e-commerce marketing capabilities enhances the business performance of an organisation. The research study conducted by Gregory, Ngo and Karavdic (2019) further revealed that the development of e-commerce marketing capabilities provides the opportunity for the organisations to improve their efficiency and to enter the international market. It is possible to conclude that e-commerce marketing is an effective digital marketing strategy that can be used by retail organisations to enhance their business performance.
The adoption of e-commerce marketing provides the opportunity for retail organisations to overcome the geographical barriers and to enter the international market, according to existing literature. The cross-border e-commerce has become a widely discussed phenomenon among researchers in recent years (Gerhardt et al., 2021). 
It is identified that entering the international market through e-commerce marketing is challenging. The organisations should develop an adequate digital infrastructure, logistics, and customer services to provide better customer experience for the customers (Han and Zhang, 2021). 
The high level of competition in the online market place compels the organisations to innovate and to provide a unique customer experience for the customers. Even though e-commerce marketing plays a crucial role in the business performance of an organisation, achieving the desired outcomes from e-commerce marketing is challenging (Paniagua and Sapena, 2014).
Data-driven marketing is another digital marketing strategy identified in the literature. Data-driven marketing refers to the process of using data to inform marketing decisions. The empirical research studies revealed that data plays a crucial role in digital marketing strategies. Saura, Palos-Sánchez and Cerdá Suárez (2017) state that web analytics and key performance indicators play a crucial role in assessing the outcomes of digital marketing strategies. It is possible to conclude that data-driven marketing is an effective digital marketing strategy that provides the opportunity for the organisations to make informed decisions.
The use of data and analytics in marketing provides the opportunity for the organisations to collect, analyse, and interpret large customer data to make informed decisions. The organisations use data and analytics to identify the needs of the customers, to develop the marketing strategies, and to assess the outcomes of the marketing strategies. The use of data and analytics in marketing plays a crucial role in the business performance of an organisation. However, the organisations should pay a special attention to data management and data privacy when engaging with data-driven marketing strategies (Marshall et al., 2012). 
The customers are identified as sceptical about providing their data to the organisations due to the fear of data breaches and cyber-attacks. It is crucial for organisations to ensure that they adhere to data protection legislation and that customer’s trust is maintained when dealing with personal information. The analytics of data requires specific skills and competencies which are not always available in organisations, hence the importance of digital capabilities as one of the critical factors that affect the implementation of digital marketing strategies (Grewal et al., 2015).
Organisational capabilities also influence on the relationship between digital marketing strategies and business performance. Digital capabilities involve the knowledge, skills and resources that are required to use digital technologies and strategies. Gregory, Ngo and Karavdic (2019) posit that organisations that develop digital marketing capabilities have a high likelihood of attaining superior performance outcomes. In this way, digital capabilities facilitate the organisations to react and adapt to changing market conditions, innovate and adjust marketing strategies to fit the needs and demands of customers.
In order to achieve the desired performance outcomes from the strategies of digital marketing, there is a need to integrate all the strategies across various channels. This integration ensures that there is consistency and that it also enhances the customer’s experience. Chaffey and Ellis-Chadwick (2022) argue that digital marketing strategies should be holistic, integrating tools and techniques from various platforms to achieve an overall strategy. In this way, organisations will be able to maximise the business effect of digital marketing tools to enhance business performance.
Regardless of the positive influence that digital marketing strategies have on business performance, there is a growing body of evidence which shows that all organisations do not benefit from the implementation of the strategies. 
Dwivedi et al (2021) argue that although digital marketing provides a huge opportunity for organisations to attain competitive advantage and growth, its success depends on the availability of resources in the organisations, technological infrastructure, and the skills and competencies of managers and employees. This suggests that the relationship between digital marketing and business performance is not straightforward and that it depends on a number of contextual factors.
The implementation of digital marketing strategies can lead to competitive advantage as it enables organisations to differentiate themselves from competitors. According to Thrassou et al (2022), digital technologies can facilitate organisations to innovate and improve their market position in order to attain sustainable competitive advantage. To achieve competitive advantage from digital marketing, organisations should continue to invest in technology and should also have the ability to adjust to the dynamic technological environment.
Digital marketing can also improve business performance by enhancing customer retention. Nuseir (2016) argues that digital marketing tools such as online communication tools can enhance customer loyalty and retention. Organisations can communicate with their customers on a regular basis, improving their experience and providing a level of personalisation. This way, the customers will be able to retain their trust and loyalty in the organisation, hence improving their retention. This is one of the critical factors that enhance business performance in the retail industry, as retaining customers is the key to long term profitability (Thrassou et al., 2022).
It is also important to consider the limitations of digital marketing. Although digital tools have the potential to provide a high level of engagement and personalisation, they also complicate the process of managing marketing. Marketers have to deal with a number of platforms, a large amount of data, and rapid technological change. This complicates the process of providing consistency and effective marketing across different channels (Chaffey and Ellis-Chadwick, 2022).
Digital marketing strategies play a significant role in enhancing business performance in the European retail industry. Strategies such as social media marketing, e-commerce, and data driven marketing improve customer engagement, brand equity, and competitive advantage. However, the success of digital marketing depends on a number of factors which include organisational capabilities, integration of strategies, and the ability of organisations to adjust to the dynamic technological environment. Although digital marketing provides organisations with a huge opportunity for growth, organisations should be careful when implementing the strategies in order to enhance sustainable business performance (Taamneh, Alsaad and Elrehail, 2018).

[bookmark: _Toc228398717]2.3. Digital Marketing Capabilities, Technology and Competitive Advantage

The current literature shows that digital marketing capabilities and technologies are increasingly being recognized as sources of competitive advantage in the European retail industry. However, although important, it is not the mere adoption of digital marketing tools, technologies, and strategies that have an impact on business performance, but rather the ability of the firms to effectively use and combine those tools and strategies (Soto-Acosta, et al., 2016). 
This is where digital capabilities come into play. Digital capabilities have been defined as the firm’s ability to leverage and integrate digital resources and services to achieve business model innovation, competitive advantage, superior efficiency and innovation. In other words, digital capabilities are the firm’s ability to develop the necessary skills, processes, and knowledge to effectively exploit digital technologies for strategic purposes (Taamneh, Alsaad and Elrehail, 2018). 
Digital marketing capabilities Digital marketing capabilities can be defined as the organization’s capacity to use the internet and related digital technologies to achieve marketing objectives. Those capabilities allow firms to be more responsive to their environment and, therefore, to adapt to the changing market and consumer needs and expectations (Chaudhary et al., 2022). 
In the specific context of e-commerce adoption, Gregory et al. (2019) argue that firms with e-commerce and digital-marketing capability are more likely to achieve superior performance outcomes. Indeed, digital-marketing capability, for example, enables an e-commerce-enabled firm to manage its online channel efficiently and effectively, optimize customer service, and improve operational efficiency (Gregory, et al., 2019). The development of those capabilities is particularly relevant for European retailers, as they operate in highly competitive markets and must be able to keep up with changing consumer needs and preferences. Use of data analytics One of the most important digital marketing capabilities for firms is their ability to use data analytics (Hair, 2016; Saura, et al., 2017). 
Indeed, data analytics provides valuable insights into customer bahaviour, preferences, and purchase patterns (Saura, et al., 2017). Moreover, data analytics can guide the development of specific marketing strategies (e. g., marketing mix elements), as well as serve as a proxy to evaluate a firm’s marketing performance (Hair, 2016).
According to Saura et al. (2017) web analytics and KPIs are important enablers for measuring marketing performance and enhancing the decision-making process. Nevertheless, the ability to use data analytics effectively depends on the availability of technical expertise and technological resources (Gregory, et al., 2019). 
The integration of digital technologies across the firm’s value chain is another important capability (Thrassou, et al., 2022). In fact, digital transformation has been recognized as an important driver of superior performance outcomes. Digital transformation refers to the use of digital technologies such as e-commerce, automation, social media, big data analytics, or the Internet of Things (IoT) to transform a firm’s business model and value proposition (Thrassou, et al., 2022). 
Indeed, the integration of digital technologies across a firm’s value chain can help retailers to improve their efficiency, innovation, and market positioning (Thrassou, et al., 2022). Those findings suggest that digital marketing should not be seen as a separated function but rather as part of a larger digital transformation process. Challenges in developing digital marketing capabilities Despite the benefits associated with digital marketing capabilities, there are several challenges that European retailers face when it comes to developing those capabilities. 
One of the most significant challenges is acquiring the necessary resources and skills (Armiani, 2024; Gregory, et al., 2019). Indeed, the lack of digital-marketing skills has been identified as an important barrier to e-commerce adoption (Gregory, et al., 2019). 
Gregory et al. (2019) found that the absence of e-commerce and digital-marketing skills may impede a firm’s ability to fully exploit the benefits associated with digital technologies. That is particularly true for small and medium enterprises (SMEs), as they usually lack the financial and human resources to invest in digital-marketing strategies (Armiani, 2024). Although digital platforms offer SMEs the opportunity to compete with larger organizations, the success of those platforms depends on the ability of SMEs to develop and manage digital-marketing capabilities (Armiani, 2024). 
Innovation in digital marketing is another important capability. Digital-marketing innovation refers to the capacity to create new digital-marketing strategies, tools, and approaches (Dwivedi, et al., 2021). Those innovations enable firms to better engage with their customers and create value (Dwivedi, et al., 2021). 
Digital technologies offer several opportunities for innovation. For example, they enable firms to experiment with new forms of communication such as interactive content, personalized marketing, and real-time engagement (Dwivedi, et al., 2021). According to Dwivedi et al. (2021) innovation in digital-marketing is crucial for firms willing to differentiate in a highly competitive marketplace. Also, digital marketing capabilities are also enablers of customer value, one of the determinants of competitive advantage. 
By offering value and relevance, organisations can satisfy and retain their customers. Zollo et al. (2020) contend that customer experience mediates the relationship between digital marketing and brand equity. This implies that organisations should focus on providing customer experiences and not just push products to customers. 
The technology component of competitive advantage is also intertwined with organisational learning. The digital age is characterised by turbulence and organisations must keep their knowledge and skills up-to-date. Saunders, Lewis and Thornhill (2019) assert that learning and adaptation are important processes that organisations employ to respond to the turbulence. Organisations that learn from data, customer feedback and market trends are more likely to develop effective digital marketing strategies that result in sustainable performance (Lee et al., 2015). 
Notwithstanding the benefits that digital marketing capabilities have to offer, there are some risks that organisations may face as they develop and implement these capabilities. One of the major risks is that of over-relying on technology and losing the human touch. While digital technologies facilitate automation, they may compromise the quality of customer relationships if not properly managed. Therefore, organisations should endeavour to balance the technological capabilities with human-centred marketing strategies. Another limitation is the increasing complexity of digital marketing. As organisations continue to adopt multiple digital channels and technologies, the management of these channels and technologies becomes complicated. This may result in inefficiencies and inconsistencies in marketing efforts (Gerhardt et al., 2021). 
Dwivedi et al. (2021) suggest that organisations should develop integrated strategies if they are to manage the digital marketing activities effectively and maximise their influence. In addition, digital marketing capabilities may not offer sustainable competitive advantage. Given that digital technologies are becoming ubiquitous, competitors can easily copy the digital marketing strategies that have been successfully implemented by organisations. This diminishes the rarity of digital marketing capabilities and their ability to offer sustainable competitive advantage. 
Thrassou et al. (2022) posit that organisations should continue to innovate if they are to maintain their competitive position. The influence of digital marketing capabilities on business performance is also contingent upon the extent to which strategy and implementation are aligned. Organisations should ensure that their digital marketing strategies are aligned to the overall business strategies. This requires collaboration and co-ordination among different business functions including marketing, IT and operations.
Unless there is alignment between business functions, digital marketing efforts may not yield the desired business performance. In conclusion, digital marketing capabilities and technology are enablers of competitive advantage in the European retail industry. While digital marketing strategies offer opportunities for innovation and growth, their success is dependent on organisations’ ability to develop and manage digital marketing capabilities (Miklosik et al., 2019). 
Data analytics, technological integration, organisational learning and innovation are some of the factors that influence the success of digital marketing strategies. However, the relationship between digital marketing capabilities and competitive advantage is complex and influenced by multiple organisational and environmental factors. Organisations should develop a holistic digital marketing strategy if they are to achieve business performance and remain competitive in the digital economy (Swathi, 2020).

[bookmark: _Toc228398718]2.4. Research Gap


In spite of the above studies and research, there is a need for further investigation on the influence of digital marketing on business performance in the European retail sector. Most of the studies looked at the effect of specific digital marketing tools such as social media marketing (Dwivedi et al., 2020) or e-commerce on business performance. Thus, there is a need for a holistic study to investigate the effect of these digital marketing tools as a whole and how they are interrelated on business performance. 
Besides, most of the above studies focused on consumer behavioural outcomes such as engagement (Lee et al., 2020), brand perception (Zollo et al., 2020) and purchase intention. A few studies looked at the direct effect of digital marketing on business performance such as profitability (Dwivedi et al., 2021), sales and sustainable competitive advantage. However, there is still a need for further investigation on the direct effect of digital marketing tools on business performance. Although customer experience and perceived value have been identified as factors that contribute to business performance (Zollo et al., 2020), there is limited empirical evidence on these factors. 
Gregory, Ngo and Karavdic (2019) identified digital capabilities as key drivers for improving business performance. However, there is a research gap on how differences in firm capabilities affect the effectiveness of digital marketing tools on business performance in retail firms, especially SMEs which have limited resources and knowledge (Armiani, 2024). 
Lastly, since the digital landscape is dynamic, most of the above studies may not capture the current trends and innovations in digital marketing. This calls for a more recent study to capture the current digital landscape. To sum up, the objective of this study is to fill the above research gaps by investigating the effect of digital marketing tools on business performance in the European retail sector.

[bookmark: _Toc228398719]2.5. Chapter Summary

This chapter explored relevant literature on digital marketing strategies and performance in the European retail sector. First, the discussion outlined the growing importance of digital marketing as a management tool capable of helping businesses improve customer loyalty, brand image, and overall competitiveness (Chaffey and Ellis-Chadwick, 2022). 
Specific digital marketing strategies (such as social media marketing, e-commerce, and data-driven marketing) were examined, and the chapter evaluated their potential impacts on different performance metrics (like customer retention, sales growth, and competitive advantage). The chapter also covered the importance of digital marketing capabilities and technical integration in firms, stating that digital strategy outcomes depend on factors like resources and staff skills, and an organisation's ability to adapt to changing environments (Gregory et al., 2019). 
While this body of literature identifies considerable potential for digital marketing strategies, it notes numerous barriers to the successful use of such strategies, including challenges in the adoption and implementation of new marketing approaches, insufficient resources, and the complexities related to the management of multiple digital channels.
In conclusion, the identified research gap reveals that a number of limitations exist in the current body of literature; in particular, previous research fails to provide an integrated analysis, and it fails to address issues that specifically relate to business performance outcomes. Overall, this chapter has provided theoretical underpinnings for this research and has supported the need for this study, which aims to address how digital marketing strategies affect the business performance of European retail firms.







[bookmark: _Toc228398720]CHAPTER 3: RESEARCH METHODOLOGY

Chapter 3 will focus on the research approach, design, and methods. This chapter will also explore and justify the secondary sources of data and describe the data collection process.

[bookmark: _Toc228398721]3.1. Introduction

This chapter presents the methods applied to the study of how digital marketing strategies influence performance in the European retail industry. The aim of this chapter is to outline, justify and discuss the philosophical assumptions, methodology and methods used in the research. 
It is important that this chapter reflects the fact that the research is undertaken by means of a literature review; that is, it depends on the review, analysis, and interpretation of secondary data gathered from academic journals, books, academic websites and other sources in a systematic manner. It is therefore the literature review that constitutes the methodology and methods of the research (Blumberg, Cooper and Schindler, 2014). In this part of the thesis the methodological choices, research design, research philosophy and approach will be discussed and the rationale for them provided. 
The research philosophy, design and approaches are all linked to the aims, objectives and research questions established earlier in the literature review, and are discussed below with the methods used in data gathering and analysis also detailed. As secondary data gathered from journals such as Google Scholar and ScienceDirect will be used for this study, it will be necessary to outline how this data was chosen and collected and also how these data will be reviewed to establish the credibility, reliability and validity of the research (Yin, 2018). 
Saunders, Lewis and Thornhill (2019) state that it is essential for a study to have a well-defined research methodology in order to maintain credibility and transparency in the academic research. This chapter discusses the rationale for the methodology used and how the choice was made.


[bookmark: _Toc228398722]3.2. Research Philosophies and Assumptions

A research philosophy comprises the set of beliefs and opinions about the nature of knowledge and its creation. It provides a framework for the researcher to determine the methods used to collect, analyse, and interpret data (Saunders, Lewis and Thornhill, 2019). For this investigation into digital marketing strategies and business performance, which relies on the analysis of previous studies, an interpretivist research philosophy has been selected.
An interpretivist philosophy is deemed appropriate as it is a means of understanding the world via the interpretation of existing knowledge. Digital marketing strategies and business performance are not objective entities, but rather, are influenced by factors including business capabilities, market forces and consumers (Saunders, Lewis and Thornhill, 2019). It is therefore important to understand digital marketing strategies and business performance through interpretation. Interpretivism allows the researcher to draw upon qualitative information gathered through the study of academic literature, which can explain the relationships, trends and patterns in the European retail industry (Bryman, 2016).
Furthermore, this study adopts a relativist approach to ontology which considers that reality is socially created and differs dependent on the situation. For example, for digital marketing, two different companies may achieve different results depending on their strategy, resources and the state of the market, as outlined within the literature (Dwivedi et al., 2021).
Regarding epistemology, the research follows a subjectivist approach, where it is recognised that knowledge is constructed through interpretation of existing research, rather than observation and experimentation. This is suitable for the present research as it is exclusively based upon secondary research, where knowledge is generated through interpretation of previously conducted academic work. This approach is considered necessary and appropriate to enable the researcher to consider a range of differing viewpoints in order to create a comprehensive understanding of the topic (Collis and Hussey, 2021).
Consequently, for this investigation, an interpretivist research philosophy along with relativist and subjectivist ontological and epistemological assumptions has been adopted and can be considered suitable for the research. Such assumptions enable a detailed consideration of the relationships within digital marketing strategies and their effect on business performance through interpretation of previous research, rather than attempting to measure variables.


[bookmark: _Toc228398723]3.3. Research Design

Research design is an overall plan to guide the collection and analysis of data towards answering the research questions (Bryman, 2016). In this research, a qualitative research design has been adopted from a literature review approach. As it is an approach, this design is appropriate to the study since the research questions ask us to analyze existing knowledge and not provide primary data.
Also, a qualitative research design allows for an in-depth study of relationships between digital marketing strategies and business performance in the retail industry. This design will help understand the results of several academic sources to interpret the data and look for connections. Given this, a qualitative design is very helpful to study in the European retail industry due to the dynamic nature of the industry as well as the advancements in technology (Saunders, Lewis and Thornhill, 2019). Hence, it would be easy to gain an understanding from the context of the data.
In terms of research design, this research will be descriptive and exploratory. The research will use a descriptive research design to describe the different digital marketing strategies used in the retail industry. An exploratory design will be used as it will help to study the different digital marketing strategies that help improve business performance. This is justified since the research questions ask us to analyze the relationship that can help improve business performance in the retail industry as it is not well studied which highlights a research gap in the literature (Yin, 2018). 
Additionally, the qualitative design is suitable because it uses secondary data that is readily available, so the researcher can use any number of academic sources without much cost or time investment which makes the research design a viable option. This research design is useful to the research since the data is based on academic sources that will increase the credibility and trustworthiness of the research study to answer the research questions (Collis and Hussey, 2021).

[bookmark: _Toc228398724]3.4. Research Approaches

Research approach is the means of generating knowledge and connecting theory and research (Saunders, Lewis and Thornhill, 2019). According to the researcher, there are two research approaches, the two being, deductive research and inductive research. These two differ from each other in the way their conclusion is made from the given information. Hence, this research uses a deductive research approach.
Deductive research approach is considered as the best fit as the research is built upon existing theory and frameworks surrounding digital marketing and business performance. Rather than generating theories or insights, this research aims at analysing, assessing, and reviewing the available academic knowledge to determine how the digital marketing strategies affect business performance. The study starts with already established constructs that include customer engagement, brand equity, and competitive advantage in a bid to examine them based on empirical evidence in prior studies (Saunders, Lewis and Thornhill, 2019). This approach is consistent with the deductive logic that goes from theory to observation (Bryman, 2016).
The use of the deductive approach is also appropriate considering that the current study does not involve any primary data. The research relies purely on secondary data and does not seek to build new theory from fresh data gathered from the field. Thus, this research uses a deductive approach to evaluate and verify the existing knowledge by reviewing and analysing the evidence from secondary sources (Yin, 2018).
Deductive approach also provides a better structure and direction to the study as it allows the study to be framed under specific research questions and objectives. In so doing, the researcher is able to provide coherence and consistency to the literature review and the methodology. This approach will allow the study to be able to fulfil its aim and to ensure a logical presentation throughout (Collis and Hussey, 2021). Deductive approach enables the research process to be carried out in a more systematic way to understand the influence of digital marketing on the performance of a business (Collis and Hussey, 2021).


[bookmark: _Toc228398725]3.5. Data Collection Methods

This research utilises the secondary data collection approach, where the researcher uses existing data that is already available in various sources. This method of data collection is very appropriate for the present study, which focuses on understanding digital marketing strategies and their influence on business performance by reviewing academic literature on the topic. For this study, secondary data has been sourced from reliable and relevant literature, journal articles, books, and papers obtained from Google Scholar, ScienceDirect, and other similar sources (Yin, 2018). 
There are several key reasons for using secondary data for this study. First, it allows access to a wide range of existing research, enabling the researcher to explore different perspectives and findings on digital marketing within the European retail industry. Second, secondary data is very cost-effective and saves time since it does not involve the researcher in collecting data, as the researcher already has access to the needed data. Finally, the use of secondary data is suitable for this study, which is based on academic literature. 
The study is based on existing academic sources, which have been published in reputable journals. Data collection has been conducted by identifying relevant and accurate information from various secondary data sources, including academic books, journal articles, and papers to provide current information (Collis and Hussey, 2021). This information has been collected based on the topic under investigation, which has to do with the influence of digital marketing strategies and their influence on business performance in the European retail sector, with emphasis on social media marketing, e-commerce, data-driven marketing, and digital capabilities. However, the secondary data collection method has a major drawback, and that is the fact that the researcher has no control on how the data has been collected, and some of the information may not be relevant (Silverman, 2020). 
In addition, various secondary data sources may have different findings and the researcher must evaluate the sources critically before deciding whether to use any of the information. Despite these drawbacks, secondary data is very useful for this research since it allows the researcher to analyse various aspects of digital marketing and its influence on business performance in a comprehensive and evidence-based manner (Dwivedi et al., 2021).

[bookmark: _Toc228398726]3.6. Ethical Considerations


Another important aspect of conducting any kind of research involves ethics, this ensures that the research process is conducted with integrity, transparency and respect for intellectual property. In relation to this study which uses secondary data as the main source of the data, ethical considerations mainly concern the appropriate use and representation of secondary or existing studies that have been used as sources. To begin with, all the sources used in the research work are properly cited with appropriate in-text citations and references. 
This allows for giving appropriate credit to authors whose work and research work are being used, and helps with plagiarism concerns. Literature-based research requires honesty and respect for other researchers in the way in which previous findings, concepts and thoughts are presented and interpreted. (Bryman, 2016). 
The second factor to consider regarding ethics is related to using reliable and accurate sources of the research work. For this research, sources are taken from peer reviewed articles and books obtained through platforms like Google Scholar and ScienceDirect. This ensures that the work is accurate and trustworthy. The findings are presented objectively as it does not involve the interpretation and analysis of new data, but rather the interpretation of findings from previous work. Lastly, the research is done ethically despite not using primary data involving participants or subjects. It is important to ensure that all data that is used is done so in an ethical way that respects the findings. Ethical conduct in research enhances the validity and credibility of research (Saunders, Lewis and Thornhill, 2019).

[bookmark: _Toc228398727]3.7. Conclusion


Having outlined the methodology applied to this study in this chapter, it now provides rationale for the decisions regarding research philosophy, strategy, research design and data collection. The research is underpinned by an interpretivist approach to allow interpretation and meaning to be assigned to the linkages between digital marketing and performance. A qualitative design is used to review academic literature in an academic setting. Deductive research allows the research to be guided by relevant theories and frameworks. 
This research uses only secondary data as the data collection method and has also been justified. Ethical issues have been acknowledged to avoid plagiarism as data has been collected from existing academic sources. Thus, this research design is deemed fit to meet the research aim and objectives (Collis and Hussey, 2021).

























[bookmark: _Toc228398728]CHAPTER 4: FINDINGS / RESULTS, ANALYSIS AND DISCUSSION

Chapter 4 will explore, analyse, and present the findings of this dissertation. It will discuss the relationship between the key findings and existing theories and theories and present the link between digital marketing and business performance.

[bookmark: _Toc228398729]4.1. Summary / Presentation of Findings / Results

The research is based on a large-scale study that examined secondary data in order to understand the influence of digital marketing on business success in the retail industry in Europe. A number of themes emerged from the analysis of the literature, namely the growing importance of digital marketing, its impact on customer engagement and brand equity, the significance of digital skills, and its effect on business performance. The results support the findings of the research and give an indication of the impact of digital marketing on business performance within the industry.
Digital marketing has emerged as a critical element in contemporary retail marketing strategy according to the primary findings of the study. The reviewed literature is agreed that retail firms have utilized the use of digital media like the internet, online retailing, and digital marketing approaches in their efforts to reach and connect with customers. As consumer behaviour and preferences shift, so have the opportunities that exist for businesses to meet those needs and desires. Consumers prefer to be approached in more convenient, personalized ways. They prefer to get their information online and easily accessible to them, and businesses who are able to utilize digital marketing have been successful at addressing the changing customer demands and improving their performance (Kannan and Li, 2017).
One other significant aspect highlighted in the research is the impact of social media marketing on the levels of customer interaction and brand equity. Several papers reviewed reveal that social media channels allow companies and clients to interact directly, thus promoting better customer relations and loyalty. Real-time customer interaction and the promptness of responses to customers’ needs contribute to the development of better customer experiences. In addition, it was found that social media marketing also influences customer buying behaviour by increasing the level of perceived value and brand image, hence improving business performance (Tiago and Veríssimo, 2014).
The findings suggest that e-commerce marketing is another critical aspect of expanding market reach and enhancing business efficiency. Businesses use digital e-commerce outlets to transcend geographic boundaries and reach clients worldwide. This has proven especially useful in the European retail industry where business rivalry is stiff, and organisations have to continually find new ways to remain competitive. But again, the research suggests that the success of e-commerce strategies depends on the organisation’s ability to offer a seamless customer experience, encompassing effective logistics, safe payment methods and quality customer service (Laudon and Traver, 2020).
Social media and e-commerce aside, data-driven marketing features prominently in the literature. Data analytics enables the organisation to acquire and study large amounts of customer data, which can be used to gain understanding of consumers and their preferences. These data enable the organisation to plan specific marketing strategies, use its resources efficiently, and make more informed decisions. In the end, they concluded that companies with the appropriate use of the data analytics will perform better by responding correctly to the needs of the market (Liu et al., 2019). They also concluded that digital marketing capabilities are a critical factor for the success of the digital strategies. 
The literature shows that mere digital adoption is not enough to result in better performance. Companies need to have skills and capabilities to be able to effectively use the digital marketing tools for achieving better performance. The firms with high digital capabilities are better able to integrate digital marketing tools, adjust to the changes in the marketplace, and innovate with marketing to generate a competitive edge (Bharadwaj et al., 2013). They also concluded that the digital marketing strategies result in better business performance by enhancing customer satisfaction, brand value, operational efficiency, and expanding to new markets. 
These results are in line with the Marketing 5.0 which uses advanced technology to bring value to the customers while at the same time improving performance for the company. The incorporation of digital technologies in the marketing strategies enables the company to provide more tailored and pertinent experiences, which are vital for the digital age (Kotler, Kartajaya and Setiawan, 2021). 
On the other hand, the study showed that there is lack of digital marketing skills and competence in many companies, and particularly SMEs. It has been noted that limited financial and technology resource are also constraints to successfully adopt digital marketing strategies. The digital landscape is also changing rapidly, and businesses have to continuously change their strategies and invest in new technology, which is costly and complex (Caliskan et al., 2021). 
Additionally, they also concluded that the digital marketing strategies have to be integrated in the general business strategy. Companies that take a holistic perspective of digital marketing and combine different technologies and tools for digital marketing are more likely to have better business performance. This fits with the notion of a smart, connected product, which means incorporating digital technology all along the value chain in order to make the processes more efficient and develop new sources of value (Porter and Heppelmann, 2014). 
Finally, this study suggests that the role of digital marketing in achieving competitive advantage within the European retail industry is of utmost importance. Companies that leverage the digital technology to the fullest have an opportunity to distinguish themselves from others, improve customer satisfaction and grow over time. However, the relationship between digital marketing and business performance is quite complex, influenced by other organizational factors and environmental factors like resources, capabilities, and market conditions (Shankar et al., 2022).
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The following discussion of results elaborates on the findings outlined in the earlier chapter and critically explores the relationship between digital marketing strategies and business performance within the European retail sector. In doing so, the findings are interpreted against existing literature, specifically the work presented in Chapter 2, to illuminate the relationship between the organisational capabilities and digital marketing strategies and business performance in retail. One of the main analytical findings presented here is that digital marketing strategies have a positive impact on customer engagement, which in turn leads to better business performance. The findings reveal that social media marketing, in particular, allows organisations to interact with customers on a regular basis and build a strong relationship with them through real-time interaction.
These findings are consistent with the literature (Kannan and Li, 2017), who suggest that customer engagement is one of the most important outcomes of digital marketing. Similarly, the research presented in the literature in Chapter 2 suggests that social media allows organisations to engage with their customers on a regular basis and improve customer loyalty and purchase intention. Furthermore, the findings presented here also suggest that social media marketing does not only require organisations to use social media platforms, but that it also requires them to create valuable and engaging content to improve social media marketing outcomes. 
As argued by Zollo, Wang and Li (2020) in the literature presented in Chapter 2, social media marketing effectiveness is dependent on customer experience, which is positively influenced by perceived value. Similarly, Tiago and Veríssimo (2014) in the literature presented in Chapter 2 suggest that organisations must focus on digital marketing strategies that prioritise customer engagement. Another area of analytical findings is the relationship between e-commerce marketing and business performance. The findings presented here suggest that e-commerce marketing allows organisations to broaden their market base and become more efficient. This is especially relevant for the European retail industry, which is highly competitive and requires firms to continuously invest in order to survive. 
The literature presented in Chapter 2, such as Laudon and Traver (2020), suggest that e-commerce enables firms to enter the online market and reach new customers. Nevertheless, the findings presented here also reveal that e-commerce effectiveness is dependent on organisations to provide customers with a seamless experience and ensure that the organisation is fully integrated with their e-commerce platform. The literature presented in Chapter 2 supports the analytical findings presented here. For example, Gregory, Ngo and Karavdic (2019) show that organisations with better e-commerce capabilities are more efficient and competitive. This further supports the claim that organisations must ensure that their e-commerce marketing efforts are not an isolated effort but part of their broader digital transformation. 
Similarly, the analytical findings presented here suggest that organisations must develop strong e-commerce capabilities, invest in the necessary infrastructure and customer service and continuously innovate if they are to maximise their e-commerce marketing potential (Johnson & Smith 2020). The study also underlines the vital position of data-driven marketing in influencing organisational results. Organisations that collect, assess and interpret client information are in a strong position to design a more specific and customised marketing approach. 
Liu et al. (2019) give solid research to this proposition and report that IT capabilities are linked to firm performance in terms of supply chain agility and absorptive capacity. It can be seen that data analytics is important for businesses when they respond efficiently to the market and the needs of clients. Another contribution that can be seen from the results in chapter two is the significance of web analytics and the application of key performance indicators in the assessment of the digital marketing effectiveness.
Saura, Palos-Sánchez and Cerdá Suárez (2017) state that businesses can use data analytics to evaluate the performance measures like customer engagement and conversion ratio to be able to fine-tune the marketing process and the decision-making. On the other hand, this analysis also shows that data analytics requires particular skills and technological capability which may be not accessible. Moreover, this analysis is further directed at digital marketing capabilities in determining the business performance. These results indicate that implementing digital technologies only does not lead to a sustainable competitive advantage. Instead, companies need to build the capability to effectively execute and control digital marketing. 
Bharadwaj et al. (2013) point out that a digital business strategy requires digital technologies to be embedded in all areas of the firm, thereby facilitating innovation and value creation. The results in chapter two also support this notion of the need of organisational skills, knowledge and resources as critical components of digital marketing effectiveness. Additionally, the results of the present study show that digital marketing capabilities can help organizations gain a competitive edge through market-oriented differentiation and innovation. 
As mentioned by Ungerman, Dedkova and Gurinova (2018), marketing innovation is essential for competitiveness in the era of Industry 4.0. The results are also consistent with those of Caliskan et al. (2021), who point to digital transformation as one of the most influential factors that changes conventional business models and improves firm performance. This implies that the role of digital marketing capabilities goes beyond current performance, to the question of long-term survival and success. Yet another contribution is made by the focus on digital marketing integration as a key factor in the achievement of excellent business performance results. 
The result indicates that the firms that implement a comprehensive digital marketing integration involving different digital channels and techniques are more likely to have an integrated and successful marketing outcome. This is compatible with the approach presented by Li, Larimo and Leonidou (2021) and the focus on the integrated social media marketing strategy. Likewise, the study conducted by Shankar et al. (2022) suggests that in order to maximize the potential of digital marketing communication, it must be utilized across channels. The Marketing 5.0 philosophy also reinforces this discussion. 
Kotler, Kartajaya and Setiawan (2021) note that organisations have to embrace technologies like artificial intelligence and data analytics in their attempts to create human-centric, targeted marketing. The results from the current study support the notion that firms that embrace such technologies have better chances of meeting customer needs as well as gaining a competitive edge. At the same time, the study points out some key issues associated with the application of digital marketing strategies. One of the major obstacles faced is the limited availability of digital knowledge and competence among personnel in an organisation. This phenomenon is particularly prevalent among small and medium sized enterprises which are not well placed to invest in digital technologies. 
According to Hussain et al. (2023), the implementation of technology is crucial for achieving a competitive advantage and it would, however, require substantial capital as well as the commitment of the entire organisation. On the other hand, the fast-changing landscape of digital environments means that businesses will have to stay abreast of developments in technologies and changing needs of customers. As it has been established in Chapter 2, enterprises should be prepared to respond to market trends quickly. This echoes the claims by Grewal et al. (2022) on the evolving nature of digital communication and the need for constant innovation. Moreover, the study also uncovers a problem that is associated with digital marketing; handling various digital channels and data is a demanding affair. 
Even though digital marketing presents various prospects, it implies that business will require a number of channels and tools which may end up compromising the efficiency of a business and its consistency in the communication. In fact, Lopes and Casais (2022) point out that firms need to come up with explicit strategies that would aid in the management of digital contents and ensure uniformity throughout all the platforms utilized. 
The study further suggests that the relationship between digital marketing and business performance is rather complicated. Although most digital marketing approaches are associated with positive performance, there is a lot more that has to be considered before one makes any judgement. For instance, the success of the strategy can be determined by internal factors such as capabilities of an organization, external factors like market conditions as well as the availability of appropriate technology. Such complexity is in harmony with the results by Khan and Siddiqui (2013) who maintain that the degree to which digital marketing succeeds lies in its implementation and administration. 
The study reveals how digital marketing helps to improve business performance through various interconnected processes such as customer engagement, brand equity, operational efficiency and competitive advantage. Such outcomes also coincide with previous empirical and theoretical studies on the effect of digital marketing and marketing strategy which have demonstrated that the effective integration of digital techniques in the operations of a firm will lead to superior performance.
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This section discusses findings and analysis of the research questions with reference to extant literature as well as a critical discussion of the impact of digital marketing on business performance in the European retail industry. This discussion combines the results from Chapter 2 as well as the selected literature that informed the conceptual framework. It also evaluates how digital marketing affects the three key areas of interest: customer engagement, brand equity and competitive advantage in the European retail industry. 
The first area for discussion is that digital marketing is a key factor for business performance. The results indicate that digital marketing is no longer a peripheral activity, but a core business strategy that directly impacts performance. This means that digital marketing activities such as online advertising and content marketing cannot be viewed in isolation from other activities such as customer service and operations. It is the integration of these activities that allows organisations to achieve high levels of performance. 
This is supported by Kotler, Kartajaya and Setiawan (2021) who argue that Marketing 5.0 is about the use of advanced technologies to create value for customers and increase organisational performance. The study reveals that digital marketing is an important tool for creating value in the form of enhanced customer experience, improved business operations and increased sales. It is also clear that digital marketing is being used by retailers to gain a competitive advantage, as organisations seek to differentiate themselves from competitors by offering value to customers through digital platforms. The study demonstrates that the use of digital technologies is critical for retailers to succeed in today’s business environment, as evidenced by their growing importance in customer acquisition and retention. 
The discussion demonstrates that the digital marketing tools being employed by the respondents are consistent with Kotler et al.'s (2021) assertion that Marketing 5.0 involves the use of advanced technologies. The study findings indicate that the respondents are utilising digital marketing tools to create value for customers and to enhance their business performance. 
Second, the area for discussion concerns customer engagement. The results show that customer engagement is the most significant outcome for digital marketing strategies. This suggests that digital marketing is used by organisations to improve customer interaction and relationships. It also indicates that social media marketing is the most used strategy for customer engagement as it provides a platform for the organisation to interact with customers in real time. 
This supports the assertion of Kannan and Li (2017) that customer engagement is a vital component of digital marketing effectiveness. The discussion also reveals that customer engagement is necessary but not sufficient for improving business performance as not all forms of customer engagement led to a positive outcome. For example, an organisation might have a large number of followers on a social media page, but this does not necessarily mean the engagement is of high quality. For customer engagement to lead to better business performance, the organisation has to ensure that it engages with customers on a personal and relevant basis. Third, the area for discussion relates to brand equity. 
The discussion on brand equity findings suggests that digital marketing influences brand equity. More specifically, it indicates that digital marketing enhances customer experience and strengthens brand equity. Furthermore, brand equity in this context is the ability to create awareness, loyalty and trust in the organisation. This supports the view of Tiago and Veríssimo (2014) that digital marketing helps organisations build relationships with customers, which ultimately strengthens brand equity. The results also highlight that the European retail industry is highly competitive as it has many brands and organisations. 
Digital marketing helps organisations in creating and strengthening brand equity, which is a vital competitive advantage. In this context, digital marketing tools can be used to communicate a strong brand message and differentiate it from other brands. However, it was also found that brand equity is influenced by customer experience. Customer experience is the overall perception of an organisation by customers. It includes all the experiences a customer has with an organisation in their daily lives. This means that organisations have to be consistent and ensure that their customers get a positive customer experience, no matter what digital platform is being used. If a customer has a negative experience on one platform, then their overall perception of the brand may be affected. 
Lastly, the discussion on the effect of e-commerce indicates that e-commerce is a key factor for business performance. It is evident from the study findings that e-commerce has become a major channel for retailers in the European retail industry. E-commerce strategies allow retailers to reach and serve customers beyond the brick-and-mortar retail environment, thus expanding their market reach and potentially increasing revenue. Furthermore, the results indicate that e-commerce facilitates increased operational efficiency by automating various processes. Despite these potential benefits, the results also indicate that for e-commerce to enhance business performance, organisations should offer a seamless and integrated customer experience. This covers things such as smooth logistics, safe and efficient payments and good service. 
Laudon and Traver (2020) echo this idea when they stress that good e-commerce involves integrating technology with business processes and service. The discussion also suggests that e-commerce is not a separate business plan, but a strategy to be blended and used with the other areas of digital marketing for best possible result. Data-driven marketing is another major area that is discussed in the paragraph. Results show that data analytics contributes to better decision making in organisations. It enables the companies to create effective targeted marketing plans. 
This echoes the findings of Liu et al. (2019) that suggest that the use of IT is important for organisational performance as it helps them to be more flexible and responsive to the environment. The discussion points out that the adoption of data-driven marketing allows businesses to better understand how customers behave, to anticipate developments and to tailor their marketing plans to them more effectively. The discussion also draws attention to certain issues related to data handling, data security and data protection and the ways in which they have been addressed. 
Customers are increasingly mindful of how their data is used and organisations are required to be open about how they use customers data and adhere to data security laws in order to stay in customers good books. The discussion also focuses on digital marketing capability in digitalisation. The findings clearly suggest that the mere adoption of technology does not guarantee any performance improvement. 
Organisations need to have the right people, skills and resources to make the best of what digital marketing provides. This goes to support the notion of Bharadwaj et al. (2013) that states that digital technologies must be integrated with business strategy in order to lead to value creation and organisational change. The discussion also suggests that organisations with strong digital capability will be better able to respond quickly to market dynamics and stay ahead of rivals. The discussion also addresses the role of integration in digital marketing. It is suggested in the discussion that organisations that use a comprehensive marketing approach, utilising the combined use of several digital channels and tools, stand a greater chance of obtaining effective and consistent marketing results. This supports the idea of integrated marketing communication and emphasises the need for marketing to be consistent across different channels. 
Shankar et al. (2022) claim that digital marketing communication should be co-ordinated across different platforms in order to ensure maximum effect. The discussion also stresses that integration is an especially important consideration in the European retail sector since customers interact with brands in multiple ways. The discussion also addresses the effect of digital transformation on competitive advantage. The findings show that digital marketing strategies enhance competitive advantage, allowing businesses to innovate, to differentiate themselves from competitors and to be better able to meet consumer demands. 
Porter and Heppelmann (2014) maintain that smart and connected technologies have transformed the nature of competition by providing new possibilities for value generation. The discussion supports this assertion by demonstrating that digital marketing enables the design of new business models, improved service experiences for the customer, and increased operational efficiency. However, it also notes that digital transformation demands considerable funding and organisational re-arrangements which could prove to be problematic for some organisations. The discussion also notes the diversity of digital marketing strategies that are observed across the various organisations. 
The results also show that digital marketing does not deliver the same results for everyone as this is dependent on factors such as resources, capabilities, and market conditions, which is in line with the argument by Khan and Siddiqui (2013) that the effectiveness of the digital marketing depends on the way it is used and implemented. In addition, there were many challenges of using and implementing digital marketing strategies, in which the main one is the fast-changing digital environment that requires organisations to continuously change and adapt their strategies and this is in line with the findings of Grewal et al (2022), that digital communication is dynamic and therefore need to be innovated continuously. 
The discussion indicates that in order to compete in this changing digital environment, organisations need to make investments in technologies, training and research. In addition, another challenge of the implementation of the digital marketing is that with the implementation of digital channels it also increases the complexity and the amount of data to be managed and therefore, according to Lopes and Casais (2022) it is suggested that in order to cope with this challenge of complexity and the volume of data, organisations should have clear strategies and frameworks in which these organisations should be clear on how they manage their digital contents. 
The discussion further suggests that in order to cope with these challenges, the organisations should focus on simplifying and ensuring the consistency across the channels so that it does not lead to inefficiencies. Further, the ethical issues of digital marketing were discussed in which the use of data analytics and personalisation and the use of customers’ data raises ethical concerns on privacy and data security that organisations have to be responsible and adhere to data security regulations such as GDPR, to ensure that this data is not being misused. It is important for the organisation to ensure the data is used appropriately and effectively to ensure that it does not lose trust and reputation. The discussion highlighted that the ethical issues are becoming more and more important and the customers are becoming more aware on the use and management of their data. 
The discussion has further linked back to the research questions. The first research question of identifying the key digital marketing strategies, the discussion has identified that social media marketing, e-commerce, and data driven marketing are the most prominent strategies. The second research question of examining the impact of the digital marketing strategy on the performance of a business, the discussion has demonstrated that with the implementation of the digital marketing strategy such as social media and data analytics it helps in improving the customer engagement, brand equity and operational efficiency that consequently improves the performance of the business. 
Finally, the third research question was to understand the role of digital capabilities, and this discussion identified that the skills and resources are important to determine the effectiveness of the digital marketing strategy. The discussion has therefore confirmed the importance of using and implementing digital marketing strategies in enhancing the performance of the businesses in the European retail industry. However, the success and effectiveness of the digital marketing is dependent on other factors and it is dependent on other factors such as the capability of the organisations, technologies and market. 
The findings have suggested that organisations in the European retail industry should have a strategic and integrated approach for the use of the digital marketing to be successful. The results are also in alignment with the current trends and developments and future needs and expectations of the retail industry to be successful and competitive, as digital marketing requires innovation and adaptation to stay relevant and competitive in the long run. By considering these factors, organisations can achieve greater effectiveness in terms of digital marketing and achieve sustainable competitive advantage.
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Chapter 5 will present a summary of the findings, provide recommendations, highlight limitations, and provide suggestions for future research.

[bookmark: _Toc228398733]5.1. Summary of Main Findings

Through a review of literature, this study aims to determine the influence of digital marketing tactics on business performance within the European retail sector. Our findings demonstrate that, in contemporary retail, digital marketing has assumed a critical and strategic position and is found to impact performance in numerous ways, including customer engagement, brand equity, operational efficiency, and competitive positioning. Among the insights from the literature review, the role of digital marketing strategies, specifically social media marketing, e-commerce, and data-based marketing, in shaping customer behaviour and interaction was highlighted. 
Social media, in particular, provides firms with the means to communicate with customers directly. In this manner, businesses can forge customer relationships that are fostered by instantaneously communicating with them. This ultimately improves customers’ satisfaction levels and loyalty towards the business, which are important factors for overall business performance. As this paper suggests, engagement is not just measured by the quantity of interactions, but by the quality and relevancy of engagement as they are found to have an effect on the customers’ perception and their purchase decisions (Kannan and Li, 2017).
Another finding from the review was the role of digital marketing strategies in improving customer brand equity. Through communication that is both consistent and personalised, organisations can improve brand awareness and brand image as well as increase trust with customers. According to the literature, digital marketing strategies facilitate opportunities for organisations to deliver engaging brand experiences beyond traditional marketing messages that help to increase brand loyalty over the long term. In a highly competitive retail industry, strong brand equity has the potential to differentiate a business from competitors and affects customer choices and purchase intentions (Tiago and Veríssimo, 2014). The findings from the review also highlight the significance of e-commerce as an important performance determinant for firms. 
E-commerce can extend the reach of a firm, eliminate geographical limitations for shopping opportunities, and provide customers with more convenient shopping. For the European retail industry, this is an important consideration given that online and omnichannel shopping are becoming more prominent among customers. Still, e-commerce strategy effectiveness is determined by a number of variables, for example, website usability, safe transactions, logistics and customer service. This suggests that the success of e-commerce depends on a comprehensive approach that brings together technology, operational processes and customer experience (Laudon and Traver, 2020).
The literature review also shows that data-driven marketing is a central part of a digital strategy, where customer information is gathered and analysed so that firms can develop and launch more targeted and personalized marketing activities. By providing more effective decision-making, it allows firms to be more effective in meeting customer needs as well as the needs of the marketplace. The review indicates that firms that can effectively utilize data analytics are better positioned to achieve a favourable effect on business performance as they can improve efficiency in marketing activities and resource utilization (Liu et al., 2019). 
Another finding of the literature review was the importance of digital marketing capabilities to determine the success of digital strategies. The study suggests that it is not enough for firms to simply adopt digital tools if they wish to improve their business performance. Organisations must have the required skills and understanding of the tools and the appropriate technological infrastructure required to effectively execute and control digital marketing strategies. Firms with strong digital capabilities have a higher likelihood to innovate as they can adjust more effectively to market changes and gain competitive advantages, indicating that digital marketing should be embedded in the strategy rather than a stand-alone function (Bharadwaj et al., 2013). 
The literature review also revealed that the integration of digital channels is important to ensure marketing effectiveness. Customers are exposed to organisations through various channels, including websites, social media, mobile devices and brick-and-mortar retail stores. For this reason, firms need to use an integrated approach to delivering consistent customer experiences across different channels. Integration is beneficial to both customer satisfaction and brand consistency as well as business performance (Shankar et al., 2022). 
While digital marketing may bring a range of advantages to firms, the literature also highlights some of the issues or challenges associated with adopting these strategies. One issue is the lack of digital skills and experience, especially in SMEs. A lack of resources and technological infrastructure is an impediment to the effective adoption of digital strategies. Further, the ever-evolving digital environment requires continued changes and investment which may be hard for some organisations to handle (Caliskan et al., 2021). 
Another issue concerns the coordination and management of various digital tools and the handling of large amounts of information. A range of opportunities is available through digital marketing; however, it can also create added operational complexity that must be properly handled. A clear approach and process must be established and maintained in order to deal with digital efforts and ensure alignment between different channels (Lopes and Casais, 2022). 
The findings also indicate that digital marketing strategies affect performance through a variety of ways, directly and indirectly. While some practices may have direct positive effects on revenues, others may have indirect consequences through better customer relationships, brand equity and operational efficiency. This shows the necessity of looking beyond a short-term lens when assessing the effect of digital marketing. The findings of this research suggest that digital marketing strategies have a strong and diverse influence on the business performance of the European retail industry, but effectiveness is influenced by the capabilities, strategic integration and ability of the firm to adjust to a changing digital environment. These results will be used as a basis to help answer the research questions as well as to provide relevant and practical recommendations in the following chapters.
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This section draws conclusions based on the presented findings, answering the three research questions addressed in this study with the objective of establishing the influence of digital marketing on business performance in the European retail industry.
The first research question sought to answer: What key digital marketing strategies are being adopted by the retail businesses in Europe as reported in research?
From the findings, the most important and common key digital marketing strategies reported are social media marketing, e-commerce marketing and data-driven marketing. Social media marketing entails the use of social media platforms by retailers to connect with their customers, promote products and services and develop customer relationships. E-commerce marketing is defined as using e-commerce websites as a sales channel and as a way of reaching new markets. Data-driven marketing refers to the use of customer data to understand customer behaviour and personalise communication and make decisions based on insights drawn from the data. These key digital marketing strategies are not used independently; in the most successful European retail businesses, these strategies are part of a more holistic digital marketing approach. This finding supports the view that successful digital marketing today is multi-channel and integrated (Li, Larimo & Leonidou, 2021).
The second research question looked at: What influence do digital marketing strategies have on business performance factors like brand value, customer engagement, and organisational growth?
In answer to this research question, the findings show that digital marketing strategies have a significant and positive influence on business performance, such as the factors of brand equity, customer engagement and organisational growth. Social media marketing contributes to customer engagement, which in turn leads to customer loyalty and customer retention. E-commerce marketing contributes to increased sales and market expansion. Data-driven marketing contributes to improved decision making, resulting in higher customer satisfaction and sales conversion. Digital marketing also has a positive effect on business brand equity as digital channels enable businesses to reach more customers, build brand image and create brand equity.
The effect of digital marketing on business performance does not occur directly, however, in many instances, it is through the intervening variables that influence the relationship between the key digital marketing strategies and business performance. For example, customer experience, and perceived value act as the mediating variables that influence the relationship between the digital marketing strategies and the performance factors of brand equity, customer engagement and organisational growth. This finding is consistent with the view that the relationship between digital marketing and performance needs to be measured through financial and non-financial performance measures (Shankar et al., 2022).
The third research question examined: What is the influence of digital marketing capabilities and data analytics on competitive advantage and performance of retail businesses?
Based on the findings, it is concluded that digital marketing capabilities and data analytics have a significant and positive effect on retail businesses' competitive advantage and performance. Organisations that adopt digital marketing strategies to create a competitive advantage require certain digital marketing capabilities to be able to achieve their desired results. These capabilities include technical capability to leverage new technology to implement digital marketing, data analytics capability to process customer data in order to gain meaningful insights, and strategic capability to integrate digital marketing into the overall business strategy. These capabilities give firms a competitive edge as they can create customer experience through innovation, better customer targeting, and improve operational efficiency through reduced marketing costs.
In terms of the positive relationship between data analytics and digital marketing, data analysis is seen as a crucial enabler that supports firms to understand their customers better and make more effective marketing decisions. It provides firms with the ability to identify patterns in the behaviour of customers, anticipate changes, and adapt accordingly. In other words, organisations that are good in data analytics are more likely to have superior decision-making capabilities and a better understanding of their customers’ needs, thus gaining a competitive edge. Liu et al. (2019) argue that organisations that have data analytics capability are better positioned to become more responsive to customer needs and gain agility in dynamic markets.
Nevertheless, the influence of digital marketing capabilities on competitive advantage in retail business does not come naturally. The study concludes that the influence depends on how the capabilities and the strategic fit are aligned to deliver value to customers and contribute to long-term business success. This conclusion implies that successful digital marketing in business requires a more holistic approach that incorporates both technological and organisational aspects. Digital marketing capability alone may not provide an advantage unless the capabilities of the firm are effectively integrated to leverage the potential of these capabilities. This finding supports the view that organisations should adopt a strategic approach to digital transformation that involves integration of digital technologies in all functions of the firm to achieve organisational efficiency (Bharadwaj et al., 2013).
Digital marketing strategies, organisational capabilities, and data analytics are essential to improving performance in the European retail industry. It is concluded that retail businesses can achieve superior performance by adopting an integrated approach to digital marketing strategies, coupled with the development of appropriate digital capabilities that are in alignment with the overall strategy of the business. However, the influence of digital marketing strategies on business performance may vary depending on different variables such as organisational characteristics, technological infrastructure, and market environment.
In general, the study has demonstrated that digital marketing strategies play a significant role in enhancing the performance and competitiveness of retail businesses in the European market. To achieve superior performance, retailers need to continuously innovate their digital capabilities and strategies to stay ahead of the evolving market trends and customer needs.
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Consequently, this research proposes both practical and theoretical recommendations to improve the digital marketing practices of retailers in Europe, with the dual aim of contributing to the knowledge domain and supporting the business community in achieving their objectives. 
Firstly, based on the findings, it is recommended that retailers integrate different forms of digital marketing within their overall strategy. It was shown that different digital marketing practices are more effective when they are integrated and mutually coordinated. In other words, a retail organisation’s social media and e-commerce activities and their email marketing and content marketing should be integrated and aligned. In addition, the messages, brands and customer experience should be aligned across different digital marketing channels to enhance performance. This helps strengthen the brand and improve customer engagement (Shankar et al., 2022).
Secondly, retail organisations should build capabilities for data analytics. This recommendation stems from the finding that data-driven marketing is associated with higher performance outcomes. By investing in appropriate digital marketing tools and developing the workforce’s skills for analytics, retailers can become more responsive to customers’ preferences and tailor their products accordingly. This improves decision-making and the ability of retail organisations to implement effective marketing strategies, allocate resources more appropriately and react to customers and market trends (Liu et al., 2019). 
Retail organisations should also focus on their customers when deploying digital marketing strategies. This means that rather than promoting products, marketing should be focused on enhancing customer experience and meeting individual needs through personalisation (Kotler, Kartajaya and Setiawan, 2021). 
It is recommended that organisations use digital marketing tools to deliver personalised communications, product recommendations and content to enhance customer experience and engagement and, in the process, increase sales and improve organisational performance. In addition, organisations should invest in digital marketing capabilities, as the findings indicate the positive effect of digital marketing capabilities on organisational performance. Organisations can build these capabilities through employee training and acquiring digital marketing technologies that allow them to become more effective (Bharadwaj et al., 2013). 
It is recommended that retail organisations adopt an omnichannel strategy for retailing and marketing, which requires the coordination of various marketing channels, such as physical stores and e-commerce platforms. This will allow firms to provide a seamless customer journey by enabling customers to interact with different retail channels in a connected fashion (Laudon and Traver, 2020). 
This helps create a consistent brand image and message across different retail channels, improves customer satisfaction and ultimately enhances the performance of the retail business. Finally, the importance of the appropriate collection, processing and utilisation of data should be noted. Given the increasing importance of data-driven digital marketing practices, organisations need to carefully consider the ways in which customer information is handled.
 As digital marketing becomes more data centric, organisations will have access to increasing volumes of customer information. To use this data effectively, retail organisations should focus on data management practices. This includes adherence to data protection laws and transparency in disclosing the manner in which customer data will be used. Trust must be established to retain customers and prevent reputation damage (Tiago and Veríssimo, 2014).
Last, organisations should implement a philosophy of constant change and innovation. The digital sphere is dynamic, and organisations should continually review and change their strategies accordingly. It also includes measuring and analysing data, experimenting with new technologies, and adjusting to shifts in customer behaviour. Companies that can adapt and innovate can maintain their competitiveness for the long run (Caliskan et al., 2021).
In a theoretical sense, this study calls for further advancement of integrated digital marketing models. Current literature largely focuses on single digital marketing tools, for instance social media or an online store, in isolation. Subsequent models should consider how these tools work together to affect business performance. This would result in a deeper comprehension of digital marketing as an ensemble of activities rather than individual components (Li, Larimo and Leonidou, 2021).
A further theoretical suggestion is for a consideration of the factors that mediate and moderate the relationship between digital marketing and business performance. Findings have indicated that issues such as customer satisfaction, organisational capacities, and market conditions significantly shape outcomes. Future work should investigate this connection to build even stronger theoretical models (Kannan and Li, 2017).
A final recommendation is for more studies on the function of digital transformation in marketing strategy. While this research emphasizes how important digital technologies should be in a business strategy, additional theoretical work is required to determine how companies can successfully manage this transformation. That is, the study of organisational, technological, and cultural determinants of digital marketing performance (Bharadwaj et al., 2013).
Last, future scholarship should investigate the long-term effects of digital marketing on business performance. Most research has focused on short term results such as customer engagement and sales, and fewer studies have looked at how digital marketing contributes to sustainable growth and competitive advantage. Longitudinal studies and models would provide more insight into the long-term value of digital marketing (Shankar et al., 2022).
\The practical and theoretical suggestions presented here offer guidance for organisations as well as recommendations for future study. Organisations can improve their performance in the digital era through an integrated approach, building organisational capacities, and investing in customer experience. In addition, further study is needed to advance theory on the role and influence of digital marketing on business performance.
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This research on the relationship between digital marketing and business performance in European retail industry has its limitations which have to be taken into consideration, so that we understand the limitation of research and interpret the results with care.
First, one limitation is its reliance on secondary data. The research only considers existing literature such as journal articles, books, and other publications to inform conclusions; this means that findings of research rely entirely on already-published sources. The limitation is that it does not contain primary data (e.g. from surveys, focus group discussions, or personal experiences) which can add fresh perspective to research topic, especially given that most studies are based on old published materials (Saunders, Lewis and Thornhill 2019).
Second, another limitation of the current study is its specific focus on the European retail industry. The research only considers European retailers and thus results may not be applicable to other countries with different economic, cultural or regulatory conditions. Different countries could have higher/lower digital usage, consumer behaviour, regulatory framework etc (Shankar et al., 2022), so the results here might not be generalized to the non-Europe countries or even developed/developing economies (which have very different level of digital infrastructure/development) (Shankar et al., 2022).
Third, this study concentrates on three specific marketing strategies (social media, e-commerce and data-driven). Although these are important elements in digital marketings, other types of digital tools such as influencer marketing and new technologies that may affect retail industry performance like artificial intelligence (AI) or augmented reality (AR) are not taken into account by this research. This may result in an incomplete understanding of how different elements of digital marketing influence
 on business performance (Kotler, Kartajaya and Setiawan 2021).
A further limitation is related to the qualitative, literature-based approach. There is no primary quantitative analysis of how these digital marketing strategies affect business outcomes like revenue or profit growth. This research depends on secondary sources’ opinions and interpretations which can vary in methodology and conclusion. The lack of direct empirical evidence limits the ability to provide a definitive causal link between digital marketing strategies and business performance (Liu et al., 2019).
Another limitation is that this research mainly considers published academic sources which are prone to positive result bias i.e. studies with inconclusive, negative or irrelevant findings of the effectiveness of digital marketing strategies are not included in the review. The results should then be regarded as a part of a broader academic discourse and should not be seen as a proof of the effects of digital marketing (Caliskan et al., 2021).
Another limitation is related to the fact that digital marketing is constantly evolving and the results may become outdated over time due to rapid changes in technology and consumer preferences (Grewal et al., 2022). The results will still be useful, but they require to be continuously updated as the field of digital marketing evolves.
Despite its strengths, the current research has some weaknesses, such as the use of secondary data; focus on European region; limited range of digital marketing strategies, lack of quantitative data, possible publication bias; and rapidly changing nature of digital marketing. These caveats need to be kept in mind when reading the results and provide opportunities for future research.
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Based on the gaps highlighted and the findings of this research, this section concludes with suggestions for further work on digital marketing and business performance. Future studies could employ qualitative research methods (e.g. surveys or interviews) with a selection of retail managers. This research has used secondary data. However, it would be interesting to examine, through primary research, how digital marketing is carried out by retailers and how that influences business performance. This would ensure that the information in such future research is up-to-date and will help researchers to understand current practices and developments (Saunders, Lewis and Thornhill, 2019). 
Another important issue to be further investigated by researchers could involve using a quantitative approach to study the relationship between specific digital marketing strategies and financial indicators. This could involve analysing whether and to what extent investments in digital marketing have affected sales, profitability and return on investment (Liu et al., 2019). 
A further suggestion is for future studies to examine emerging digital marketing practices and technologies that this study could not review in detail. Emerging technologies, such as the use of artificial intelligence (AI) and machine learning, voice search and augmented reality could be researched for how they affect engagement, customer personalisation and business performance (Kotler, Kartajaya and Setiawan, 2021). 
This research has studied the role of digital marketing on retail businesses in Europe and future research could look at different geographical areas or industries for a comparative analysis. For instance, a study in emerging markets could identify similarities and differences compared to findings in more developed economies. Such a comparative study would help to explore the influence of contextual variables such as digital infrastructure, culture, or economic environments in explaining the effectiveness of digital marketing strategies (Shankar et al., 2022). 
Long-term influence should be another area for future research. While most of the studies reviewed have focussed on short-term effects such as customer engagement and immediate sales, there is a need for research on long-term outcomes such as customer lifetime value, customer brand loyalty and sustainable competitive advantage (Bharadwaj et al., 2013). Another area that warrants further research is the significance of organisational culture and leadership styles and how that influences business performance. 
This study indicates that organisations must have the required digital marketing capabilities but it would be interesting to study if there is a relationship between leadership styles, organisational structure, internal processes and performance. This would allow for a more comprehensive perspective of digital marketing effectiveness (Caliskan et al., 2021). 
Finally, this study has not delved into the ethical and regulatory aspects of digital marketing. With the increasing use of personal data for marketing, concerns regarding data privacy and security are on the rise. This area should be investigated in future studies as a means of balancing marketing effectiveness and ethical data practices and thereby contributing to both the academic literature and the retail industry practice (Laudon and Traver, 2020).
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