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[bookmark: _Toc148442062]Abstract
This dissertation undertakes an extensive examination of the complex realm of digital marketing strategies and their significant influence on consumer buying patterns in the ever-changing retail sector of the United Kingdom. This in-depth analysis focuses on Tesco, a prominent retail corporation renowned for its flexibility and resilience. It demonstrates how Tesco successfully navigates the dynamic landscape of retail by integrating traditional values with innovation. The study is supported by an investigation into the complex characteristics of digital marketing and its impact on modern consumer purchasing choices. It examines email campaigns, personalised marketing, promotional activities, and customer ratings. The results indicate that personalization is a fundamental aspect of Tesco's success in digital marketing; the use of customised recommendations and individualisation has a substantial impact on customers' propensity to investigate new products. In addition, promotional activities are revealed to be significant determinants of consumer purchasing decisions, satisfying the expectation of contemporary consumers for customised incentives. The influence of customer ratings and evaluations on Tesco's digital marketing initiatives is significant, as they shape consumer confidence, cultivate trust, and encourage active engagement. The results of this study emphasise the critical importance of personalization, user-friendliness, mobile optimisation, and seamless omnichannel experiences in the realm of digital marketing. Retailers can use these findings to their advantage by gaining practical recommendations and understanding the dynamic and highly competitive digital age.
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[bookmark: _Toc148442064]Background and Context
The retail landscape of the United Kingdom is dynamic and fiercely competitive, with a spectrum of players ranging from the traditional brick-and-mortar establishments, which have held sway for generations, to the digitally agile e-commerce behemoths that have quickly gained traction. This unique blend of retail formats exemplifies the singularity of the British consumer market, where traditional purchasing practises coexist with modern digital shopping practises.
Within this thriving retail ecosystem, Tesco has emerged as the clear frontrunner. Tesco began as a small market stall in London's East End in 1919, and has since undergone an extraordinary voyage of expansion and transformation. Over the years, it has become a retail behemoth, expanding its presence not only across the United Kingdom but also into international markets. Today, Tesco operates in multiple countries, solidifying its position as one of the largest and most influential retail chains in the world (Chen, 2022). Tesco's adaptability and tenacity in navigating the ever-changing retail landscape distinguishes it and makes it a particularly enthralling subject of study. Tesco's ability to maintain its prominence despite significant shifts in consumer behaviour and technological advancements is evidence of its adaptability and strategic acumen. Jack Cohen, the founder of Tesco, established a commitment to supplying quality goods at reasonable prices in 1919. In an age where digitalization has rewritten the norms of retail engagement, this philosophy has persisted and evolved. Tesco's ability to balance its legacy values with innovative digital strategies is reflective of the broader challenge confronting the retail industry – reconciling tradition with transformation.
The rise of digital marketing has significantly altered the purchasing habits of consumers (Bala and Verma, 2018). Today, consumers are inundated with information, options, and connectivity, which is made possible by the pervasiveness of the internet and smartphones. This transformation has empowered consumers and necessitated a revaluation of how retailers engage with and influence their audience. This transition has presented Tesco and other retailers with a double-edged sword. On the one hand, digital marketing offers a reach and the potential for personalised interactions with consumers that are unprecedented. On the other hand, it requires a comprehensive comprehension of the complex ways in which digital channels influence the multifaceted consumer purchasing journey.
Before making informed and frequently complex purchasing decisions, consumers now venture on journeys characterised by research, comparison, and interaction across a multitude of digital touchpoints (Reinartz, Wiegand and Imschloß, 2019). The traditional linear purchasing procedure has transformed into a dynamic, nonlinear path influenced by online reviews, social media, personalised recommendations, and mobile commerce. In this context, understanding the multifaceted function of digital marketing in shaping consumer purchasing decisions is not an option, but a strategic requirement. In this digital era, a retailer's relevance and competitiveness are contingent on their understanding and mastery of these digital dynamics. Therefore, the purpose of this study is to investigate, dissect, and analyse the profound impact of Tesco's digital marketing strategies within the complex UK retail industry. Tesco's extensive history, extensive market presence, and remarkable adaptability make it an ideal case study for examining the effects of digital marketing on consumer purchasing behaviour. This study's findings are likely to benefit not only Tesco but also other retailers attempting to navigate comparable changes in the ever-changing retail landscape.
[bookmark: _Toc148442065]Research Objectives
1. To comprehensively evaluate the current state of digital marketing within the UK's retail industry, including its prevailing trends, key features, and noteworthy practices.
2. To conduct an in-depth analysis of the influence and effects of Tesco's digital marketing strategies on the consumer buying decision process, examining its specific channels, tactics, and outcomes.
3. To identify and analyze the challenges and advantages inherent in the utilization of digital marketing for influencing consumers' buying decisions in the retail context, exploring both consumer and retailer perspectives.
4. To generate practical recommendations and strategies for optimizing Tesco's digital marketing initiatives, with a particular focus on enhancing their ability to steer and positively impact customers' buying decisions to the benefit of Tesco.
[bookmark: _Toc148442066]Research Questions
1. To what extent does digital marketing impact operational efficiency in the UK retail industry?
2. How do Tesco's digital marketing strategies specifically influence customers' buying decisions within the retail industry?
3. What are the primary challenges and advantages that Tesco encounters in the UK retail industry concerning the influence of digital marketing on customers' buying decisions?
4. What strategic approaches can be recommended to optimize the management of customers' purchasing decisions through the use of digital marketing tactics in the retail industry?
[bookmark: _Toc148442067]Justification and Significance
This research endeavour is justified by the realisation that the retail industry's future success is inextricably linked to its ability to employ digital marketing strategies to influence consumer behaviour. Tesco, a resilient and adaptable retail behemoth, provides a compelling case study for investigating this phenomenon. Tesco is an excellent subject for in-depth examination due to its rich history and ability to adapt to ever-changing consumer trends.
Significantly, this research goes beyond academic inquiry; it seeks to identify practical implications. It endeavours to untangle the complexities of digital marketing's impact on consumer purchasing decisions and provides actionable insights and recommendations in the process. It is a practical examination of the power and potential of digital marketing, not merely an academic exercise.
The enumerated research objectives are not abstract, but are directly related to the challenges and opportunities retailers face today. The examination of the current state of digital marketing in the UK's retail industry provides a foundational understanding—a vital compass for retailers constructing strategies in a landscape that changes with each digital advancement. This comprehension is enhanced by the analysis of Tesco's digital marketing impact, which provides insights that resonate across the industry.
This research explores the complexities of digital marketing beyond the scope of the examination. It illuminates the obstacles and opportunities it presents, providing retailers with a comprehensive view of the terrain they traverse. It aims to answer fundamental concerns regarding the influence of digital marketing channels and strategies on consumer decision-making processes. In addition, it aims to provide retailers with actionable advice that will enable them to not only survive but flourish in the dynamic world of digital marketing.
The significance of this study extends beyond Tesco's operations; it has repercussions for the entire retail industry. The findings have the potential to be instructive for retailers of all sizes, providing a road map for the optimal use of digital marketing to influence consumer behaviour. This research contributes to an environment where discussions about data privacy, ethical marketing, and consumer empowerment are prevalent by casting light on the ethical dimensions of digital marketing's influence on consumers' decisions.
[bookmark: _Toc148442068]Scope and Limitations
This research encompasses a multidimensional scope reflective of the diverse landscape of the UK retail industry. This sector, comprised of traditional brick-and-mortar stores, burgeoning e-commerce businesses, and innovative hybrid models, exemplifies the retail industry's ongoing transformation. This study aims to provide a comprehensive comprehension of digital marketing's influence, while recognising that its scope and nuances may vary across these various retail formats.
In addition, the research not only examines Tesco's digital marketing strategies in detail, but also attempts to cast a wider scope. Numerous powerful actors shape the consumer landscape in the retail industry, which is inherently competitive. This study thus takes into account the competitive environment in which Tesco operates. While Tesco remains the focal point of the investigation, the inclusion of other prominent UK retailers ensures that the insights and findings are relevant and applicable to a wide range of retail entities facing comparable digital marketing challenges and opportunities.
In addition to a broad industry scope, this study examines the complete consumer purchasing decision process. It traverses the complex stages, beginning with awareness and progressing through consideration, evaluation, purchase, and finally post-purchase satisfaction and loyalty. By traversing this spectrum, the research is poised to reveal the nuanced and dynamic role that digital marketing plays at each stage of the customer journey.
Despite this enormous expanse of research, it is essential to recognise the limitations underlying this investigation. Priority among these limitations is the ever-changing and maze-like nature of the retail industry and digital marketing. This study encompasses a snapshot of the digital marketing landscape within the UK retail domain, but it cannot purport to capture the entirety of this dynamic ecosystem. Comprehensive coverage is perpetually challenged by the rapid rate of technological advancement, altering consumer behaviour, and emergent marketing trends.
In addition, the investigation is conducted within a specific timeframe. The researcher must acknowledge that all conclusions are contingent on the data collected during the time period. The retail industry, which is characterised by seasonal and cyclical fluctuations, may manifest variations that are outside the scope of this study. These variations in consumer behaviour, market dynamics, and digital marketing trends emphasise the need for cautious interpretation of findings.
Ethical considerations are an additional crucial aspect of this research. While every effort has been made to uphold ethical standards in data collection and analysis, especially when handling confidential consumer data and evaluating marketing practises, the digital marketing domain itself is fraught with ethical complexities. The study addresses issues of consumer privacy, data utilisation, and marketing transparency, requiring a prudent approach to these ethical concerns.
[bookmark: _Toc148442069]Dissertation Structure
· Chapter 2: Chapter 2 is devoted to a comprehensive examination of the extant academic literature on digital marketing, consumer behaviour, and the UK retail industry. It seeks to establish a solid theoretical foundation for future research. The chapter identifies and evaluates the most important theoretical frameworks underlying the study, discerning trends and highlighting knowledge gaps. Through a systematic synthesis of prior research, this chapter sets the groundwork for empirical investigation by identifying areas in which digital marketing influences consumer purchasing decisions in a retail context.
· Chapter 3: This chapter provides an explanation of the chosen research approach, design, and methodology, as well as a justification for their selection.It provides exhaustive insights into data collection methods, including surveys, interviews, and data sources, as well as an explanation of rigorous data analysis strategies. Ethical considerations, including data privacy and transparency, are discussed alongside sampling techniques to ensure that the research maintains its methodological integrity.
· Chapter 4: This chapter presents and analyses empirical findings derived from collected data. The concentration is on the influence of digital marketing on consumer purchasing decisions, with particular reference to Tesco. Methods of data analysis, such as statistical tests, qualitative coding, and thematic analysis, are used to extract meaningful insights that are in line with the research questions and objectives. Visual aides such as charts and tables are effectively utilised to visually communicate research findings, thereby reinforcing the connections between empirical data and research objectives.
· Chapter 5: In this chapter, empirical findings are analysed in light of the existing literature. The objective is to discover the broader implications and significance of the findings. This chapter contextualises the research findings, explains the relationship between digital marketing strategies and consumer behaviour, and evaluates the broader implications for Tesco and the retail industry. This chapter acknowledges the inherent limitations of the research and discusses prospective research avenues, providing a forward-looking perspective on the study's themes and questions.
· Chapter 6: The concluding chapter summarises the main findings of the dissertation, reiterating their significance and relevance within the context of the research's objectives. In its conclusion, the chapter provides actionable recommendations based on the research findings, contributing to the practical implementation of its findings in the areas of digital marketing and consumer purchasing decisions within the UK retail sector.
[bookmark: _Toc148442070]Chapter 2: Literature Review
[bookmark: _Toc148442071]Digital Marketing in the Retail Industry
Digital marketing, which encompasses a vast array of online channels and strategies such as social media advertising, search engine optimisation, email marketing, and content marketing, has revolutionised the way in which retailers communicate with their target audience. Its inherent adaptability and capacity to deliver personalised, data-driven experiences have enabled retailers to produce more engaging and pertinent content. This has the potential to increase consumer awareness, increase traffic, and ultimately impact purchasing decisions. According to Bilgihan (2016), digital marketing strategies, when executed effectively, can substantially increase brand visibility and customer engagement, ultimately resulting in higher sales and customer retention rates.
Digital marketing's ability to reshape the consumer purchasing journey is one of its most significant impacts on the retail industry. Historically, consumers followed a linear path from consideration to purchase. Digital marketing has however blurred these boundaries, introducing non-linearity to the process. Before making a decision, consumers now undertake extensive online research, compare products, read reviews, and seek recommendations on social media platforms. This shift is elucidated by Papakonstantinidis (2017), who contend that digital marketing has transformed the purchasing process into a complex, multi-touchpoint journey in which consumers interact with brands via a variety of online channels.
Despite its undeniable advantages, digital marketing presents retailers with a number of obstacles. Increasing competition in the digital sphere has resulted in rising advertising costs, making it imperative for retailers to allocate their budgets effectively. In addition, the accelerated development of digital technologies requires continuous adaptation and education. Webster (2010) observe that retailers must continuously adapt their strategies to changes in search engine algorithms, social media algorithms, and customer preferences.
In addition, the ethical aspects of digital marketing in the retail sector require cautious consideration. The accumulation and use of consumer information for personalised marketing raises privacy and consent concerns. Retailers must achieve a delicate equilibrium between providing customised experiences and protecting customer data. Jacobson, Gruzd and Hernández-García (2020) research emphasises the significance of transparent data practises and consumer education for mitigating potential ethical concerns and fostering confidence in digital marketing campaigns.
[bookmark: _Toc148442072]Theoretical Foundations of Consumer Buying Behavior
Consumer purchasing behaviour is a complex and multifaceted discipline that employs multiple theories to explain why and how consumers make purchasing decisions. The Theory of Planned Behaviour (Ajzen, 1991) is one of the foundational theories in this discipline. According to this theory, consumers' behavioural intentions, including their purchasing decisions, are influenced by their attitudes towards the behaviour, subjective norms, and perceived behavioural control. In essence, it suggests that consumers are more likely to engage in a particular purchasing behaviour if they have a favourable attitude towards it, perceive social approbation, and believe they possess the necessary control to execute the behaviour. This theory has been instrumental in elucidating how factors such as advertising and social influence affect consumer decisions.
The Consumer Decision-Making Process is another important theory (Engel, Blackwell, and Miniard, 1995). This theory divides the purchasing procedure into distinct phases, including problem identification, information search, evaluation of alternatives, purchase decision, and post-purchase evaluation. It emphasises that consumers do not make purchasing decisions on the spur of the moment, but rather engage in a methodical process of collecting information and evaluating alternatives. For retailers, this theory underscores the significance of providing information and support throughout each stage of the consumer journey, from initial awareness to post-purchase follow-up.
Understanding consumer purchasing behaviour is also aided by Festinger's (1957) Theory of Cognitive Dissonance. This theory posits that people aspire for cognitive consistency and experience discomfort (cognitive dissonance) when they perceive inconsistencies between their beliefs, attitudes, and behaviours. This theory suggests that, in the context of consumer purchasing, consumers may experience post-purchase dissonance if they perceive a disparity between their expectations and their actual experience with a product or service. Managing post-purchase dissonance through effective customer service and communication can affect long-term customer loyalty.
In the context of group influence on consumer behaviour, Tajfel and Turner's (1986) social identity theory is especially applicable. Individuals categorise themselves and others into social groups, and their self-esteem is frequently attached to their group membership, according to this theory. This theory emphasises the significance of group identity and social influence in the retail industry. Consumers' desire to conform to the norms and preferences of their reference groups often influences their purchasing decisions. Retailers can take advantage of this by recognising and targeting specific consumer segments based on their social identities.
In addition, the concept of brand loyalty, which is based on numerous theories such as the Brand Loyalty Pyramid (Aaker, 1991), emphasises the significance of establishing emotional connections with consumers. This theory posits that brand loyalty is not founded solely on rational evaluations of product attributes, but also on emotional ties and brand resonance. Retailers who effectively build and maintain brand loyalty can reap the benefits of repeat business and positive word-of-mouth marketing.
[bookmark: _Toc148442073]Digital Marketing Channels and Strategies
The strength of social media is its capacity to facilitate real-time conversations between retailers and consumers. Beyond simply disseminating product updates, retailers can engage their audience in meaningful dialogues. Particularly, User-Generated Content (UGC) has emerged as a potent strategy for social media marketing. Customers share their experiences and opinions about products and brands voluntarily, providing retailers with authentic and relevant content (Bahtar and Muda, 2016). This content not only inspires confidence, but also resonates with prospective buyers desiring authentic feedback.
Despite being one of the earliest digital channels, email marketing continues to play a crucial role in retailer-customer communication (Chaffey and Smith, 2022). It provides a direct channel of communication with consumers who have opted in to receive updates and promotions. Personalization is the key to its efficacy, tailoring emails to the preferences and purchase history of each recipient. To prevent unsubscribes and maintain a positive brand image, it is essential to maintain a delicate balance between email frequency and relevancy.
SEO is the foundation of digital marketing, especially for generating organic traffic to retailer websites. Effective SEO techniques increase a retailer's visibility on search engine results pages, ensuring that potential consumers can find their products or services (Kaplan and Haenlein, 2010). However, SEO is an ever-changing field, with search engines updating their algorithms frequently. To remain competitive, retailers must remain vigilant and adapt their SEO strategies.
Pay-per-click (PPC) advertising is a dynamic and results-driven strategy that provides retailers with immediate results and granular control over advertising budgets (Smith and Chaffey, 2022). However, the competitiveness of pay-per-click (PPC) auctions can increase advertising costs, and inadequately optimised campaigns can lead to wasted ad spend. The content marketing strategy emphasises the production and distribution of valuable, informative, and engaging content (Naseri, Chakoli and Malekolkalami, 2021). It positions retailers as authoritative sources in their respective segments, fostering consumer confidence. However, effective content marketing requires a long-term commitment to producing high-quality content and measuring its effect on the target audience.
Video marketing, with YouTube at the forefront, has experienced significant growth. These platforms have become destinations for product evaluations, tutorials, and brand narratives (Smith and Chaffey, 2022). Video content provides an immersive and emotionally engaging medium for advertising products. Creating compelling video content can be resource-intensive, necessitating meticulous planning and production.
[bookmark: _Toc148442074]Consumer Decision-Making Models
[bookmark: _Toc148442075]Theory of Planned Behavior
Developed by Icek Ajzen in 1991, the Theory of Planned Behaviour (TPB) has become a foundational framework in the fields of social psychology and consumer behaviour. At its core, the Theory of Planned Behaviour (Ajzen, 1991) asserts that human behaviour is governed by a combination of three primary factors: attitudes, subjective norms, and perceived behavioural control. Collectively, these factors influence a person's intent to engage in a particular behaviour, which, in the context of consumer decision-making, may include the purchase of a product or service. Attitudes represent the individual's positive or negative evaluation of the behaviour, subjective norms represent the perceived social pressure or approval associated with the behaviour, and perceived behavioural control measures the individual's estimation of their ability to successfully execute the behaviour.
The significance of the TPB resides in its capacity to provide a structured and exhaustive framework for comprehending the cognitive processes that result in a specific behaviour. In the context of consumer behaviour, it permits researchers and marketers to dissect the factors that influence consumers' purchasing intentions. By examining consumers' attitudes towards a product or brand, their perception of social norms associated with that purchase, and their perception of control over the purchasing decision, marketers can gain valuable insights into the factors that motivate or inhibit consumer actions. In addition, the TPB has been extensively used to predict and influence consumer behaviour. Researchers have utilised the model to investigate numerous facets of consumer decision-making, such as comprehending the factors that influence sustainable purchasing decisions and investigating consumers' intentions to adopt online shopping. By identifying the significant beliefs and factors associated with particular behaviours, marketers can design interventions and marketing strategies that effectively influence consumer intentions and, as a result, actions.
The TPB is predominantly criticised for its simplicity and its susceptibility to external influences on behaviour. Some critics contend that the TPB may oversimplify the complexities of human decision-making by reducing it to three fundamental factors Additionally, external factors, such as situational constraints or unexpected events, may not be adequately accounted for in the TPB, leading to discrepancies between intention and actual behaviour.
[bookmark: _Toc148442076]Consumer Decision-Making Process
The Consumer Decision-Making Process (CDMP) is a foundational concept in marketing and consumer behaviour, serving as a heuristic framework for comprehending the intricate steps individuals take when making purchasing decisions. Typically, the CDMP is depicted as a multi-stage process with several sequential phases, although there are variations in the number and naming of these stages. Commonly recognised stages include problem identification, information search, evaluation of alternatives, purchase decision, and post-purchase evaluation (Engel, Blackwell, & Miniard, 1995). This structured approach offers marketers and researchers a systematic framework for analysing and understanding how consumers arrive at their final purchase decisions.
The significance of the CDMP rests in its capacity to provide insights into consumer behaviour, thereby enabling businesses to align their marketing strategies with each phase of the process. In the problem recognition stage, for instance, consumers become aware of a need or desire for a product or service. Utilising advertising or content that addresses consumers' pain points or aspirations, marketers can generate awareness of their products during this stage. Understanding the subsequent phases, such as information search and evaluation of alternatives, enables marketers to provide consumers with pertinent information, reviews, and comparisons to help them make informed decisions.
CDMP applications are prevalent across industries. It is a flexible framework used to analyse and influence consumer behaviour in diverse contexts, including retail, online shopping, and durable products and services. Researchers use the CDMP to examine factors influencing consumer decision-making, such as the impact of advertising (Nash, 2019), the role of social influence, and the impact of cultural differences (Hofstede, 1980). In addition, the model has applications in designing marketing campaigns, optimising e-commerce websites, and improving the overall consumer experience.
The CDMP is predominantly criticised for its linearity and assumption of rational decision-making. (Kardes, Posavac and Cronley, 2004) Some argue that the model oversimplifies the complexities of consumer behaviour by presenting it as a linear process, whereas real-world decisions may be more iterative and dynamic. In addition, the CDMP frequently presupposes that consumers make rational, utility-maximizing decisions, which may not always be the case when emotions, biases, and heuristics are considered (Guo, Wang and Wu, 2020).
[bookmark: _Toc148442077]Theory of Cognitive Dissonance
The Theory of Cognitive Dissonance, developed by Leon Festinger in 1957, has attracted considerable interest in psychology and consumer behaviour. The central premise of the Theory of Cognitive Dissonance is that individuals experience cognitive dissonance, or psychological discomfort, when they hold contradictory beliefs, attitudes, or values. To assuage this discomfort, people attempt to reduce inconsistency by modifying their beliefs or actions (Festinger, 1957). This theory has significant implications for comprehending consumer behaviour, as it suggests that consumers may modify their attitudes or behaviours to correspond with their past or present choices, particularly after making a purchase decision.
The significance of the Theory of Cognitive Dissonance rests in its capacity to explain diverse behavioural phenomena, such as post-purchase behaviours and consumer decisions. In the context of consumer behaviour, it suggests that consumers may experience cognitive dissonance if they perceive a disparity between their expectations and their actual experience with a product or service. Utilising this knowledge, marketers can manage post-purchase dissonance through effective customer service, communication, and product quality to preserve customer satisfaction and loyalty. In addition, this theory has marketing and advertising applications. In persuasive messaging, marketers frequently employ cognitive dissonance theory to influence consumer attitudes and behaviours. By emphasising inconsistencies between current consumer beliefs or behaviours and a desired outcome, such as the purchase of a product, marketers can motivate consumers to reduce dissonance by taking the desired action (Muralidharan and Sheehan, 2017). This strategy has been utilised in advertising campaigns and persuasive messaging strategies to convince consumers to make purchase decisions.
Primarily, criticisms of the Theory of Cognitive Dissonance focus on the difficulty of dissonance reduction and the theory's limited predictive power. Some critics contend that the theory oversimplifies the process of reducing cognitive dissonance by assuming that individuals will consistently change their beliefs or behaviours to achieve concordance (Cooper & Fazio, 1984). In reality, dissonance reduction can involve a variety of techniques, such as selective processing of information, attitude reinforcement, and even denial. In addition, the predictive power of the theory has been questioned because not all individuals react to cognitive dissonance in the same manner. Individual dissonance resolution can be influenced by factors such as individual differences, cultural norms, and the salience of dissonance-reducing options (Martínez, 2018). Consequently, while the theory provides valuable insights into the psychology of behaviour, its application to specific situations may necessitate a nuanced comprehension of the individual and contextual factors at play.
[bookmark: _Toc148442078]Social Identity Theory
Social Identity Theory (SIT), which Tajfel and Turner devised in 1986, is a seminal framework in the field of social psychology that has profound implications for comprehending human behaviour, including consumer behaviour. Social Identity Theory proposes that individuals categorise themselves and others into social groups based on shared characteristics, such as nationality, ethnicity, gender, or even product preferences (Tajfel & Turner, 1986). These group memberships play a crucial role in shaping the self-concept and self-esteem of an individual. In addition, individuals derive a sense of social identity and self-esteem from social categorization and social comparison.
Social Identity Theory is significant because it can explain how group membership and social identity influence an individual's attitudes, behaviours, and preferences. This theory emphasises that individuals tend to favour their in-group (the group to which they belong) over out-groups (other groups), resulting in in-group bias (Tajfel, 1970). Individuals may exhibit preferences for products or brands associated with their in-group or actively avoid those associated with out-groups as a result of this in-group bias. In addition, Social Identity Theory has marketing and advertising applications. Typically, marketers employ the principles of social identity to develop targeted advertising campaigns that appeal to the group identities and aspirations of consumers. By aligning products or brands with the values, norms, and symbols of particular social groups, marketers can appeal to consumers' social identities and increase the desirability of their offerings (Carlson and Donavan, 2013). This strategy is evident in advertising campaigns that emphasise community, shared values, and a sense of belonging.
Social Identity Theory has been criticised for its potential to oversimplify the complexities of group dynamics and individual responses to group identities. Some argue that the theory may not completely capture the nuances of intergroup relations, particularly in diverse and multicultural contexts (Dovidio, Gaertner and Saguy, 2007). In addition, individual responses to group identities can vary according to variables such as personal values, situational context, and the significance of group membership.
[bookmark: _Toc148442079]Brand Loyalty Pyramid
The Brand Loyalty Pyramid, which is frequently depicted as a pyramid with four to five distinct levels, depicts the hierarchical progression of consumers' brand loyalty. Typically, brand awareness is the foundational level, followed by brand recognition, brand preference, brand insistence, and, in some models, brand advocacy (Aaker, 1991). Each level represents a deeper and more devoted brand loyalty.
The Brand Loyalty Pyramid is significant because it provides a structured framework for comprehending and managing consumer loyalty. It enables businesses to categorise consumers according to their level of brand loyalty and tailor marketing strategies accordingly. Customers in the awareness stage may benefit from advertising campaigns that increase brand recognition, whereas those in the brand-insistence stage may require loyalty programmes to maintain their commitment. In addition, the Brand Loyalty Pyramid is applicable to brand management and marketing. This model allows marketers to identify strategies for advancing consumers up the pyramid of loyalty. For instance, promotional efforts may concentrate on creating brand preference among individuals in the recognition stage, whereas efforts to cultivate brand advocacy may involve engaging loyal customers in referral programmes or user-generated content initiatives.
The Brand Loyalty Pyramid is criticised for its simplicity and the dynamic nature of brand loyalty. Some argue that by representing brand-consumer relationships as discrete phases, the model oversimplifies their complexity. In reality, brand loyalty may not always follow a linear progression, and consumers may exhibit multiple levels of loyalty to various brands or products simultaneously. Moreover, the model may not adequately represent the dynamic character of brand loyalty in the digital age. The advent of e-commerce, social media, and online reviews has altered the way in which consumers interact with brands and make purchasing decisions. Brand loyalty may now be influenced by user-generated content, online communities, and personalised recommendations, which may not neatly suit within the traditional pyramid structure.
[bookmark: _Toc148442080]Previous Studies and Research Gaps
Numerous studies have investigated the complex relationship between digital marketing and consumer behaviour in the British retail sector. These studies have provided valuable insight into various aspects of digital marketing strategies and their results. The influence of digital marketing on brand awareness, consumer engagement, and purchase intentions has been the subject of research (Makrides, Vrontis and Christofi, 2019; Habib, Hamadneh and Hassan, 2022). Additionally, some studies have attempted to comprehend the strategies employed by prominent retail players, such as Tesco, to effectively leverage digital channels (Berman, 2012). Case studies have also provided insights into how e-commerce titans have utilised digital marketing, providing valuable lessons for traditional retailers like Tesco in navigating the digital landscape (Kingsnorth, 2016).
Existing research has unquestionably enhanced our comprehension of digital marketing's role in the UK retail sector, but a number of research gaps merit further investigation:
· The Holistic Industry Viewpoint: A notable deficiency is the restricted scope of prior research. Numerous studies have focused on particular retail subsectors or retail titans, potentially overlooking the implications for the entire UK retail industry. In order to paint a comprehensive picture, research must encompass the entire spectrum of retail, including both traditional brick-and-mortar stores and e-commerce.
· Comprehensive Consumer Behavior Analysis: While previous research has examined consumer behaviour, it has typically done so in isolation, analysing isolated elements. A comprehensive examination of how digital marketing strategies influence each phase of the consumer purchasing decision process is necessary for a more complete comprehension. This includes investigating the effects of digital marketing on problem recognition, information search, evaluation of alternatives, purchase decisions, and post-purchase evaluation.
· Data-Driven Decision Making: Data analytics and artificial intelligence are progressively defining the contemporary landscape. Nonetheless, research on how retailers such as Tesco use data-driven decision-making in their digital marketing strategies remains scarce. It is essential to investigate how data analytics influences marketing strategies and consumer purchasing decisions.
· Evolving Consumer Expectations: Due to technological advancements and societal changes, consumer expectations are in a constant state of change. How retailers like Tesco adapt their digital marketing strategies to meet these shifting consumer preferences must be investigated. This includes investigating personalization, sustainability, and societal change responsiveness.
· Omnichannel Dynamics: The retail industry in the United Kingdom is extremely competitive. It is crucial to comprehend how Tesco's digital marketing strategies distinguish it from its traditional and online competitors. Examining how Tesco positions itself in the digital marketplace can provide retailers seeking a competitive edge with valuable insights.
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[bookmark: _Toc148442082]Research Design
Our research methodology is composed of a combination of methods. While we incorporate quantitative elements through surveys, qualitative research, particularly the accumulation of opinions and perceptions, is our primary focus. Due to the multifaceted character of our research objectives, we have chosen to employ a mixed-methods strategy. Our objective is to obtain a thorough understanding of the complex relationships between digital marketing strategies and consumer purchasing decisions. By integrating quantitative and qualitative elements, it is possible to investigate both the statistical trends and the nuanced experiences and attitudes of UK retail consumers.
In qualitative research, we place a heavy emphasis on eliciting consumer perceptions and opinions (Fossey et al., 2002). This is crucial for understanding the subjective aspects of consumer behaviour, such as motivations, emotions, and decision-making processes influenced by digital marketing initiatives. Qualitative research techniques, such as open-ended survey inquiries, interviews, and focus groups, are essential for capturing the depth and complexity of these experiences. In addition, we recognise the importance of quantitative data collection. Surveys containing closed-ended questions and Likert-scale statements serve as the quantitative basis for our analysis. They enable us to measure variables such as consumer trust, attitudes towards digital marketing channels, and the influence of digital marketing at various phases of the consumer purchasing decision. This quantitative information allows us to recognise statistical relationships and trends within our findings.
Our mixed-methods methodology is distinguished by the combination of quantitative and qualitative insights (McKim, 2016). By triangulating survey data with qualitative narratives gleaned from interviews and focus groups, we hope to gain a thorough understanding of how digital marketing strategies influence consumer purchasing decisions. This approach not only validates our findings but also ensures that we capture the holistic spectrum of consumer behaviour within the UK retail industry.
[bookmark: _Toc148442083]Data Collection Methods
Utilising Microsoft Forms surveys is one of the central pillars of our data acquisition strategy. The decision to make Microsoft Forms surveys a central tenet of our data collection strategy was based on a comprehensive evaluation of the benefits provided by this digital survey platform. These advantages contribute to the efficacy, dependability, and thoroughness of our data acquisition process, making it a suitable option for our research endeavour. The platform's accessibility and convenience for our respondents are the primary benefits. In today's digital age, where individuals use a variety of devices for their online activities, Microsoft Forms surveys offer a seamless experience across computers, tablets, and smartphones. This adaptability ensures that respondents can interact with the survey at their discretion, regardless of their location or preferred device. This accessibility is particularly advantageous for our research because it enables us to reach a geographically dispersed, demographically and contextually diverse sample of consumers.
Microsoft Forms' user-friendly interface further improves the survey-taking experience. Respondents can navigate through the survey questions with ease, delivering their input in a structured and efficient manner. The intuitive design decreases the likelihood of participant fatigue or frustration, which ultimately contributes to increased response rates. Not only is a user-friendly interface essential for the quantity of responses, but also for the quality of the data collected. When participants find the survey-taking process simple and enjoyable, they are more likely to provide deliberate and accurate responses, thereby enhancing the quality of our overall dataset.
Microsoft Forms surveys provide robust mechanisms for ensuring the confidentiality and security of respondent data in our research, where ethics and data privacy are of the utmost importance. Adhering to the principles of informed consent and data protection, we take stringent measures to protect the anonymity of participants. This commitment to privacy inspires confidence in our respondents, assuring them that their responses will be handled with the uttermost discretion. Such reassurance is essential for encouraging open and truthful participation, especially when respondents may share personal opinions and experiences related to digital marketing.
The adaptability and customizability of Microsoft Forms surveys aid in aligning our data collection with the particular objectives and conceptual framework of our research. We can modify the survey questions to capture information on the variables, constructs, and dimensions that are central to our research. This modification ensures that our survey instrument is precisely calibrated to investigate the impact of digital marketing on consumer purchasing decisions in the UK retail sector. The format of the survey queries facilitates quantitative data analysis, allowing for a systematic evaluation of statistical relationships and trends.
[bookmark: _Toc148442084]Sampling Strategy
Our selection of sampling technique is predicated on the use of stratified random sampling. This strategy is based on a number of compelling arguments that closely correspond with the distinctive objectives and scope of our research. At its foundation, stratified random sampling is a method for selecting a subset of individuals from a larger population that is representative (Etikan and Etikan, 2021). In our case, this population is comprised of British retail consumers. This population is divided into distinct subgroups or strata on the basis of pertinent demographic variables.
In our investigation, stratified random sampling is employed for two reasons. First, it ensures that our sample is representative of the diverse consumer landscape in the UK retail industry. By stratifying the population based on key demographic variables such as age, gender, income level, and geographic location, we are able to identify and account for the differences between consumers. This methodology enables us to derive insights and conclusions that are not only representative of the larger population but also applicable to different consumer segments, thereby enhancing the generalizability of our findings.
Second, stratified random sampling permits us to investigate the nuances of consumer behaviour within distinct strata. We acknowledge that the influence of digital marketing on consumer purchasing decisions may vary by demographic group. By stratifying the population, it is possible to undertake subgroup analyses that reveal potential differences in consumer attitudes, preferences, and behaviours in relation to digital marketing strategies. This increased level of analysis enhances the breadth and depth of our research and provides valuable insights into the complex nature of consumer behaviour.
[bookmark: _Toc148442085]Data Analysis Techniques 
Our research methodology is underpinned by a careful approach to data analysis, tailored to the subjective and opinion-based nature of our dataset.  Recognising that the vast majority of our primary dataset consists of subjective opinions and qualitative narratives, qualitative data analysis forms the core of our data analysis. In this field, we employ two indispensable methods: thematic analysis and content analysis. A fundamental method, thematic analysis enables us to systematically identify, analyse, and report recurring themes or patterns in the textual data. This methodology serves as the fulcrum for classifying and interpreting the disparate opinions and perceptions of survey respondents regarding digital marketing strategies (Tuckett, 2005). By identifying and synthesising these themes, we can distil the essence of participant narratives and reveal patterns that would otherwise remain hidden.
Content analysis extends our exploration of qualitative data by systematically investigating textual or visual content to identify specific attributes or characteristics within the qualitative data. This methodology permits us to quantify mentions of specific digital marketing channels, recurring sentiments, and patterns, thereby providing a structured framework for the qualitative aspect of our dataset (Shelley and Krippendorff, 1984).
Importance is placed on maintaining rigour and credibility in our qualitative data analysis. To accomplish this, we adhere to best practises that strengthen the credibility of our findings. Our methodical and open approach to coding qualitative data ensures that the process of organising and classifying responses into meaningful codes or categories is methodical and reproducible. In addition, we implement member checking, which allows respondents to examine and validate the interpretation of their responses. This iterative feedback cycle ensures that our interpretations remain consistent with the intentions and perspectives of survey respondents, minimising the possibility of researcher bias and enhancing the reliability of our qualitative analysis.
[bookmark: _Toc148442086]Ethical Considerations
The principle of informed assent is fundamental to our ethical framework. Prior to engaging in research, we must ensure that all participants in our survey have provided their informed and voluntary assent. This requires a rigorous commitment to communicating the nature, purpose, and implications of the study to prospective participants in a clear and comprehensive manner. Detailed information is provided regarding the objectives of the research, the methodologies of data collection, and any potential risks or discomforts associated with participation. In addition, participants are given the opportunity to ask questions and seek clarification, enabling them to make informed decisions regarding their participation. We emphasise the voluntariness of participation by emphasising that individuals are free to disengage from the study at any time without incurring any negative consequences.
The principle of data confidentiality is of paramount significance to our research. Respecting the right to privacy, we take stringent measures to ensure the confidentiality and anonymity of all survey respondents. The data collected for our study are handled with the utmost care and diligence. Stringent measures are instituted to guarantee that responses remain entirely untraceable to individual participants. Encryption mechanisms and access controls that strengthen protections against unauthorised access are utilised to store data with the uttermost security. In addition, we exercise restraint in the acquisition of personally identifiable information, gathering only the data that is absolutely necessary to achieve the research objectives. When participant quotes or excerpts are incorporated into the research, they are rigorously anonymized to prevent the identification of specific individuals.
Two fundamental ethical principles, honesty and openness, guide our interactions with survey respondents and subsequent presentation of research findings. We adhere to the highest levels of integrity, providing complete and unaltered information about the research, its aims, and the methodologies utilised. Across the entire research continuum, transparency prevails as a guiding beacon, illuminating how participant data will be utilised, analysed, and ultimately reported. To ensure complete transparency and prevent the perception of bias, any potential sources of conflict of interest or funding considerations must be disclosed explicitly.
Our commitment to ethical conduct extends to a formal ethical review procedure, during which we meticulously evaluated and addressed any potential ethical concerns associated with our research. Attached to the appendices of this dissertation is a scrupulously completed and reviewed ethics form, demonstrating our adherence to ethical protocols and providing extensive documentation of our ethical diligence.
[bookmark: _Toc148442087]Limitations of the Research Methodology
The foundation of our research methodology is a commitment to ethical practises, a combination of qualitative and quantitative data analysis techniques, and a meticulous approach to data acquisition. Nonetheless, it is equally important to acknowledge and resolve the limitations inherent to our research.  Sampling is one of the most significant limitations of our research methodology. Despite our diligent efforts to collect a diverse and representative sample of UK retail industry consumers, survey-based research is susceptible to sampling bias. Certain demographic groups or individuals may be underrepresented due to the inherent limitations of data collection, such as the method of distribution and accessibility to prospective participants. In addition, the phenomenon of self-selection bias may influence the composition of our sample, as individuals with a particular interest in digital marketing or who are profoundly affected by it may be more likely to participate. These sampling restrictions may have an impact on the generalizability of our findings to the entire population.
The qualitative aspect of our data introduces a subjective element to our research. This data, which consists primarily of opinions, perceptions, and qualitative narratives, reflects the distinctive perspectives and experiences of survey respondents. Qualitative data is essential for understanding the complexities of consumer behaviour and attitudes towards digital marketing, but it is inherently subjective. The narratives documented by qualitative data may be influenced by individual prejudices, perspectives, and personal experiences, making them context-specific. Recognising the nuanced and subjective nature of these narratives, any attempt to extrapolate qualitative findings to represent the totality of consumer sentiment in the UK retail industry should be undertaken with caution.
Although survey-based research is a reliable method for data acquisition, it has inherent limitations. Respondents may be inclined to provide socially preferable responses, introducing a potential source of bias in a survey. In addition, recall bias may affect the accuracy of responses, particularly when participants are asked to recall past experiences or decisions. There is still a chance that some aspects of the consumer decision-making process may not be fully captured or may be misinterpreted by respondents, despite our meticulous construction of survey questions. Combining quantitative and qualitative data analysis to generate triangulated insights is necessary for mitigating these limitations.
While Tesco is the primary focus of our research, it is essential to recognise that the findings derived from a particular case study may not be applicable to the entire UK retail industry. Tesco's market position, consumer base, and digital marketing strategies may differ substantially from those of competing retailers. While our research aims to provide valuable insights into the interaction between digital marketing strategies and consumer behaviour, caution must be exercised when extrapolating these findings to the larger retail environment. Each retailer has its own strategies, consumer segments, and market dynamics.
Establishing causal relationships is a multifaceted challenge within the context of our research. Although our research employs sophisticated statistical methods, such as regression analysis and hypothesis testing, to investigate associations, establishing causality is difficult. As a result, while we can identify statistically significant relationships and correlations, the complexities of causality are influenced by unmeasured variables and external influences that are beyond the scope of our study. Consequently, our research predominantly illuminates associations rather than asserting causation.
[bookmark: _Toc148442088]Chapter 4: Data Analysis and Findings
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A significant proportion of the participants, comprising 43 individuals in total, operate under the "Frequently" or "Occasionally" classifications, collectively accounting for approximately 59% of the responses. The significant frequency with which individuals encounter digital marketing content related to retail suggests that marketers have successfully utilised online platforms to connect with a considerable segment of their intended demographic. This highlights the significance of digital marketing within the retail industry as a method to consistently interact with prospective consumers.
On the contrary, slightly more than 10% of the respondents collectively indicated that they have encountered such content infrequently or never. Although this cohort is relatively modest in size, it implies that a subset of internet users may be able to effectively restrict their exposure to digital marketing. This may be accomplished by employing ad blockers, configuring privacy settings, or engaging in selective online activities. This underscores a dilemma for marketers, who must devise strategies to effectively interact with users who deliberately attempt to bypass digital marketing content.
The remaining responses, which consist of less frequent occurrences such as "Daily," "Weekly," and "Monthly," among others, demonstrate a broad range of experiences. Significantly, the inclusion of responses such as "Always" and "Very often" from a minority of participants suggests that digital marketing has become an almost constant presence in the retail sector for some consumers. Users may experience user fatigue as a result of this level of exposure; therefore, marketers must find a balance between saturation and engagement.
It is noteworthy to mention the limited number of responses in categories such as "Sometimes" and "Often," which indicate that while certain users do encounter retail-related digital marketing content more frequently than others, this difference is not as pronounced as the disparities in the "Frequently" and "Always" responses. The potential for differing levels of receptivity among these users towards digital marketing messages suggests that the efficacy of such campaigns can significantly fluctuate due to individual inclinations and online conduct.
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Given that a substantial 63 participants reported encountering retail-related content via social media advertisements on a regular basis, it is indisputable that social media platforms serve as the primary digital marketing channel within the retail industry. By utilising user data and demographics, social media advertisements enable retailers to effectively target specific audiences with customised content. The substantial volume of responses within this particular category serves as evidence of the significant influence that social media platforms, such as Facebook and Instagram, have on consumer attitudes and buying choices.
Although not as prevalent as advertisements on social media platforms, 23 participants indicated that they had encountered retail-related content via search engine advertisements, predominantly on Google. This implies that retailers continue to rely heavily on search engine marketing, frequently implemented as pay-per-click (PPC) advertising, to establish connections with users who are actively seeking particular products or services. Users who come across retail-related content via search engine advertisements are most probably in the contemplation stage of the purchasing process; thus, this channel assumes utmost importance in facilitating conversions.
Email marketing campaigns are a less commonly encountered channel for retail-related content, as reported by five respondents. Nevertheless, this in no way undermines their significance. Email marketing enables retailers to sustain direct correspondence with their clientele, specifically those who have opted in to receive their newsletters. Email marketing can remain a highly effective channel for fostering and cultivating consumer relationships, in addition to promoting sales and special offers, despite its relatively low prevalence in the responses.
Nine respondents also identified influencer marketing as a channel through which they encounter retail-related content frequently. Retail influencers have gained prominence due to their ability to genuinely endorse products and services to their devoted and active audiences. This platform enables retailers to leverage the credibility and sway that influencers have cultivated among their target demographics.
[image: ]
The noteworthy figure of 84 respondents who have completed a purchase subsequent to a recommendation from a celebrity endorsement or social media influencer underscores the considerable sway that influencer marketing and celebrity endorsements have in the digital age. This indicates that consumers frequently regard influencers' and celebrities' endorsements and opinions as credible when it comes to recommending products. These types of purchases serve as evidence of the influence that influencer marketing and the ability of celebrities and influencers to sway consumer behaviour in favour of particular products or brands.
Although a mere 18 respondents indicated that they did not base their purchases on endorsements from influencers or celebrities, it is crucial to distinguish this subset of respondents. These individuals may exhibit greater scepticism or discernment regarding product endorsements; instead, they favour utilising personal research or experience as decision-making criteria or relying on alternative sources of information. Their responses indicate that product quality, personal preferences, and budget may bear more weight in the purchasing decisions of some consumers than celebrity or influencer endorsements.
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A considerable proportion of participants, amounting to 26% of the overall sample, placed "Extremely Important" importance on the quality and relevance of digital marketing content as a determinant of their purchasing choices. This finding suggests that a considerable percentage of consumers attribute high value to the information they come across while using the Internet. Consumers have an expectation that digital marketing materials will exhibit superior quality and be highly pertinent to their specific requirements and interests. It is probable that marketers who place a high value on producing customised, outstanding content will establish a profound connection with this demographic of customers, which may result in greater brand allegiance and conversions.
As expressed by the highest proportion of participants (63% of the overall sample), the significance of quality and relevance in digital marketing content was deemed "Very Important." This finding further supports the proposition that these factors are highly valued by the majority of consumers in their purchasing deliberations. These people are discerning and have high expectations for digital marketing content that offers value, solves problems, or accommodates their preferences. Organisations that consistently provide pertinent and high-quality content have a greater likelihood of positively impacting a significant segment of their intended audience.
Although 24 respondents (or 33%) were less numerous in comparison to the "Very Important" group, they rated the quality and relevance of digital marketing content as "Moderately Important." This indicates that a subset of consumers considers the aforementioned factors, although they may also incorporate additional determinants into their buying choices. This group presents an opportunity for marketers to improve their content strategies in order to increase influence, while also recognising that other variables also exert an impact.
A minority, comprising eight participants (11%), regarded the relevance and quality of digital marketing content as "Slightly Important." This demographic exhibits a reduced susceptibility to the impact of the content they come across and may place a higher value on personal preferences, price, or brand reputation. Although they place less emphasis on content quality and relevance, marketers must still uphold a consistent standard of quality and relevance in order to satisfy their expectations.
A mere five respondents (or 7%) expressed that they do not consider the quality and relevance of digital marketing content to be "Not Important at All" when it comes to how such factors affect their purchasing decisions. These individuals are probable to be relatively unaffected by the content they come across and may base their purchasing decisions solely on other considerations. This group poses a challenge for marketers, as their efforts might be more effectively focused on other segments that prioritise content quality and relevance to a greater extent.
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A considerable proportion of participants, comprising 50% of the overall sample, stated that they "Always" engage in supplementary research upon encountering digital advertisements for retail products. This indicates a notable propensity among consumers to acquire additional knowledge and arrive at well-informed judgements, as opposed to exclusively depending on the initial digital advertisement. This emphasises the significance of ensuring that consumers have convenient access to comprehensive product information and research resources.
A considerable proportion of respondents (36 or 35 percent) who partake in research on a regular basis subsequent to encountering a digital advertisement for a retail product selected the "Often" category. This cohort exhibits a proactive stance towards making well-informed purchasing judgements, which may involve conducting thorough price comparisons, perusing product evaluations, or actively pursuing supplementary information.
Based on the responses of 27 individuals (or 37 percent), the "Sometimes" category indicates that the research behaviour of this consumer group is moderately inconsistent. On specific occasions, they might undertake further investigation, contingent upon variables such as their degree of curiosity, the perceived intricacy of the product, or other contextual considerations. When targeting this demographic, marketers ought to contemplate delivering engaging content that promotes investigation while avoiding to much to the detriment of the consumer.
A minority subset, comprising nine participants (12 percent), stated that they engage in research "infrequently" subsequent to encountering a digital advertisement. This demographic is characterised by a reduced propensity to actively pursue supplementary information and a propensity for impetuous decision-making. This highlights the criticality for marketers to develop comprehensive and persuasive digital advertisements that effectively captivate this particular audience segment.
The smallest subset, consisting of three participants (or 4%), declared that they "Never" engage in additional research when they encounter a digital advertisement for a retail product. Although this cohort is comparatively modest in size, it is critical to recognise their presence and acknowledge that digital advertisements can exert sufficient influence to prompt immediate purchase decisions for some consumers.
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A substantial majority of the participants (55% of the entire sample) indicated that they consistently consult online reviews and evaluations prior to finalising their retail product purchases. This implies that there is a significant dependence on user-generated content as a vital reservoir of information and reliability when evaluating products. Consumers who consistently consult reviews are possibly in search of peer endorsements, evaluations of product excellence, and possible drawbacks or benefits prior to making a purchase decision.
The fact that 26 respondents (or 35%) selected the "Often" category indicates that a considerable proportion of consumers consult online reviews and ratings on a regular basis. Although not consistently, individuals still heavily rely on the viewpoints and personal experiences of others when determining which products to purchase. Although this group exhibits a proactive stance towards information gathering, they may also take into account additional determinants when reaching their conclusions.
The group that selects the "Occasionally" option (constituting 27 respondents or 36%) does so on an intermittent basis when it comes to reading online reviews and ratings. They may choose to do so when they have particular inquiries or apprehensions regarding a product, or when engaging in larger-scale transactions. This conduct indicates an impartial approach to making decisions, in which online reviews serve as a supplementary resource to other information sources.
A minority of the respondents, comprising six individuals (or eight percent), stated that they "Rapidly" peruse online reviews and evaluations. This indicates that this demographic is less influenced by user-generated content and may place greater emphasis on personal preferences, brand loyalty, or price when making purchasing choices.
Two respondents (or 3%) in the smallest group declared that they "Never" perused online reviews and ratings prior to finalising a purchase determination. Although this cohort is comparatively modest in size, it serves to highlight the wide range of consumer preferences and behaviours. These individuals might exhibit a high degree of self-assurance in their capacity to assess products independently, or they might place unequivocal importance on alternative criteria.
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Thirteen respondents (18%), which is a relatively small but significant proportion, expressed strong agreement that digital marketing has increased their propensity to test out new retail brands or products. This implies that certain individuals are compelled to investigate novel products or services due to the intrigue and interest sparked by proficiently executed digital marketing campaigns. This demographic comprises a subset of consumers who exhibit a willingness to experiment with novel products or brands and are receptive to inventive marketing approaches.
A majority of the participants (47 individuals, or 64%) expressed agreement that digital marketing has positively impacted their propensity to explore novel retail brands or products. This finding suggests that a substantial majority of participants consider digital marketing to be an influential element that fosters the exploration of diverse retail options and broadens their perspectives. The aforementioned correlation with digital marketing tactics highlights the criticality of proficient digital advertising in stimulating consumer interest and facilitating product exploration.
A considerable cohort, comprising 34 participants (or 46% of the total), expressed an impartial position regarding the influence of digital marketing on their propensity to experiment with novel retail brands or products. While these individuals may not explicitly attribute their investigation of novel offerings to digital marketing, they do not completely disregard its impact. The purchase decisions of this demographic are presumably influenced by a multitude of factors, and the extent to which digital marketing is utilised can differ based on the specific context and product category.
A minority of four respondents (or 5%) expressed dissent regarding the notion that digital marketing has increased their propensity to experiment with novel retail brands or products. This implies that digital marketing initiatives may not have a substantial impact on the purchasing decisions of these individuals. When evaluating new brands or products, they might depend on supplementary sources of information or alternative factors.
An additional minority, comprising four participants (or 5%), held a vehement dissent regarding the influence of digital marketing on their propensity to experiment with novel retail brands or products. This collective is adamant that digital marketing had no bearing on their decision-making procedure. The responses highlight the wide range of consumer perspectives regarding the influence of digital marketing on the exploration of brands and products.
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A significant proportion of the participants, comprising 63 individuals (62%), indicated that they engage in active monitoring of Tesco's digital marketing campaigns and updates. This observation indicates a substantial degree of consumer involvement and curiosity regarding the online marketing endeavours of Tesco. A strong correlation exists between Tesco and this demographic of consumers, as they are frequently more receptive to promotional offers, product launches, and other updates when they actively engage with a brand's digital marketing content.
The percentage of respondents who do not actively follow Tesco's digital marketing campaigns and updates was 38%, or 38 individuals. Although this cohort is more limited in size, Tesco must acknowledge that not every consumer actively interacts with their online content. Consumer preferences, purchasing patterns, and brand allegiance are all potential determinants in the decision of whether or not they will engage with digital marketing campaigns.
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A significant proportion of participants, 55 individuals (or 54%), indicated that their allegiance to the brand has been enhanced as a result of Tesco's digital marketing initiatives. This observation indicates that a considerable proportion of Tesco's clientele has developed a more robust affinity towards the company's digital marketing initiatives. Digital marketing initiatives are expected to foster greater brand loyalty among consumers, which in turn increases their likelihood of becoming engaged customers, repeat patrons, and advocates for Tesco's offerings.
The remaining participants, comprising 46 individuals (or 46% of the sample), stated that their brand loyalty has not been enhanced by Tesco's digital marketing initiatives. Despite its diminutive size, this group highlights the intricate nature of the correlation that exists between brand loyalty and digital marketing. In addition to digital marketing, various other determinants including product quality, pricing, and customer service might exert a more significant influence on consumers' loyalty or lack thereof.
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A minority of respondents (11 individuals, or 11 percent) indicated that they frequently utilise Tesco's click-and-collect or online delivery services to purchase groceries. It is probable that this demographic place importance on the practicality and effectiveness of these digital services, as they enable them to optimise their retail journey.
A significant proportion of the participants, comprising 50 individuals (or 49%), indicated that they intermittently utilise Tesco's click-and-collect or online delivery services. This indicates that a considerable proportion of Tesco's clientele has adopted the adaptability of these digital alternatives and may utilise them according to their particular requirements or inclinations. The category labelled "Occasionally" represents a harmonious blend of conventional in-store grocery purchasing and digital platforms.
A minority of participants, comprising 18 individuals (18% of the total), stated that they employ Tesco's online delivery and click-and-collect services infrequently. This demographic might possess reservations or predilections regarding in-person purchasing, or they might not have thoroughly investigated or embraced these digital alternatives.
The "Never" group, comprising 22 respondents (or 22%), signifies individuals who have not utilised the grocery delivery or click-and-collect services offered by Tesco. This demographic might exclusively depend on conventional in-store purchasing methods, or they might have alternative justifications for not employing these digital services, including apprehensions regarding product freshness or transportation expenses.
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A noteworthy subset of ten respondents (10 percent) expresses unwavering agreement that digital marketing has significantly enhanced the convenience of the purchasing experience at Tesco. This indicates that the aforementioned individuals have perceived Tesco's digital marketing initiatives as exceedingly successful in augmenting their purchasing experience. This may have been achieved through the provision of tailored promotions, streamlined navigation, or pertinent product suggestions.
A greater proportion, comprising 37 individuals (or 36%), concurs that digital marketing has played a role in enhancing the convenience of the retail experience at Tesco. This collective recognises the favourable consequences that have resulted from Tesco's digital marketing endeavours, including the optimisation of information retrieval, promotional activities, and online purchasing.
The "Neutral" category, which was selected by 43 participants (42%), signifies that this cohort holds a comparatively equitable viewpoint concerning the convenience that Tesco's digital marketing has provided. Consumers might not assign significant value to the convenience provided by digital marketing initiatives, or they might place equal importance on alternative factors that influence their purchasing experience.
A minority of respondents, comprising eight individuals (or 8%), hold the opposing view that digital marketing has enhanced the convenience of the purchasing experience at Tesco. These customers might have encountered challenges or restrictions pertaining to Tesco's digital marketing initiatives, which have had an adverse effect on their overall purchasing experience.
The dissenting opinion expressed by the smallest group, consisting of four respondents (or 4%), is that digital marketing has not significantly enhanced the convenience of the purchasing experience at Tesco. This collective maintains a resolute position opposing the claim that digital marketing initiatives have enhanced their purchasing experience, potentially due to substantial obstacles or dissatisfaction.
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A minority of fourteen respondents (or fourteen percent) were ecstatic with the manner in which Tesco's digital marketing influenced their purchasing experiences. It is probable that this demographic perceives Tesco's digital marketing as exceedingly successful in augmenting their comprehensive purchasing experience by providing them with convenience, tailored promotions, and a smooth online shopping journey.
A significant proportion of respondents (44 individuals, or 44%) expressed contentment with the manner in which Tesco's digital marketing influenced their purchasing encounters. The participants in this study perceive Tesco's digital marketing initiatives as beneficial, albeit imperfect, in enhancing their overall purchasing experiences. The user is presumed to value the convenience and advantages that Tesco's online platform provides.
A considerable proportion of participants, consisting of 38 people (or 38%), adopted an impartial position with regard to their contentment with the digital marketing efforts of Tesco. The experiences and expectations of this group may differ, as certain facets of digital marketing may provide gratification while others fail to. The feedback indicates that Tesco's digital marketing initiatives might not always elicit a positive reaction from every consumer.
A minority of three respondents (three percent) were dissatisfied with the way in which Tesco's digital marketing affected their purchasing experiences. These individuals might have been subjected to challenges, including inconsequential promotional offers, technical difficulties, or inadequate online experiences, which contributed to a sceptical evaluation of Tesco's digital marketing endeavours.
An additional minority, comprising three participants (or 3%), vehemently conveyed their profound discontentment regarding the effectiveness of Tesco's digital marketing. The respondents' answers reveal notable dissatisfaction or adverse encounters that have diminished their regard for Tesco's digital marketing endeavours.
[image: ]
A minority of respondents, yet exceedingly enthusiastic, have reported having remarkably positive experiences during their digital purchasing interactions with Tesco. Beyond being content, they are extremely impressed by the digital services provided by Tesco. Their pronounced inclination to endorse Tesco is indicative of a considerable degree of confidence, dependability, and general contentment. They are likely to spread the word about their positive experiences with friends and family as brand advocates. Positive experiences may be attributed to various factors, such as effortless online ordering processes, convenient options for product delivery or collection, tailored product recommendations, and exceptional customer support. Tesco ought to contemplate actively involving and fostering this cohort of contented clientele, motivating them to offer endorsements or recommend others in order to augment brand allegiance.
The largest segment is denoted by the "Probably" category, which comprises individuals who have had predominantly positive digital purchasing experiences with Tesco. Nonetheless, they might harbour certain apprehensions or have intermittently confronted challenges. The individual's inclination to endorse Tesco implies a fundamental degree of contentment; however, their endorsements might be accompanied by specific reservations or reservations. In order to improve its digital services, Tesco should strive to rectify any issues or discrepancies that result in customer reservations. Potentially, by maintaining a consistent and enhancing digital shopping experience, these consumers could be elevated to the "Definitely" category.
The "Maybe" cohort comprises individuals who express a moderate degree of uncertainty or prudence regarding the endorsement of Tesco, drawing from their digital purchasing encounters. The individual might have encountered both favourable and unfavourable elements throughout their online purchasing experience, leading to a feeling of indecision. Tesco ought to give special consideration to this demographic, endeavouring to comprehend the elements that contribute to their apprehension. Increasing the consistency of positive experiences and addressing their concerns could potentially result in more assured recommendations.
The "Probably Not" group comprises participants who have experienced notable challenges or dissatisfaction during their online purchasing engagements with Tesco. Although they do not completely disregard Tesco, their reluctance to endorse the brand is indicative of significant obstacles they have encountered. Prioritising the identification and resolution of the precise concerns that give rise to reservations within this demographic could enable Tesco to potentially regain their confidence and support.
The smallest group, denoted as "Definitely Not," unequivocally declares their lack of inclination to endorse Tesco on the grounds of exceedingly unfavourable digital purchasing encounters. It is probable that the participants have faced significant challenges that have undermined their confidence and overall contentment. It is recommended that Tesco conduct an inquiry into the underlying factors contributing to their discontentment and implement remedial measures to avert similar adverse encounters in the future.
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A significant proportion of the participants (46% of the overall sample) consider consumer reviews and ratings to be the most influential source of information. Customer reviews furnish firsthand accounts that aid prospective purchasers in evaluating the quality, dependability, and appropriateness of the product or service. These evaluations are held in the highest regard and significantly influence consumer purchasing choices. It is imperative for retailers to acknowledge the importance of facilitating and exhibiting genuine customer evaluations in order to establish credibility and trust.
In addition, 28% of respondents depend on the recommendations and evaluations of industry experts. Expert evaluations are widely regarded as reliable and impartial information sources, especially for consumers who are interested in comprehensive analysis and technical elaboration regarding a given product. Retailers can derive advantages from engaging in partnerships with industry experts who can offer authoritative perspectives and suggestions, thereby augmenting the confidence of their clientele.
It is noteworthy that 17% of the participants consider endorsements from social media influencers to be influential when making decisions. Social media influencers possess the capacity to engage a wide-ranging audience by providing a more intimate and relatable evaluation of goods and services. Retailers may wish to incorporate influencer marketing strategies into their digital marketing campaigns in order to capitalise on the credibility and reach of these influencers.
A minority subset of participants, comprising 5% of the total, employ the official website of the retailer as their principal source of information. This indicates that certain consumers exhibit a preference for acquiring information, including product descriptions, specifications, and pricing, directly from the source. Retailers must ensure that the information on their websites is thorough, precise, and current in order to effectively serve this demographic.
On the contrary, a mere 1% of the participants cited online forums and discussion boards as a source of influential information. Although forums may not be the most prominent source of information, they can still exert an impact on specific consumer segments, especially those who are in search of recommendations and advice from their peers.
Finally, a mere 5% of the participants stated that none of the aforementioned sources had a significant impact on their decision-making. This subgroup potentially possesses distinct information preferences or depends on supplementary sources, such as offline recommendations or personal experiences. Retailers ought to maintain an awareness of the fact that consumers have varying information requirements and devise strategies to effectively engage this demographic.
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A considerable proportion of the participants, comprising 42% of the overall sample, convey a favourable sentiment by affirming their gratitude towards Tesco for the provision of personalised recommendations and offers. This demographic places a premium on the practicality and pertinence that personalised recommendations impart to their retail encounters. Individuals are expected to perceive receiving recommendations that are in line with their preferences and previous purchases as advantageous. The favourable reaction from Tesco highlights the efficacy of its personalization endeavours in augmenting customer contentment and, potentially, stimulating revenue.
On the contrary, an almost equivalent proportion of participants (43% of the overall sample) indicate that Tesco has not provided them with personalised recommendations tailored to their past purchases. This reply implies that Tesco's personalization strategies may not align with the opinions and experiences of a substantial proportion of its clientele. In order to optimise the advantages of personalization, Tesco ought to evaluate and enhance its personalization endeavours to guarantee that they successfully connect with and captivate this particular demographic.
An even smaller subset, accounting for 9% of the entire sample, indicates a lack of interest in personalised recommendations. These individuals might not harbour strong sentiments towards tailored offers or fail to recognise their substantial value. This segment provides Tesco with a potential avenue to inform consumers about the advantages of personalised recommendations and, by showcasing the practicality and pertinence of personalization, potentially transform them into more fervent clients.
Finally, 8% of the participants express irritation towards personalised recommendations. The response from this group suggests that they might have encountered unfavourable experiences with personalization efforts that were excessively intrusive or irrelevant. It is imperative for Tesco to exercise prudence in its personalization strategies in order to prevent the alienation of this particular segment. It is critical to retain these consumers by guaranteeing that recommendations are authentically beneficial, considerate of privacy, and unobtrusive.
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A considerable proportion of participants, amounting to 21%, state that they have encountered new retail products or brands on a regular basis via the digital marketing initiatives of Tesco. This cohort comprises individuals who proactively participate in Tesco's digital promotions, advertisements, and recommendations, which motivates them to investigate and evaluate novel brands or products. This response suggests that Tesco's digital marketing strategies are efficacious in prompting customers to explore a diverse range of products and introducing them to new offerings.
Moreover, a notable proportion of participants (41%), say they have on occasion encountered unanticipated retail products or brands via the digital marketing efforts of Tesco. Although this cohort is not as prevalent as the preceding one, it continues to account for a substantial proportion of clientele who have been prompted to investigate novel products through Tesco's digital marketing endeavours. The infrequent discoveries made by the customers indicate that Tesco's marketing strategies effectively captivate their interest and stimulate curiosity regarding novel products.
Conversely, 26% of the respondents indicate that they predominantly purchase well-known products and have not encountered any novel offerings via Tesco's digital marketing. This demographic comprises consumers who have a tendency to remain loyal to their established preferences and may not proactively pursue novel products or brands. Although this segment may not be the primary focus of product introductions, Tesco may consider implementing tactics such as exclusive offers or personalised recommendations to subtly encourage them to try something new.
Finally, it is worth noting that 14% of the respondents have not observed any novel products promoted by Tesco via digital marketing. This reply implies that the group in question may not have found Tesco's efforts to promote new products or brands to be as conspicuous or effective. By utilising this feedback, Tesco can evaluate the efficacy and visibility of its digital marketing campaigns and investigate potential avenues for expanding their scope.
[image: ]
A considerable proportion of participants, comprising 35% of the overall sample, express that their purchasing decisions at Tesco are frequently impacted by digital marketing promotions or discounts. This cohort comprises consumers who demonstrate active participation in and responsiveness to the discounts and promotions implemented via Tesco's digital marketing initiatives. Customers are sufficiently enticed by these offers to modify their purchasing decisions, demonstrating the effectiveness of precisely targeted promotions in stimulating revenue.
Moreover, 36% of the participants indicate that they occasionally contemplate completing a transaction in the event that a discount is substantial. This demographic comprises consumers who are marginally swayed by digital marketing promotions but exhibit discernment in their reaction, especially when the offered discount is significant. This response from Tesco suggests that although promotions are successful in attracting attention, their impact can differ significantly depending on the level of value provided.
A minority of respondents (22 percent) express that they are seldom influenced in their purchasing decisions by digital marketing promotions or discounts. This is a noteworthy and lesser proportion. These individuals generally make purchasing decisions influenced by factors other than promotional offers. Tesco might consider investigating strategies to effectively engage and incentivize this segment, such as tailoring promotions to their specific preferences or requirements.
In conclusion, 9% of the participants indicate that they do not allocate significant thought to digital marketing discounts or promotions while making purchases at Tesco. This cohort comprises clients whose decision-making process may not be influenced by or prioritise promotional content. Tesco may wish to contemplate tactics that enhance the visibility or customization of its promotional endeavours in order to potentially pique the interest of this demographic.
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Approximately 50% of the participants, or half of the total, declare themselves to be members of Tesco's loyalty programme. This collective actively engages in Tesco's loyalty programme, wherein members are frequently granted rewards, discounts, and exclusive offers. Participation in such programmes can engender customer allegiance, stimulate recurring transactions, and furnish invaluable data to inform tailored marketing initiatives.
Conversely, a nearly equivalent proportion of participants, comprising 51% of the overall sample, indicate that they do not hold membership in Tesco's loyalty programme. The group's lack of participation may be attributed to a multitude of factors, including a reluctance to disclose confidential information, ignorance of the programme, or a failure to perceive substantial advantages associated with membership. In order to potentially increase the number of members enrolled in the loyalty programme, Tesco might contemplate implementing targeted marketing initiatives that aim to enhance awareness and underscore the benefits of participation.
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A proportion of participants, comprising 17% of the overall sample, assert that Tesco's physical store shopping frequency has been substantially impacted by the company's digital marketing initiatives. This cohort asserts that Tesco's digital marketing initiatives, including online advertisements and promotions, have successfully stimulated their patronage of physical locations. This result illustrates how the integration of online and offline retail strategies can effectively enhance customer visits to physical stores.
A significant proportion of participants (43%), in agreement, recognise that Tesco's digital marketing has had an impact on their inclination to patronise physical stores more often. It is possible that digital promotions or incentives influenced these individuals to visit the physical locations of Tesco. The reply indicates that digital marketing may not be the only determinant in encouraging offline purchasing behaviour.
In contrast, 29% of respondents indicate that Tesco's digital marketing initiatives have not had an impact on their purchasing frequency. This cohort comprises consumers whose in-store purchasing patterns are not significantly impacted by online promotional activities. Tesco may wish to investigate potential approaches to engage and motivate this demographic more effectively, such as customising digital promotions to align with their preferences or requirements.
A lesser-known yet significant cohort, comprising 13% of the participants, indicates that they predominantly engage in online shopping and, as a result, do not frequent physical stores more often as a result of Tesco's digital marketing initiatives. The online shopping experience serves as the principal means of interaction between these consumers and Tesco. To effectively cater to this segment, the brand may centre its efforts on improving the online purchasing experience and implementing personalised features.
Open ended Questions
21. In your own words, describe a memorable experience or interaction you've had with Tesco's digital marketing that positively influenced your buying decision
A significant number of consumers have been profoundly impacted by Tesco's digital marketing initiatives, and these encounters have been pivotal in shaping their purchasing choices. A notable characteristic of Tesco's digital marketing is the provision of individualised offers and discounts. Customers hold a favourable opinion of promotions that are customised to their individual purchasing patterns and inclinations. The implementation of personalised offers cultivates a sense of loyalty and trust among consumers by establishing a perception of worth and recognition from the brand. Furthermore, the discounts provided via these customised promotions frequently serve as a persuasive element that influences consumers to complete their purchases. Customers are more likely to incorporate items that are on special offer into their purchasing carts, thereby assisting Tesco in augmenting its sales.
An additional element of Tesco's digital marketing strategy that has garnered favourable reception from consumers is its strong focus on customer ratings and reviews. Numerous customers base their online purchasing decisions on the reliability of the information provided in these evaluations. The endorsement and genuineness of customer feedback empower consumers to make well-informed decisions regarding products. The strategic implementation of customer evaluations in a prominent manner by Tesco as part of its digital marketing approach has been instrumental in fostering brand confidence and trust. Customers are more inclined to complete their purchases when they encounter favourable feedback from others, as it instills confidence that they are making an informed choice.
Customers were also profoundly impacted by Tesco's email marketing campaigns. The purpose of these targeted email campaigns is to offer customised discounts to customers in recognition of their previous purchases. The customer base values Tesco's commitment to comprehending their individual preferences. Customers are more inclined to interact with Tesco's digital marketing and eventually make further purchases on the online store due to the emails' personalised and pertinent nature. The efficacy of these email campaigns in re-establishing contact with and retaining consumers highlights the significance of personalised marketing in enhancing client connections.
User-friendliness is another characteristic of Tesco's digital marketing channels, alongside personalization. Consumers consistently commend the user-friendliness and convenience of the online platforms offered by Tesco. An exceptionally seamless and user-friendly online purchasing experience exerts a substantial impact on their predilection to select Tesco. The interface is designed to be intuitive, thereby streamlining the activities of product browsing, selection, and transaction completion. Promoting usability serves to bolster customer satisfaction and foster a culture of recurring transactions.
The recognition of Tesco's commitment to delivering exceptional customer service via digital platforms has been considerable. Certain clientele have reported favourable encounters with the customer support departments of Tesco or have discovered the prompt online assistance to be an invaluable asset. These aforementioned experiences serve to augment their overall brand contentment and exert a positive impact on their purchasing choices. Customers' trust in their engagements with Tesco's digital marketing channels is enhanced by the provision of dependable support and assistance.
A portion of the participants have developed a sense of confidence and dependency in the digital marketing efforts of Tesco. The maintenance of this customers' faith in Tesco's products and services is largely attributable to the brand's effective digital marketing. The assurance that Tesco consistently provides high-quality products has a positive impact on consumers' purchasing choices. Trustworthiness fosters assurance, thereby increasing the probability that customers will select Tesco for their purchasing requirements.
In addition, Tesco's digital marketing is regarded for its ability to furnish consumers with an extensive assortment of options and comprehensive product details. Customers perceive this as especially beneficial when investigating various product features and options. The provision of extensive product information enriches consumers' purchasing experience by empowering them to make informed judgements regarding their purchases. This all-encompassing strategy satisfies the customers' demand for clarity and aids them in locating the appropriate products that fulfil their requirements.
Influencing purchasing decisions is an additional objective of Tesco's digital marketing, in addition to presenting products and offers. The effectiveness of Tesco's digital marketing campaigns and promotions in influencing consumer choices has been emphasised by numerous customers. In conjunction with pertinent discounts and promotions, the persuasive marketing initiatives foster an atmosphere that compels customers to engage in transactions. This illustrates the pivotal significance of digital marketing in stimulating sales and engagement, in addition to attracting customers.
22. What suggestions do you have for Tesco to enhance their digital marketing strategies to better cater to consumer needs and preferences in the future?
A prominent motif that surfaced among the recommendations was personalization. Numerous respondents emphasised the need for Tesco to increase its investment in personalisation. They recommended utilising sophisticated data analytics in order to acquire a more profound comprehension of the unique shopping behaviours and preferences of each consumer. Subsequently, this data may be employed to provide individualised promotions, product suggestions, and pertinent content through an assortment of digital platforms—including the website, emails, and applications. Through the provision of an individualised purchasing experience, Tesco has the capacity to cultivate a sense of appreciation and comprehension among its clientele, thereby imparting brand loyalty.
Additionally, respondents underscored the importance of a cohesive omnichannel experience. In order to accommodate a wide range of consumer preferences, Tesco ought to persist in providing amenities such as click-and-collect, same-day delivery, and effortless returns. This strategy acknowledges that customers value the ability to select between in-store and online purchasing, contingent upon their individual requirements and inclinations. The maintenance of a seamless transition among these channels is critical for both customer retention and acquisition.
Mobile optimisation constituted an additional noteworthy suggestion. The increasing prevalence of smartphone usage for purchasing has prompted respondents to recommend that Tesco give priority to mobile optimisation. This requires ensuring that the Tesco website and mobile application are responsive, user-friendly, and optimised for mobile users. Maintaining a smooth mobile experience is critical in order to engage consumers who have a preference for conducting purchases through their smartphones.
Additionally, social media platform engagement was emphasised. Tesco was urged by respondents to engage in active consumer interaction on social media. This entails promptly addressing inquiries, remarks, and feedback from customers. In addition to disseminating promotional content, social media platforms can facilitate the development of a communal atmosphere through the exchange of customer anecdotes, culinary advice, and recipe concepts. consumer engagement on these platforms enhances the relationship between the brand and the consumer.
Tesco perceived content marketing as a strategic opportunity to solidify its position as a thought leader within the grocery sector. The respondents advised the development of informative and beneficial content concerning cookery, nutrition, and food. This may include instructional manuals for meal planning, cooking tutorials, and healthy eating recommendations, among other material. In addition to enhancing the consumer experience, the provision of such content generates organic traffic for the Tesco website.
In response to the increasing consumer emphasis on sustainability, greater emphasis was placed on sustainability initiatives. The participants recommended that Tesco incorporate campaigns that prioritise sustainability into their online marketing initiatives. This could entail emphasising environmentally sustainable products, exhibiting innovative packaging strategies, and conveying endeavours related to corporate responsibility. By openly embracing sustainability, Tesco effectively demonstrates its commitment to the values held by environmentally conscious consumers.
It was believed that sending personalised greetings on special occasions (such as birthdays and anniversaries) could strengthen brand loyalty. According to the respondents, consumers could feel valued and appreciated by means of personalised greetings transmitted via digital channels.
Furthermore, it was suggested that personalization efforts be enhanced through the implementation of AI-driven personalization algorithms. These algorithms have the capability to analyse consumer behaviour in real-time and provide exceptionally pertinent product recommendations and offers, thereby enhancing the efficacy of digital marketing campaigns.




[bookmark: _Toc148442089]Chapter 5: Discussion of Findings
As an integral component of its digital marketing strategy, personalization is unquestionably the determining factor in Tesco's success. A remarkable 21% of the participants in the survey reported regularly discovering new retail products or brands via Tesco's digital marketing initiatives. Without a doubt, this statistic underscores the effectiveness of personalised marketing strategies in acquainting customers with new products or services. Customers find Tesco's precise targeting, customised promotions, and personalised recommendations to be so compelling that they are not only inclined but enthusiastic about investigating and testing novel products or brands. The degree of customization implemented by Tesco has a profound impact on consumer behaviour, to the point of being nothing short of revolutionary.
In addition, it is indisputable that digital marketing promotions and discounts have a significant impact on consumer purchasing choices. A considerable 35% of participants acknowledge that these promotional activities frequently influence their purchasing decisions at Tesco. This emphasises the expectation of modern consumers to receive incentives that are personalised and centred around value. The alignment of Tesco with this prevailing trend is apparent in the notable influence of its precisely targeted promotional activities, which consistently captivate customers' interest and stimulate revenue.
An aspect of Tesco's digital marketing approach that has garnered significant consumer interest is its strong emphasis on customer ratings and reviews. In the contemporary retail environment, these transparent and genuine feedback mechanisms have come to be of the utmost significance; a significant number of consumers significantly depend on them when conducting online transactions. The findings of our data analysis corroborate the effectiveness of this approach, illustrating that prominently featuring customer reviews has substantially enhanced consumer confidence and trust in the brand. Through the establishment of trust, Tesco has not only exerted an impact on consumer purchasing behaviour but has also fostered a perception of dependability among its clientele.
Email marketing campaigns that are carefully customised to reflect the purchase histories of individual customers have become the benchmark in marketing that is driven by data. A significant proportion of respondents (36%), expressed that they would contemplate making a purchase if the discount provided in these emails was substantial. This statistic highlights the increased expectations of modern consumers with regards to tailored and pertinent email content, where discounts and promotions hold particular appeal. By effectively integrating this trend into its email campaigns, Tesco not only improves customer retention but also stimulates active participation.
The user experience is of the utmost importance in the digital domain, and Tesco has acknowledged and surpassed this standard. The online platforms offered by Tesco are invariably praised by customers for their convenience and user-friendliness. This steadfast dedication to usability aligns perfectly with the current trend of enhancing user experiences, particularly in mobile settings. With the increasing prevalence of consumers utilising smartphones for purchasing purposes, it is not only preferable but also critical to deliver a cohesive mobile experience. Tesco guarantees that its website and mobile application are optimally optimised to meet the specific needs and desires of consumers who prefer to make purchases through their smartphones.









[bookmark: _Toc148442090]Chapter 6: Conclusion
[bookmark: _Toc148442091]Summary of Key Findings
Primarily, personalization has emerged as a fundamental pillar of Tesco's triumph in the realm of digital marketing. The implementation of personalised recommendations and a heightened level of customization by Tesco had a substantial impact on customers' inclination to investigate novel products and brands. The fact that a significant 21% of respondents consistently encounter new products or services via personalised marketing initiatives demonstrates that the implementation of strategies that accommodate to individual preferences and purchase history is truly revolutionary.
Furthermore, the impact of discounts and promotional activities in digital marketing was significant. A considerable 35% of the participants reported that these promotions had a substantial impact on their purchasing decisions on a regular basis. This highlights the expectation of contemporary consumers to obtain customised discounts and incentives that align with their individual preferences. Tesco's ability to align its precisely targeted promotions with consumer interests resulted in consistent engagement, revenue growth, and consumer interest.
An additional intriguing finding was the significant focus placed on customer ratings and evaluations. These authentic and transparent feedback mechanisms have emerged as critical determinants in the online purchasing decisions of consumers. It has been demonstrated that prominently showcasing customer evaluations significantly increases brand confidence and trust, fostering a perception of reliability and encouraging active engagement in Tesco's digital marketing endeavours.
The results of this study underscore not only the critical importance of personalization, but also the significance of user-friendliness, a unified omnichannel experience, mobile optimisation, and active participation on social media platforms. In addition, Tesco's dedication to customer satisfaction, sustainability endeavours, and artificial intelligence-powered personalization algorithms offers encouraging prospects for augmenting forthcoming digital marketing strategies.
[bookmark: _Toc148442092]Conclusion Of the Study
In conclusion, the comprehensive examination of Tesco's digital marketing tactics and their influence on consumer conduct provides significant perspectives on the dynamic realm of retail. The primary focus that arises is the crucial significance of personalization in establishing more profound relationships with clients. The capacity of Tesco to customise incentives and recommendations according to individual preferences not only promotes the trial of novel products but also cultivates customer loyalty and trust. Moreover, contemporary consumers place a premium on experiences that are transparent, personalised, and engaging, and the significance of providing such experiences is emphasised by the impact of digital marketing discounts and promotions and sales figures.
Given the dynamic nature of the digital environment, it is imperative that retailers maintain their adaptability and responsiveness in light of evolving consumer preferences and technological progress, as demonstrated by these findings. The incorporation of personalization, user-friendliness, mobile optimisation, and seamless omnichannel experiences has emerged as indispensable elements in the realm of effective digital marketing. Retailers such as Tesco, which prioritise the improvement of customer service, sustainability efforts, and AI-powered personalization algorithms, are well positioned to prosper in the ever-changing and fiercely competitive realm of electronic commerce. In addition to enhancing comprehension of Tesco's strategies, these results provide retailers seeking success in the digital age with a road map.
[bookmark: _Toc148442093]Contributions to Theory and Practice
This study highlights, from a theoretical standpoint, the critical significance of personalization in modern retail marketing. Based on the data, personalization is not a passing fad but rather a fundamental aspect of contemporary marketing. By employing sophisticated data analytics, retailers such as Tesco can acquire profound insights into the distinct purchasing patterns and inclinations of individual customers. Subsequently, these observations can be utilised to deliver customised advertisements, product suggestions, and relevant material on diverse digital platforms. Enhanced levels of customization foster a deep sense of understanding and gratitude among customers, which ultimately contributes to the development of brand allegiance. Theoretical significance is derived from this article's emphasis on personalization's indispensable and non-negotiable position within contemporary marketing strategies.
Additionally, the results emphasise the critical significance of providing consumers with a seamless omnichannel experience. Given the contemporary consumer landscape characterised by demands for adaptability and convenience, it is incumbent upon retailers to recognise and accommodate the wide array of purchasing preferences. The dedication of Tesco to offering conveniences including click-and-collect, same-day delivery, and seamless returns signifies the company's recognition that customers prefer the flexibility to select between in-store and online shopping according to their specific requirements. Theoretically, this underscores the continued significance of omnichannel strategies in promoting consumer acquisition and retention. This observation further supports the concept that shoppers are placing greater demands on merchants to integrate the offline and online environments in order to offer a unified, user-friendly, and adaptable retail experience.
Furthermore, as consumers rely more and more on smartphones for purchasing, the significance of mobile optimisation is expanded. The present study makes a theoretical contribution by acknowledging that mobile optimisation is an imperative rather than a discretionary choice for retailers. It is of utmost importance to comply with mobile-first principles by developing responsive websites and applications that are optimised for the needs of users who prefer to conduct purchases through their smartphones. The increasing prevalence of smartphones highlights this facet of digital marketing theory, which provides retailers with a distinct trajectory to focus their endeavours in order to achieve the greatest possible influence.
The implications of the findings are highly practical for retailers, specifically those who are interested in improving their digital marketing approaches. The insights presented offer practical suggestions that possess the capacity to stimulate expansion and achievement in the digital marketplace. By placing a premium on customization, retailers can leverage the potential of data to establish more profound and significant relationships with customers. This phenomenon not only fosters the investigation of novel products but also cultivates allegiance and confidence, ultimately culminating in amplified sales.
Additionally, the research emphasises the efficacy of digital marketing promotions and discounts that are specifically targeted in shaping the purchasing choices of consumers. Retailers have the opportunity to capitalise on this understanding by offering customised incentives that prioritise value, thereby satisfying the demands of contemporary consumers. The obvious practical implication is that retailers ought to synchronise their marketing endeavours with this development and leverage the impact of highly targeted promotional initiatives to captivate their target demographic and enhance their financial gains.
Furthermore, the significance of authenticity and transparency is underscored by the critical nature of digital marketing, which places an emphasis on consumer ratings and reviews. By conspicuously showcasing authentic customer feedback, retailers have the opportunity to capitalise on this trust-building mechanism and cultivate brand confidence and trust. The practical advice presented here can significantly influence the buying decisions of contemporary consumers, who rely on these evaluations to become well-informed.
[bookmark: _Toc148442094]Limitations Of the Research
A noteworthy constraint of this study pertains to its exclusive concentration on a solitary retailer, namely Tesco. Although Tesco is a highly visible and influential participant in the retail sector, its digital marketing strategies and experiences might not be wholly representative of the industry as a whole. Diverse retailers, predicated on factors such as scale, demographic composition, and geographical placement, may implement unique digital marketing tactics and observe disparate effects on consumer conduct. Hence, it is imperative to exercise prudence when extrapolating the results of this research to the wider retail industry. Additional retailers could be included in future studies in order to obtain a more comprehensive understanding of the practises and effects of digital marketing.
The reliance on self-reported data from survey participants is a second limitation. The information gathered is predicated on the participants' perceptions and experiences. Although these observations provide valuable insights into consumer behaviour, they are susceptible to recall bias and personal interpretation. Moreover, social desirability bias could potentially influence participants to provide answers that they perceive to be consistent with socially acceptable perspectives. In order to address these potential fallacies, subsequent investigations may incorporate objective measures or observational data in addition to self-reported data, thereby offering a more comprehensive understanding of consumer behaviour as it relates to digital marketing.
An additional constraint pertains to the cross-sectional design of the study. The research endeavours to freeze-frame consumer perceptions and behaviour at a particular moment in time. As a result, it is incapable of considering the ever-changing and dynamic characteristics of digital marketing tactics and consumer reactions. Certain digital marketing initiatives may experience a fluctuating impact over time as a result of technological advancements, changes in consumer preferences, or external influences. Conducting a longitudinal research that monitors the evolution of consumer behaviour over a prolonged duration would provide a more holistic understanding of the dynamic correlation between digital marketing and consumers.
Further constraints pertain to the extent to which the results can be applied universally. The central objective of this research is to examine the perceptions of consumers regarding Tesco's digital marketing strategies within a particular geographic area. The direct applicability of these findings to consumers in alternative regions or cultures characterised by distinct purchasing habits and preferences may be limited. In order to augment the applicability of the findings, subsequent investigations may incorporate a more heterogeneous and geographically inclusive sample of consumers, while also considering cultural and regional discrepancies in consumer conduct.
Moreover, although the survey methodology employed to gather data is pragmatic and effective, it possesses intrinsic constraints. The accumulated data is restricted to the inquiries put forth, thereby constraining the extent to which profound insights can be derived. Additional interviews or qualitative research methodologies may yield a more comprehensive comprehension of the intricate correlations that exist between consumer behaviour and digital marketing. These approaches have the potential to clarify the fundamental incentives and perspectives that influence the way in which consumers react to digital marketing endeavours.
[bookmark: _Toc148442095]Recommendations
Based on our analysis and findings, the following recommendations can be made to strategically enhance Tesco's digital marketing efforts and drive customer engagement and loyalty.
· Improve Personalization Strategies: The empirical evidence highlights the critical significance of personalization in stimulating consumer engagement and influencing purchasing patterns. Given that 43% of respondents indicated a paucity of personalization and 42% of respondents expressing appreciation for Tesco's personalised recommendations, Tesco has a clear opportunity to enhance its personalization initiatives. Tesco should invest in advanced data analytics to acquire a more comprehensive understanding of individual shopping preferences and behaviours in order to capitalise on this opportunity. Through the utilisation of AI-powered personalization algorithms, Tesco is capable of providing individualised promotions and product suggestions that are exceptionally pertinent, thus augmenting the customer's purchasing experience and stimulating revenue. By adopting this strategy, Tesco can strive to transform a significant portion of the 43% of customers who presently perceive a lack of service into more invested and content patrons.
· Foster an Integrated Omnichannel Experience: The research highlights the criticality of providing a cohesive transition between brick-and-mortar and digital platforms. Given that 43% of respondents identified a digital influence and 17% indicated a significant impact of digital marketing on their in-store purchasing frequency, Tesco should maintain its investment in omnichannel options including click-and-collect and same-day delivery. The provision of these services is especially critical for retaining customers who place a premium on the ability to switch between in-store and online purchasing. Improving this uninterrupted transition will not only foster customer loyalty but also entice fresh clientele, particularly those who favour a blend of both purchasing modalities.
· Mobile Optimization for Evolving Shopping Habits:     In light of the escalating prevalence of mobile purchasing, it is advisable for Tesco to accord priority to mobile optimisation. Mobile usability issues may account for the fact that 29% of respondents were not substantially impacted by digital marketing initiatives, according to the study. Tesco must ensure that its website and mobile application are responsive, user-friendly, and mobile-optimized in order to attract the mobile-savvy consumer segment. Enhancing the mobile experience in terms of usability has the potential to convert a portion of the 29% of online consumers into more engaged patrons.
· Enhance Sustainability Initiatives: The significance of sustainability has been underscored by the respondents. A potential reason why 51% of respondents do not participate in Tesco's loyalty programme is because they do not perceive any benefits. In order to enhance its member base, Tesco may consider implementing focused marketing campaigns that emphasise its steadfast dedication to sustainability. This may encompass a focus on packaging strategies that are innovative and environmentally sustainable, as well as initiatives that promote corporate responsibility. In light of consumers' increasing concern for sustainability, there is potential for increased customer acquisition by aligning with these values, specifically among the 51% who are not enrolled in the loyalty programme at present.
· Proactive Participation on Social Media: The study underscores the importance of social media as a medium through which customers can engage. In order to augment consumer engagement, it is recommended that Tesco proactively engage in dialogues on social media platforms, ensuring a timely response to inquiries, feedback, and comments made by customers. Tesco has the potential to foster a sense of community on social media platforms beyond promotional material by actively encouraging the sharing of customer narratives, culinary insights, and recipe ideas. By fostering a sense of community, Tesco has the potential to strengthen the bond between the brand and its customers, resulting in increased customer loyalty and engagement through social media interactions.
[bookmark: _Toc148442096]Final Thoughts
The intricacies of the correlation between Tesco's digital marketing strategies and consumer preferences and behaviour have been illuminated by this exhaustive study. Through the examination of an extensive volume of data, we have uncovered significant revelations regarding the efficacy of personalised marketing, the consequences of promotional endeavours, and the criticality of transparency and user-friendliness in the digital endeavours of Tesco. The aforementioned results not only enhance the scholarly comprehension of digital marketing but also furnish practical suggestions for Tesco to fortify its standing in the fiercely competitive retail industry. Given the increasing significance of digital engagement in influencing customer decision-making, Tesco's dedication to advancing its digital marketing strategies will have a profound impact on the trajectory of retail customer experiences in the coming years.
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APPLICATION FOR ETHICAL APPROVAL

In order for research to result in benefit and minimise risk of harm, it must be conducted ethically. A researcher may not be covered by the University’s insurance if ethical approval has not been obtained prior to commencement.

The University follows the OECD Frascati manual definition of research activity: “creative work undertaken on a systematic basis in order to increase the stock of knowledge, including knowledge of man, culture and society, and the use of this stock of knowledge to devise new applications”. As such this covers activities undertaken by members of staff, postgraduate research students, and both taught postgraduate and undergraduate students working on dissertations/projects.

The individual undertaking the research activity is known as the “principal researcher”.

Ethical approval is not required for routine audits, performance reviews, quality assurance studies, testing within normal educational requirements, and literary or artistic criticism.

Please read the notes for guidance before completing ALL sections of the form.

This form must be completed and approved prior to undertaking any research activity. Please see Checklist for details of process for different categories of application.  

SECTION A: About You (Principal Researcher)
	1
	Full Name:
	Ajay Aravind Kulappurath

	2
	Tick all boxes that apply:
	Member of staff:
	☐
	Honorary research fellow:
	☐

	
	Undergraduate Student
	☐	Taught Postgraduate Student
	☒	Postgraduate Research Student
	☐


	3
	Institute/Academic Discipline/Centre:
	UWTSD Business School


	4
	Campus:
	
London

	5
	E-mail address:
	2210730@student.uwtsd.ac.uk


	6
	Contact Telephone Number:
	+917034391300


	
	For students:

	7
	Student Number:
	2210730

	8
	Programme of Study:
	MBA Marketing Management

	9
	Director of Studies/Supervisor:
	Dr Jayalakshmi Gopalakrishnan






SECTION B: Approval for Research Activity
	1
	Has the research activity received approval in principle?
(please check the Guidance Notes as to the appropriate approval process for different levels of research by different categories of individual)
	YES
	☐	NO
	☐
	
	
	Date

	2
	If Yes, please indicate source of approval (and date where known): Approval in principle must be obtained from the relevant source prior to seeking ethical approval
	Research Degrees Committee
	☐	

	
	
	Institute Research Committee
	☐	

	
	
	Other (write in)

	☐	



SECTION C:  Internal and External Ethical Guidance Materials
	
	Please list the core ethical guidance documents that have been referred to during the completion of this form (including any discipline-specific codes of research ethics, location-specific codes of research ethics, and also any specific ethical guidance relating to the proposed methodology).  Please tick to confirm that your research proposal adheres to these codes and guidelines. You may add rows to this table if needed.

	1
	UWTSD Research Ethics & Integrity Code of Practice
	☒
	2
	UWTSD Research Data Management Policy
	☒

	3
	[List any other relevant documents here]
	☐



SECTION D: External Collaborative Research Activity
If there are external collaborators then you should gain consent from the contact persons to share their personal data with the university. If there are no external collaborators then leave this section blank and continue to section E.
	1
	Institution
	


	2
	Contact person name
	


	3
	Contact person e-mail address

	

	4
	Is your research externally funded?
	YES
	☐
	NO
	☐

	5
	Are you in receipt of a KESS scholarship?
	YES
	☐
	NO
	☐

	6
	Are you specifically employed to undertake this research in either a paid or voluntary capacity?
	Voluntary
	YES
	☐
	NO
	☐

	7
	
	Employed
	YES
	☐
	NO
	☐

	8
	Is the research being undertaken within an existing UWTSD Athrofa Professional Learning Partnership (APLP)?
	If YES then the permission question below does not need to be answered.
	YES
	☐
	NO
	☐

	9
	Has permission to undertake the research has been provided by the partner organisation?
	(If YES attach copy)
If NO the application cannot continue
	YES
	☐
	NO
	☐




Where research activity is carried out in collaboration with an external organisation
	10
	Does this organisation have its own ethics approval system?
	YES
	☐
	NO
	☐

	
	
If Yes, please attach a copy of any final approval (or interim approval) from the organisation (this may be a copy of an email if appropriate).




SECTION E: Details of Research Activity
	1
	Indicative title:
	Impact of Digital Marketing on Consumer Buying Decision Process in The UK Retail Industry: A Study on Tesco

	2
	Proposed start date:
	05/07/2023
	Proposed end date:
	10/10/2023

	
	Introduction to the Research (maximum 300 words per section)
Ensure that you write for a Non-Specialist Audience when outlining your response to the points below:
· Purpose of Research Activity
· Proposed Research Question
· Aims of Research Activity
· Objectives of Research Activity
Demonstrate, briefly, how Existing Research has informed the proposed activity and explain
· What the research activity will add to the body of knowledge 
· How it addresses an area of importance. 

	3
	Purpose of Research Activity
Tesco’s current approach to digitalising its marketing strategy has helped the company in boosting its operational performance significantly. Implications of mobile applications, inclusiveness, and other integrations have proven to be beneficial for Tesco to boost its profitability (marketingweek.com, 2023). Thus, exploring this organisation’s digital strategy for marketing will be advantageous to define the potential for influencing overall consumer decision-making through digital marketing.


(this box should expand as you type)

	4
	Research Question

1. Why is digital marketing in retail industry impacting operational efficiency in the UK?
1. How is the affect of digital marketing in the buying decisions of customers within retail industry, especially in Tesco?
1. What are the major challenges and advantages that Tesco did encounter in the UK retail industry regarding influence of digital marketing on customers’ buying decisions?
1. Which approaches are considerable for improving better management of customers’ purchasing decision using digital marketing tactics?


(this box should expand as you type)

	5
	Aims of Research Activity
The aim of this research will be to focus on analysing the impact of digital marketing on buying decision process in terms of the UK retail industry. 


(this box should expand as you type)

	6
	Objectives of Research Activity
· To investigate the current situation of digital marketing in the retail industry of the UK
· To analyse the impact of digital marketing on the consumer buying decision process at Tesco
· To evaluate the challenges and benefits imposed by digital marketing for retail consumers’ buying decisions
· To explore suggestions for enhancing digital marketing initiatives for better control of customers’ buying decisions for benefitting Tesco


(this box should expand as you type)

	
	Proposed methods (maximum 600 words)
Provide a brief summary of all the methods that may be used in the research activity, making it clear what specific techniques may be used. If methods other than those listed in this section are deemed appropriate later, additional ethical approval for those methods will be needed. You do not need to justify the methods here, but should instead describe how you intend to collect the data necessary for you to complete your project.

	7
	
“Exploratory research design” will be used in the research as it assists the research to explore the different sets of information. Exploring huge sets of information will be effective as it assists to comprehend the positive impacts on digital marketing and its impact on the decision-making of customers.

(this box should expand as you type)

	

	Location of research activity
Identify all locations where research activity will take place.

	8
	
UK
(this box should expand as you type)

	
	Research activity outside of the UK
If research activity will take place overseas, you are responsible for ensuring that local ethical considerations are complied with and that the relevant permissions are sought. Specify any local guidelines (e.g. from local professional associations/learned societies/universities) that exist and whether these involve any ethical stipulations beyond those usual in the UK (provide details of any licenses or permissions required). Also specify whether there are any specific ethical issues raised by the local context in which the research activity is taking place, for example, particular cultural and/or legal sensitivities or vulnerabilities of participants. If you live in the country where you will do the research then please state this.

	9
	
NA

(this box should expand as you type)



	10
	Use of documentation not in the public domain: Are any documents NOT publicly available? 

	NO
	☒

	
	
	YES
	☐

	11
	If Yes, please provide details here of how you will gain access to specific documentation that is not in the public domain and that this is in accordance with the current data protection law of the country in question and that of England and Wales.



(this box should expand as you type)



	
	Does your research relate to one or more of the seven aims of the Well-being of Future Generations (Wales) Act 2015?
	
YES
	
NO

	12
	A prosperous Wales
	☐
	☒

	13
	A resilient Wales
	☐
	☒

	14
	A healthier Wales
	☐
	☒

	15
	A more equal Wales
	☐
	☒

	16
	A Wales of cohesive communities
	☐
	☒

	17
	A Wales of vibrant culture and thriving Welsh language
	☐
	☒

	18
	A globally responsible Wales
	☐
	☒

	19
	If YES to any of the above, please give details:

	
	


(this box should expand as you type)



SECTION F: Scope of Research Activity
	
	Will the research activity include:
	YES
	NO

	1
	Use of a questionnaire or similar research instrument?
	☐
	☒

	2
	Use of interviews?
	☐
	☒

	3
	Use of focus groups?
	☐
	☒

	4
	Use of participant diaries? 
	☐
	☒

	5
	Use of video or audio recording?
	☐
	☒

	6
	Use of computer-generated log files?
	☐
	☒

	7
	Participant observation with their knowledge?
	☐
	☒

	8
	Participant observation without their knowledge?
	☐
	☒

	9
	Access to personal or confidential information without the participants’ specific consent?
	☐
	☒

	10
	Administration of any questions, test stimuli, presentation that may be experienced as physically, mentally or emotionally harmful / offensive?
	☐
	☒

	11
	Performance of any acts which may cause embarrassment or affect self-esteem?
	☐
	☒

	12
	Investigation of participants involved in illegal activities?
	☐
	☒

	13
	Use of procedures that involve deception?
	☐
	☒

	14
	Administration of any substance, agent or placebo?
	☐
	☒

	15
	Working with live vertebrate animals?
	☐
	☒

	16
	Procedures that may have a negative impact on the environment?
	☐
	☒

	17
	Other primary data collection methods. Please indicate the type of data collection method(s) below.
	☐
	☒

	
	Details of any other primary data collection method:



(this box should expand as you type)
	
	


If NO to every question, then the research activity is (ethically) low risk and may be exempt from some of the following sections (please refer to Guidance Notes).

If YES to any question, then no research activity should be undertaken until full ethical approval has been obtained. 

SECTION G: Intended Participants
If there are no participants then do not complete this section, but go directly to section H.

	
	Who are the intended participants:
	
YES
	
NO

	1
	Students or staff at the University?
	☐
	☒

	2
	Adults (over the age of 18 and competent to give consent)?
	☐
	☒

	3
	Vulnerable adults?
	☐
	☒

	4
	Children and Young People under the age of 18? (Consent from Parent, Carer or Guardian will be required)
	☐
	☒

	5
	Prisoners?
	☐
	☒

	6
	Young offenders?
	☐
	☒

	7
	Those who could be considered to have a particularly dependent relationship with the investigator or a gatekeeper?
	☐
	☒

	8
	People engaged in illegal activities?
	☐
	☒

	9
	Others. Please indicate the participants below, and specifically any group who may be unable to give consent.

	☐
	☒

	
	Details of any other participant groups:



(this box should expand as you type)
	
	



	
	Participant numbers and source
Provide an estimate of the expected number of participants. How will you identify participants and how will they be recruited? 

	10
	How many participants are expected?

	


(this box should expand as you type)

	11
	Who will the participants be?

	


(this box should expand as you type)

	12
	How will you identify the participants?
	


(this box should expand as you type)




	
	Information for participants:
	
YES
	NO
	
N/A

	13
	Will you describe the main research procedures to participants in advance, so that they are informed about what to expect?
	☐
	☐
	☒

	14
	Will you tell participants that their participation is voluntary?
	☐
	☐
	☒

	15
	Will you obtain written consent for participation?
	☐
	☐
	☒

	16
	Will you explain to participants that refusal to participate in the research will not affect their treatment or education (if relevant)?
	☐
	☐
	☒

	17
	If the research is observational, will you ask participants for their consent to being observed?
	☐
	☐
	☒

	18
	Will you tell participants that they may withdraw from the research at any time and for any reason?
	☐
	☐
	☒

	19
	With questionnaires, will you give participants the option of omitting questions they do not want to answer?
	☐
	☐
	☒

	20
	Will you tell participants that their data will be treated with full confidentiality and that, if published, it will not be identifiable as theirs?
	☐
	☐
	☒

	21
	Will you debrief participants at the end of their participation, in a way appropriate to the type of research undertaken?
	☐
	☐
	☒

	22
	If NO to any of above questions, please give an explanation 

	
	


(this box should expand as you type)



	
	Information for participants:
	
YES
	NO
	
N/A

	24
	Will participants be paid?
	☐
	☐
	☒

	25
	Is specialist electrical or other equipment to be used with participants?
	☐
	☐
	☒

	26
	Are there any financial or other interests to the investigator or University arising from this study?
	☐
	☐
	☒

	27
	Will the research activity involve deliberately misleading participants in any way, or the partial or full concealment of the specific study aims?
	☐
	☐
	☒

	28
	If YES to any question, please provide full details 

	
	


(this box should expand as you type)



SECTION H: Anticipated Risks

	
	
Outline any anticipated risks that may adversely affect any of the participants, the researchers and/or the University, and the steps that will be taken to address them. 

If you have completed a full risk assessment (for example as required by a laboratory, or external research collaborator) you may append that to this form.  

	1
	Full risk assessment completed and appended? 
	Yes 
	☐

	
	
	No
	☒

	2
	Risks to participants
For example: sector-specific health & safety, emotional distress, financial disclosure, physical harm, transfer of personal data, sensitive organisational information

	
	Risk to participants:


(this box should expand as you type)
	How you will mitigate the risk to participants:



(this box should expand as you type)

	3
	If research activity may include sensitive, embarrassing or upsetting topics (e.g. sexual activity, drug use) or issues likely to disclose information requiring further action (e.g. criminal activity), give details of the procedures to deal with these issues, including any support/advice (e.g. helpline numbers) to be offered to participants. Note that where applicable, consent procedures should make it clear that if something potentially or actually illegal is discovered in the course of a project, it may need to be disclosed to the proper authorities

	
	
NA

(this box should expand as you type)

	4
	Risks to the investigator
For example: personal health & safety, physical harm, emotional distress, risk of accusation of harm/impropriety, conflict of interest

	
	Risk to the investigator:



(this box should expand as you type)
	How you will mitigate the risk to the investigator:



(this box should expand as you type)

	5
	University/institutional risks
For example: adverse publicity, financial loss, data protection

	
	Risk to the University:



(this box should expand as you type)
	How you will mitigate the risk to the University:



(this box should expand as you type)

	6
	Environmental risks
For example: accidental spillage of pollutants, damage to local ecosystems

	
	Risk to the environment:



(this box should expand as you type)
	How you will mitigate the risk to environment:



(this box should expand as you type)



	
	Disclosure and Barring Service

	
	If the research activity involves children or vulnerable adults, a Disclosure and Barring Service (DBS) certificate must be obtained before any contact with such participants.
	YES

	NO

	N/A


	7
	Does your research require you to hold a current DBS Certificate?
	☐
	☐
	☒

	8
	If YES, please give the certificate number. If the certificate number is not available please write “Pending”; in this case any ethical approval will be subject to providing the appropriate certificate number.
	



SECTION I: Feedback, Consent and Confidentiality

	1
	Feedback
What de-briefing and feedback will be provided to participants, how will this be done and when? 

	
	
NA

(this box should expand as you type)

	2
	Informed consent
Describe the arrangements to inform potential participants, before providing consent, of what is involved in participating. Describe the arrangements for participants to provide full consent before data collection begins. If gaining consent in this way is inappropriate, explain how consent will be obtained and recorded in accordance with prevailing data protection legislation.

	
	NA


(this box should expand as you type)

	3
	Confidentiality / Anonymity
Set out how anonymity of participants and confidentiality will be ensured in any outputs. If anonymity is not being offered, explain why this is the case. 

	
	
NA

(this box should expand as you type)



SECTION J: Data Protection and Storage

	
	Does the research activity involve personal data (as defined by the General Data Protection Regulation 2016 “GDPR” and the Data Protection Act 2018 “DPA”)?
	YES
	NO

	1
	“Personal data” means any information relating to an identified or identifiable natural person (‘data subject’). An identifiable natural person is one who can be identified, directly or indirectly, in particular by reference to an identifier such as a name, an identification number, location data, an online identifier or to one or more factors specific to the physical, physiological, genetic, mental, economic, cultural or social identity of that natural person. Any video or audio recordings of participants is considered to be personal data.
	☐
	☒

	
	If YES, provide a description of the data and explain why this data needs to be collected:

	2
	


(this box should expand as you type)

	
	Does it involve special category data (as defined by the GDPR)?
	YES
	NO

	3
	“Special category data” means sensitive personal data consisting of information as to the data subjects’ –
(a) racial or ethnic origin,
(b) political opinions,
(c ) religious beliefs or other beliefs of a similar nature,
(d) membership of a trade union (within the meaning of the Trade Union and Labour Relations (Consolidation) Act 1992),
(e) physical or mental health or condition,
(f) sexual life,
(g) genetics,
(h) biometric data (as used for ID purposes),
	☐
	☒

	
	If YES, provide a description of the special category data and explain why this data needs to be collected:

	4
	


(this box should expand as you type)



	
	
Will data from the research activity (collected data, drafts of the thesis, or materials for publication) be stored in any of the following ways?
	YES
	NO

	5
	Manual files (i.e. in paper form)?
	☐
	☒

	6
	University computers?
	☐
	☒

	7
	Private company computers?
	☐
	☒

	8
	Home or other personal computers?
	☐
	☒

	9
	Laptop computers/ CDs/ Portable disk-drives/ memory sticks?
	☐
	☒

	10
	“Cloud” storage or websites?
	☐
	☒

	11
	Other – specify:

	☐
	☒

	12
	For all stored data, explain the measures in place to ensure the security of the data collected, data confidentiality, including details of backup procedures, password protection, encryption, anonymisation and pseudonymisation:

	
	

(this box should expand as you type)



	
	Data Protection

	
	Will the research activity involve any of the following activities:
	YES
	NO

	13
	Electronic transfer of data in any form?
	☒
	☐

	14
	Sharing of data with others at the University outside of the immediate research team?
	☐
	☒

	15
	Sharing of data with other organisations?
	☐
	☒

	16
	Export of data outside the UK or importing of data from outside the UK?
	☐
	☒

	17
	Use of personal addresses, postcodes, faxes, emails or telephone numbers?
	☐
	☒

	18
	Publication of data that might allow identification of individuals?
	☐
	☒

	19
	Use of data management system?
	☐
	☒

	20
	Data archiving?
	☐
	☒

	21
	If YES to any question, please provide full details, explaining how this will be conducted in accordance with the GDPR and Data Protection Act (2018) (and any international equivalents, where appropriate):

	
	


(this box should expand as you type)

	22
	List all who will have access to the data generated by the research activity:

	
	
Me and my supervisor

(this box should expand as you type)

	23
	List who will have control of, and act as custodian(s) for, data generated by the research activity:

	
	
My supervisor

(this box should expand as you type)

	24
	Give details of data storage arrangements, including security measures in place to protect the data, where data will be stored, how long for, and in what form. Will data be archived – if so how and if not why not.  

	
	Secondary Data

(this box should expand as you type)

	25
	Please indicate if your data will be stored in the UWTSD Research Data Repository (see https://researchdata.uwtsd.ac.uk/ ).   If so please explain. (Most relevant to academic staff) 

	
	


(this box should expand as you type)

	26
	Confirm that you have read the UWTSD guidance on data management (see https://www.uwtsd.ac.uk/library/research-data-management/)
	YES
	☒

	27
	Confirm that you are aware that you need to keep all data until after your research has completed or the end of your funding
	YES
	☒





SECTION K: Declaration
	
	The information which I have provided is correct and complete to the best of my knowledge. I have attempted to identify any risks and issues related to the research activity and acknowledge my obligations and the rights of the participants.

In submitting this application I hereby confirm that I undertake to ensure that the above named research activity will meet the University’s Research Ethics and Integrity Code of Practice which is published on the website: https://www.uwtsd.ac.uk/research/research-ethics/ 

	1
	Signature of applicant:
	Ajay Aravind Kulappurath
	Date: 20/08/23




For STUDENT Submissions:
	2
	Director of Studies/Supervisor:
	
	Date:

	3
	Signature:
	

	



For STAFF Submissions:
	4
	Academic Director/ Assistant Dean:
	
	Date:

	5
	Signature:
	

	



Checklist: Please complete the checklist below to ensure that you have completed the form according to the guidelines and attached any required documentation:
	☒
	I have read the guidance notes supplied before completing the form.

	☒
	I have completed ALL RELEVANT sections of the form in full.

	☒
	I confirm that the research activity has received approval in principle

	☐
	I have attached a copy of final/interim approval from external organisation (where appropriate)

	☐
	I have attached a full risk assessment (where appropriate)  ONLY TICK IF YOU HAVE ATTACHED A FULL RISK ASSESSMENT

	☒
	I understand that it is my responsibility to ensure that the above named research activity will meet the University’s Research Ethics and Integrity Code of Practice.

	☒
	I understand that before commencing data collection all documents aimed at respondents (including information sheets, consent forms, questionnaires, interview schedules etc.) must be confirmed by the DoS/Supervisor, module tutor or Academic Director.



	RESEARCH STUDENTS AND STAFF ONLY
All communications relating to this application during its processing must be in writing and emailed to pgresearch@uwtsd.ac.uk , with the title ‘Ethical Approval’ followed by your name.
You will be informed of the outcome of your claim by email; therefore it is important that you check your University and personal email accounts regularly.

	STUDENTS ON UNDERGRADUATE OR TAUGHT MASTERS PROGRAMMES should submit this form (and receive the outcome) via systems explained to you by the supervisor/module leader.



This form is available electronically from the Academic Office web pages: https://www.uwtsd.ac.uk/academic-office/appendices-and-forms/
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1. How often do you encounter digital marketing content related to retail products or

services while browsing the internet?
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2. Which digital marketing channels do you most frequently encounter when exploring
retail-related content?

Social media ads (e.g., Facebook... 63

Search engine ads (e.g., Google) 23

Email marketing campaigns 5
Influencer marketing on social ... 9
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3. Have you ever made a purchase based on a recommendation from a social media
influencer or celebrity endorsement?
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4. How important is the quality and relevance of digital marketing content in influencing
your purchasing decisions?

@ cxtremely important 19
@ Veryimportant 46
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5. When you see a retail product advertised digitally, do you tend to research more
about it before making a decision?

@ Aways 37
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@ Sometimes 27
@ rarely 9

@ Never 3
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6. How frequently do you read online reviews and ratings before making a purchase
decision for retail products?

Always 2
Often 26

Occasionally 27
Rarely 6
Never 2
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7. In your experience, has digital marketing made you more inclined to try new retail
brands or products?

@ Sstrongly agree 13
@ Agree 47
@ Neutral 34
@ Disagree 4
@ strongly disagree 4
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8. Do you actively follow Tesco's digital marketing campaigns and updates?

@ ves 63
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9. Has Tesco's digital marketing efforts increased your loyalty to their brand?
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10. How frequently do you use Tesco's online delivery or click-and-collect services for
your grocery shopping?

@ Regularly 1
@ oOccasionally 50
@ rarely 18
@ Never 2
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11. Has digital marketing, in your opinion, made the shopping process more convenient
when dealing with Tesco?

Strongly agree 10
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12. Overall, how satisfied are you with the impact of Tesco's digital marketing on your
shopping experiences?

@ Very satisfied 14
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13. Would you recommend Tesco to others based on your digital shopping experiences
with them?
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14. When researching retail products or services online, which information sources do
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15. How do you feel about personalized recommendations and offers from Tesco based
on your previous shopping behavior? a.

@ 1 appreciate personalized recom... 42
@ ! haven't received personalized r... 43
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16. Have you discovered new retail products or brands through Tesco's digital marketing
efforts that you were previously unaware of?
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17. Do digital marketing promotions or discounts influence your purchasing decisions
when shopping at Tesco?

Yes, | often make purchases bec... 35
Sometimes, if the discount is sig... 36

Rarely, | usually base my decisio... 22

No, I don't pay much attention t... 9





image20.png
19. Are you a member of Tesco's loyalty program (e.g., Tesco Clubcard)?
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20. Has Tesco's digital marketing influenced you to shop at their physical stores more

frequently?
@ Yes, significantly 17
@ VYes, to some extent 43
@ No, my shopping frequency has... 29
@ No, I primarily shop online 13
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Agreement for Participation

Helo, L am Ajay, a student at the University of Wales Trin'ty Sant David (UWTSD) 'n London, pur-
suing an MBA. | would like to thank you for participating in my research study on the “Impact of

Digital Marketing on Consumer Buying Decision Process in the UK Retail Industry," with a specific
focus on Tesco.

Bihiesl Considerations:

1. Voluntary Participation: Your participation in this survey is entirely voluntary. You are under
no obligation to participate, and you may withdraw from the survey at any time without provid-
rg & reason.

2. Anonymity: Your responses are completely anonymous. We will not collect any personal in-
formation that coud dentiy you, ensuring your privacy and confdental’ty.

3. Inflermed Consent: By choosing to part’c pate in this survey, you are giving your informed
consent for the data you provide to be used for academic researcn purposes.

4. Data Securftye Al data collected w| be stored securely and access wil be restricted to au-
thorized nersonnel only. Your data wl| be kent confident’al and will not be snared with any third
artes.

5. Data Deletion: Unon the completion of my dissertat’on, a| collected data wil be promptly
deleted to ensure that your information remains confidential.

6. Omission of Questions: You have the option to omit any questions in the survey that you
are uncomfortable answering. Please feel free to skip any questions that you do not wish to re-
spond to.

7. Use of Data: The data collected in this survey will be used solely for academic research pur-
poses and will be analyzed to draw conclusions related to the research topic. The findings may be
neluded 'n my MBA dissertation, but your ndividua responses wil not be ‘dentfanle.

By particnating in ths survey, you contrbute va uanle insignts to academ’c research in the ffeld
of digital marcetng and consumer behavior n the retall Industry. Your inout wil heln in advane-
ing knowledge in this area, potentially benefitting both academic and industry stakeholders.

If you nave any guestions or concems about th's survey or 'fs etv'cal considerations, p'ease feel
free to contact me, Ajay, at 2210730@student.uwtsd.ac.uk.

Your part’cipation n this research study ‘s greatly appreciated. Than< you for your tme and va u-
able contribution.
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1. How often do you encounter digital marketing content related to retail
products or services while browsing the internet?

O Very frequently

O Frequently

Occasionally
Rarely
Never
Daily
Weelly
Monthly
Seasonal
Yearly

Very rarely
Sometimes
Often

Always

O O O o0 O o o o o o o O O

Very often
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2. Which digital marketing channels do you most frequently encounter
when exploring retail-related content?

O Social media ads (e.g., Facebook, Instagram)
O Search engine ads (e.g., Google)
O Email marketing campaigns

O Influencer marketing on social media

O Other

3. Have you ever made a purchase based on a recommendation from a
social media influencer or celebrity endorsement?

O Yes
O No
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4. How important is the quality and relevance of digital marketing
content in influencing your purchasing decisions?

O Extremely important

O

O
O
O

WVery important

Moderately important

Slightly important

Not important at all

5. When you see a retail product advertised digitally, do you tend to
research more about it before making a decision?

O
O

O
O
O

Always

Often

Sometimes

Rarely

Never
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6. How frequently do you read online reviews and ratings before making
a purchase decision for retail products?

O
O

O
O
O

O
O

O
O
O

Always

Often

Occasionally

Rarely

Never

Strongly agree

Agree

Neutral

Disagree

Strongly disagree

In your experience, has digital marketing made you more inclined to
try new retail brands or products?
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8. Do you actively follow Tesco's digital marketing campaigns and
updates?

O Yes
O No

9. Has Tesco's digital marketing efforts increased your loyalty to their
brand?

O Yes
O No

10. How frequently do you use Tesco's online delivery or click-and-collect
services for your grocery shopping?

(O Regularly
(O Occasionally
(O Rarely

(O Never
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11. Has digital marketing, in your opinion, made the shopping process
more convenient when dealing with Tesco?

O Strongly agree
O Agree
Neutral

O
O Disagree
O

Strongly disagree

12. Overall, how satisfied are you with the impact of Tesco's digital
marketing on your shopping experiences?

O Very satisfied

O Satisfied

O Neutral
O Dissatisfled
O

Very dissatisfied
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13. Would you recommend Tesco to others based on your digital
shopping experiences with them?

O Definitely
O Probably

O Maybe
O Probably not
O

Definitely not

14. When researching retail products or services online, which information
sources do you find most influential in your decision-making process?
(Select all that apply)

O Customer reviews and ratings

O Expert product reviews and recommendations
Social media influencer endorsements
Retailer's official website

Online forums and discussion boards

None of the above

O O O O
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15. How do you feel about personalized recommendations and offers
from Tesco based on your previous shopping behavior? a.

O | appreciate personalized recommendations and offers
O I haven't received personalized recommendations and offers fromTesco.
O I'm indifferent to personalized recommendations and offers

O | find personalized recommendations and offers intrusive.

16. Have you discovered new retail products or brands through Tesco's
digital marketing efforts that you were previously unaware of?

O Yes, frequently

O Yes, occasionally
O No, | primarily buy familiar products and brands

O Ne, | haven't noticed any new products or brands through Tesco's digital marketing.
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17. Do digital marketing promotions or discounts influence your
purchasing decisions when shopping at Tesco?

O Yes, | often make purchases because of promotions or discounts.
O Sometimes, if the discount is significant.
O Rarely, | usually base my decisions on other factors.

O Ne, | don't pay much attention to promotions or discounts.

18. How has your shopping behavior with Tesco changed since engaging
with their digital marketing efforts? a.

O shop more frequently. b. | spend more per shopping trip. c.

O shop online more often. d. My shopping behavior has not changed. e.

O shop less frequently.

19. Are you a member of Tesco's loyalty program (e.g., Tesco Clubcard)?

O Yes
O No
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20. Has Tesco's digital marketing influenced you to shop at their physical
stores more frequently?

O Yes, significantly
O Yes, to some extent
O No, my shopping frequency has not changed

O N, | primarly shop online

21. In your own words, describe a memorable experience or interaction
you've had with Tesco's digital marketing that positively influenced
your buying decision.

22. What suggestions do you have for Tesco to enhance their digital
marketing strategies to better cater to consumer needs and
preferences in the future?

This content is neither created nor endorsed by Microsoft. The data you submit will be sent to the form owner.

[I Micresoft Forms
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