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[bookmark: _heading=h.30j0zll][bookmark: _Toc129974623]Background 
Digital marketing has emerged as the most powerful tool in today’s time for marketing and promotions of several goods and services. This has changed the path of interaction between the customers and the brands or organizations as it has enabled e-commerce or e-businesses to directly connect with their customers through social media and other platforms. Digital marketing has raised the “CAGR to 12% which is worth more than $300 billion internationally” and has become the key component of consumer firms' marketing strategies (linkedin.com 2023). Analysis of customers' views about commodities, services, or companies as well as their psychological reasons for choosing one over another as well as the external variables affecting these judgments and preferences is called consumer behaviour.  The online buying behaviour of consumers varies from person to person and brand to brand, the customers nowadays often prefer products which fulfil all their required goals and are also cost-effective and brands that maintain a frequent connection with their consumers. 

The practice of "digital marketing" involves promoting goods, services, and brands through digital platforms such as internet sites, bloggers, social networking sites, email communications, and text messaging (Dastane, 2020). The capability of two-way contact among organizations and potential clients distinguishes digital marketing from conventional marketing in a significant manner. The possibility for co-evolving the companies' merchandise, services, and strategies with their (potential) consumers is provided by two-way communications. Due to this many small and big businesses have accepted digital marketing strategies because it has a positive impact on the customers buying behaviour as the brands connect with their customers and gain their trust which influences their buying behaviour. 
[bookmark: _heading=h.1fob9te][bookmark: _Toc129974624]Rationale
There are some specific issues related to the context which has not been described. Digital marketing can create the issues such as the circulation of fake facts about the brand which can hamper the behaviour of the customers. In the other words, buyers may withdraw their interest in the specific brand due to the false information. This issue may not be highlighted by the researchers in the particular report owing to the less amount of information about it. The remarkable reason behind the occurrence of the problem in the present situation is the lack of time which will prohibit the researchers from gathering data about it (Saura, 2021). This factor will impede the researchers to continue their investigation on the above-mentioned problem which will create trouble in generating transparent perceptions related to the research. It will form a situation associated with negative externalities which may make the investigators as well as the readers worse off
[bookmark: _heading=h.3znysh7][bookmark: _Toc129974625]Main Body 
[bookmark: _heading=h.2et92p0][bookmark: _Toc129974626]Methodology 
Introduction
An appropriate research methodology is essential for implementing an effective research approach to conduct a successful study. A "research onion" is useful for appropriately understanding the investigation techniques. 
Research Onion
The “Research Onion” is a useful tool to ensure that the entire research investigation proceeds without interruption and in this study, “Saunders' Research onion model” will be utilized.
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Figure 1: Research Onion Model
(Source: wordsdoctorate, 2020)
Research Approach
To evaluate the validity and to analyze data effectively, a proper "research approach" is important and for this study, a "deductive approach" will be used. 
Justification
The “deductive approach” will be used because this approach is effective from the perspective of “time-effectiveness” which is a crucial factor in the research process. (Pearse, 2019). 
Research Design
A proper "research design" is essential to obtain relevant information from the study and it is classified into three categories, "descriptive", "exploratory" and explanatory". A "descriptive design" will be chosen for this study. 
Justification
In the descriptive design, interactions and physical characteristics will be taken into consideration to maintain the capability component of the individual investigation (Siedlecki, 2020). 
Research Philosophy
A suitable “research philosophy” helps the researcher to gain a comprehensive understanding of the information collected and for this research, the “positivist philosophy” will be utilized.
Justification
Positive philosophy allows for a more accurate analysis of data by stating appropriate opinions and providing a framework.
Research Strategy
An effective research strategy maintains competitiveness with reliability and saves time and effort and for this study, a “quantitative mono method” will be used. 
Justification
Quantitative research allows a greater understanding of knowledge aspects (Bloomfield and Fisher, 2019).
Data Collection Method
An investigation's efforts are best defined by reliable and precise data gathering and for this research, the “primary data collection method” will be used. 
Justification
For an investigation on the effect of “digital marketing” on “consumer behaviour” “primary data collection” is most suitable as it will give accurate data from reliable sources. 
Data Analysis
To answer the research question, data must be collected, arranged, and evaluated and its motive is to present reliable data (Jung, 2019). Despite this, data analysis may be done in a variety of ways, including descriptive, statistical, predictive, and others.
Justification
Since the relevant data is helpful for a "research study," this study will conduct statistical data analysis to obtain effective outcomes.
Sampling technique 
A survey will be done to better understand the customer's perspective or behaviour regarding their online purchasing habits. Concerning this, a set of questionnaires will be added to a list and distributed to 40 consumers. As a consequence of these survey methods, appropriate data may be acquired, which will assist the firm.

Interlinking objectives with methodology 
To clarify the substantial findings, considerable components of the methodology will be selected in a significant manner.
[bookmark: _heading=h.tyjcwt][bookmark: _Toc129974627]Aims and Objectives 
The study's noteworthy purpose is to examine the significance of digital marketing methods in assessing customer purchasing behaviour in the context of a specific entertainment organisation.
[bookmark: _heading=h.3dy6vkm][bookmark: _Toc129974628]Objectives
· To investigate the relationship between digital marketing and customer purchasing behaviour.
· To analyse the impact of implementing digital marketing approaches on Netflix UK. 
· To understand the influence of digital marketing strategies on the online buying behaviour of the customer. 

[bookmark: _heading=h.1t3h5sf][bookmark: _Toc129974629]Research Question 
· What is the relationship between digital marketing and customer purchasing behaviour?
· What effect does adopt digital marketing strategies have on Netflix UK?
· What impact do digital marketing methods have on customer online purchasing behaviour?

[bookmark: _heading=h.4d34og8]

[bookmark: _Toc129974630]Literature Review 
Analysing the Relationship between Digital Marketing and Customer Buying Behaviour 
In the view of Desai and Vidyapeeth, (2019), Digital Marketing might be defined as the productive utilisation of digital resources and channels to launch and promote services and commodities in the market to address prospective customers. With the emergence of technology and the increasing ability of social media platforms in the business domain, companies are forging a precise combination of traditional strategy of marketing with digital technology to craft impactful virtual marketing tactics. According to Dolega et al. (2021), ‘digital marketing’ is a specific form of marketing that involves the sale and endorsement of commodities by making use of online marketing techniques through digital media platforms which plays a crucial role in consumer behaviour. 
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Figure 2: Forms of Digital Media Marketing used to influence Consumer Behaviour
(Source: vixendigital, 2022)
As per Mishra et al. (2021), consumer buying behaviour can be defined as the thorough decision-making procedure accompanied by a series of actions undertaken by the customers before finally purchasing the identified products or accessing the concerned services. Such behaviour in the 21st century is highly dependent on the content generated by companies on digital and social media platforms accompanied by informal sources like influencer marketing, blogs, articles, vlogs, videos, advertisements, emails and even celebrity feedback in promotional videos. Digital marketing techniques are generally utilised to rope in digital media users for selling its products by impacting their consumer behaviour by presenting and making commodities look attractive, legitimate, accessible and affordable. It is the content published in digital media that shapes the consumers’ purchasing behaviour by channelising the buying intention towards purchasing a particular good or service. 

Determining the effectiveness of Digital Marketing in Netflix UK
According to Asmar et al. (2022), Netflix has changed the entertainment industry in the UK which was initially dominated by movies, theatres and television series. The changing tastes of the customers have enabled the customers to incline towards the consumption of the contents of Netflix. However, it was possible with the Netflix strategy of enforcing a range of digital media tactics in the UK to foster different concepts and raise its demands. 
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Figure 3: Netflix Digital Media Marketing Strategy
(Source: cloudfront, 2023)


Netflix has not only included British regional content in its platform but also made it accessible to subscribers. The brand updates such as the inclusion of new features and personalisation facilities through a range of different channels. The efficiency of such tactics can be understood from the fact that as of 2022, 17.15 million households were active subscribers of the OTT platform (statista.com, 2023). This reflects that consumer buying behaviour in the UK has been meticulously addressed by the digital marketing policies incorporated by Netflix. As per Mason et al. (2020), ‘Consumer Buying Behaviour’ can be referred to as the comprehensive process involving decision finalising followed by well-analysed action of purchasing the product. In the context of the UK entertainment industry, Netflix has integrated innovations on the platforms and has channelised influencer marketing and celebrity affiliations to generate a positive movement in the market. It has been observed that the video streaming platform is the most popular one in the UK surpassing Amazon Prime, Disney+, and NOW with 63% usage (finder.com, 2023). Thus it can be identified that the promotional strategies of the OTT platform in the UK that is being enforced through digital media resources and a range of platforms have turned out to be successful. 

Understanding the influencing aspect of digital marketing strategy on the online buying behaviour of the customer 

Reach
The use of effective digital marketing methods will result in a big influx of potential customers to Netflix.  A digital marketing plan entails promoting brand awareness, products, and services on a range of social media platforms at the optimal time and location when spontaneous transactions are often likely to happen. In this way, it maximises reach throughout the duration in hopes of establishing repeated engagement using diverse sponsored, managed, as well as obtain media-oriented touchpoints.
Act 
The use of social media as well as content creation are examples of strategies used in digital marketing, and perhaps even campaigning, that will enrage the audience (Mohieldin, 2022). Even placing a discount advertisement or any other promotional act will drive customers to visit their websites and examine the options for Netflix subscriptions and implement transactions. As a result, it is referred to as a vital stage since the greater the potential conversion rate, the more leads will be gathered and the better the relationship will be maintained.
[image: ]
Figure 4: RACE model
(Source: Slidemodel, 2022)

Convert
Converting leads into paying customers is the next step, but, for Netflix, there is only one way to view the purchase which is through online channels. However, Netflix might cut and change unique strategies in this stage since it might not get the job done right at the start. Conducting surveys and collecting customer profiles are the best methods, however. Data-driven marketing leads to personalized content and increased conversions. 
Engage
Engaging with consumers via social media platforms is a digital marketing approach. Netflix, for example, caters to its users' demands through social listening and offers something for everyone, from holiday binges to movie recommendations. As a result, the buyer is drawn to making online purchases repetitively.
[bookmark: _heading=h.2s8eyo1][bookmark: _Toc129974631]Research Limitations
Due to its numerous visual components and ever-changing approaches, digital marketing has been acknowledged to influence customer purchasing behaviour. Yet, due to gaps in the literature, researchers may overlook to study implications (Baig et al.  2020). The researchers failed to develop realistic perspectives due to constraints in the technique material was obtained. Certain aspects of the papers are hard to grasp, specifically those covering Netflix's digital marketing methods. As a consequence of a lack of evidence, it'll be more difficult to come up with general optimization. There are significant obstacles to accumulating insight into particular areas. Due to research shortcomings, putting together a clear depiction of a case study of the UK entertainment sector might well be challenging.
[bookmark: _heading=h.17dp8vu][bookmark: _Toc129974632]Ethical Consideration 
Some ethical norms must be abided by the investigators while conducting the scrutinization of the context. The maintenance of the code of ethics will prevent the occurrence of errors that will create favourable possibilities. In addition, the maintenance of ethics will help the researchers to copy from other journals and will assist the investigators to create that will guide the investigator in creating results which will be accurate and will not create any type of confusion for the readers(Casico et al. 2021). The ethics will assist the researchers to continue the research in a disciplined manner which will help in generating a favourable possibility. This factor will support forming the favourable possibility. Hence, it can be inferred from the entire discussion that the ethical code will assist in creating proficient research which will be advantageous for the research.
[bookmark: _heading=h.3rdcrjn][bookmark: _Toc129974633]Timeframe 
The time frame is illustrated as the time which is being taken or will be taken by the investigators for completing the research (Rodriguez-Ardura and Meseguer-Artoa, 2020). It is the amount of time that will be needed to evaluate the context of the research.
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Figure 5: Gantt Chart
(Source: Self-created)

[bookmark: _heading=h.26in1rg][bookmark: _Toc129974634]Conclusion 
This proposal focuses on the influence of digital marketing on the online buying behaviour of the customers of the UK entertainment industry and explains the positive factors which enable digital marketing to engage more customers or subscribers for the entertainment sector. Further, the proposal explained the factors of digital marketing in the customers' online buying behaviour and digital marketing in enhancing customer engagement in the entertainment industry of the UK. Furthermore, the proposal dealt with the research limitations which is a drawback for the research and the ethical considerations and lastly the time frame which is the time taken to complete the research by the investigators. 
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