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[bookmark: _Toc172898385]Introduction
[bookmark: _Toc172898386]Background
The main principle of the Business Leverage Theory is that companies may acquire benefits from the usage of social media through which consumers can be gained and retained effectively. In addition to that, the principle of the mentioned theory also highlights that social media connectivity with the consumers helps to acquire knowledge about the requirements, tastes and habits of these consumers through which better marketing campaigns can be established (Nazarov, 2020). Furthermore, one of the main benefits of this approach is that it creates a strong platform with the help of the mentioned network to acquire new consumers effectively. 
Among Europe's electronic markets, the UK holds a significant position especially within the sector of mobile phones where the rise of the digital influence within the purchasing pattern is seen. In the UK, e-commerce activities related to product research, activities within shopping websites and price comparison websites have drastically risen. This has happened due to the escalation of internet penetration among the large number of the population who are habituated to the influence of technology within their lives (Kurdi et al., 2022). Consequently, it became important for organisations to effectively introduce digital marketing approaches to cater for the needs of this niche market and understand the view of consumers for successful business performance. 

[bookmark: _Toc172898387]Rationale
The main motive of this research is to examine the digital marketing attributes of Mobile Companies to know their strategies to acquire competitive advantages within the diverse market of the UK. Furthermore, the research also aims to shed light on the increasing trends in the usage of digital media to gain attention of the consumers along with the positive and negative attributes of the process (Kurdi et al., 2022). Furthermore, the research also focuses on the importance of the influencer marketing processes and the influence of such content on the behaviours and attitudes of the consumers within the industry. In addition to that, the contemporary research also explores the Electronic industry of the UK to evaluate the influence of digital marketing on the decision-making processes of consumers. With the help of the e-survey, this research introduces opportunities for mobile companies to acquire deep-delved knowledge about consumer perception and behaviour. In addition to that the research also analyses different aspects of socio-psychological aspects of consumer behaviour with the help of direct interactions with the customers. 
[bookmark: _Toc172898388]Aim
The main aim of this research is to assess the effect of digital marketing on consumer attitudes and behaviour in the Mobile Industry.
[bookmark: _Toc172898389]Objectives
· [bookmark: _Hlk167314666]To determine the current digital marketing strategies implemented in the Mobile Industry.
· [bookmark: _Hlk167314689]To investigate the opportunities and challenges of companies in the Mobile Industry.
· To assess the effect of digital marketing on consumer attitudes and behaviour.
[bookmark: _Toc172898390]Research Questions
· What are the current digital marketing strategies implemented in the Mobile Industry?
· What are the opportunities and challenges of companies in the Mobile Industry utilising digital marketing?
· What are the effects of influencer-generated content on consumer attitudes and behaviour?
[bookmark: _Toc172898391]Literature Review
[bookmark: _Toc172898392]To determine the current digital marketing strategies implemented in the Mobile Industry
Digital marketing is considered a process of marketing using the internet and electronic devices through which communication with the identified proper target audiences can be made (Bala and Verma, 2018). In addition to that, with the help of different tools such as social media, search engine optimisation, websites and email, digital marketers identify the clients within these digital platforms and communicate with both potential and existing clients of organisations. Furthermore, one of the most critical social media approaches is the influencer or celebrity marketing process where organisations utilise the followers of the social media influencers within different platforms to market their products and services. Consequently, the followers trust and try to replicate by buying the advertised products influenced by the content posted by the influencer on different social media platforms (Chaffey and Ellis-Chadwick, 2019). 
The definition of the consumer attitude highlights a state of mind that is influenced by feelings, predispositions and beliefs that cause certain actions towards different businesses, brands or products (Ajzen, 2018). Such perception, learned behaviour and attitude of consumers are developed through different promotional materials, the cultural background of buyers, communication with the organisation or seller, previous experience with the product or service and influence of families and friends. The perception of consumers has a significant role considering the processes of marketing communication that leads towards the need for a crucial plan of communication through which knowledge about the targeted segment of the market can be acquired by the company (Sanchez-Sabate, and Sabaté, 2019).  
Influencer generated content is described as the content in the form of videos, photos and creative content developed by influencers and shared by them on their social media account connected with the partnership with the brands (Lou and Yuan, 2019).Influencer generated content are involve generating the content by social media influencers by collaboration with brand for promotion (Hughes, Swaminathan and Brooks, 2019).
There are different types of digital marketing tools such as social media, websites, search engines and email available for the processes of digital marketing through which efficiency within the sales can be seen by involving the consumers within the business and marketing the services and goods efficiently. It is mentioned by Nazarov (2020) that the content of the marketing communication of the marketers emphasises the societal and cultural elements along with personal preferences through which they attract consumers by the advertisement of the brand. In addition to that, the multidimensional concept of consumer behaviour highlights the importance of socio-economic situations, psychological situations, environmental factors and marketing technologies that influence the choices of consumers. Furthermore, it also influences the disposal or use of the services and products and the rate of consumption within the market. 
The purchase intention of the consumers within the mobile industry is hugely influenced by social media marketing platforms which is also a key contributor to the change of the mindset of the buyers. For instance, in 2016, the marketing approach drastically changed as the leaders of the organisation targeted massive markets such as China and India to sell their products and introduce a diversified stream of revenue within their business process (Xaif, 2023). In such a situation, the organisation has focused on the low-price segments of their mobile phones through which they have acquired the top positions within the market. This approach also helped the organisation to promote its products in higher magnitude within the mentioned markets. Therefore, it can be seen that Xiaomi has acquired a distinctive and effective marketing strategy with a personalised essence despite having a large customer base and a relatively small advertisement budget.   
By critically analysing these past researches, it is identified that Bala and Verma (2018)iaobly describing about concept of digital marketing. On contrary, Chaffey and Ellis-Chadwick (2019), Lou and Yuan (2019), andHughes, Swaminathan and Brooks (2019) describe the key impact of influencers and their role in influencing buyers. Nazarov (2020) offers the detail knowledge regarding the different approaches and tools of digital marketing. On contrary, Omar and Atteya (2020) only focused on the social media marketing ads how it affects the consumer behaviour. These studies do not offer overview with respect to mobile sector.


[bookmark: _Toc172898393]To investigate the opportunities and challenges of companies in the Mobile Industry
According to Ittaqullah, Madjid and Suleman(2020), The opportunity for the small and medium scale electronic companies to succeed in digital marketing is great, but at the same time, there are various obstacles. Where rapid technological advancements meet the market needs, the marketers constantly have to reinvent and revise their approaches in order to put new technology to use in a different appeal to the customers. The companies in the Mobile sector are facing up with the challenge of the delicate and spicy act of striking the balance between the authentic canvas and the desire to sell and have a pay for it. However, this was a challenged which was analysed in the study (Kurdi et al., 2022). Customers do not only see the brands as objects of trade anymore, but they are looking for more personalized relations with companies that feel like having the same interests and ethics as them. In the United States, Apple handles all of the product marketing in-house and begins at least one month before a device's introduction, but in India, where we are concerned, they outsource this task. Companies like Airtel and Vi ltd (Vodaphone-Idea) were granted permission to use this work. For their promotional efforts, many groups rely on print ads and billboards.
It is opined by Ittaqullah, Madjid and Suleman (2020) that though digital marketing processes introduce huge opportunities to small and medium-sized electronic organisations, the process also introduces certain drawbacks. Within the processes of digital marketing, technologies play a huge role therefore, organisations always need to look forward to the inclusion of new technologies to obtain a competitive advantage through digital marketing. However, continuous change, reinventing and revising the existing digital marketing strategies require the inclusion of resources which often creates problems for such organisations. Furthermore, it is also mentioned by Kurdi et al., (2022) that consumers are mostly looking for more personalised interactions with organisations to understand whether their relationship with consumers is being valued or not and whether organisations have the same level of ethical values as them or not. For instance, in the USA, Apple considers the in-house marketing process to make an appropriate connection with consumers which drastically changes in the context of India where it is done by other partnered organisations such as Airtel and Vodaphone-Idea. Considering their approaches to marketing, consumers still rely on the billboard and printed advertisements. 
Through critically analysis of the different researchers’ perspective, it is found that there are opportunities to use technological advancement for digital marketing of mobile. But there is need of continuous adaption and innovation (Ittaqullah, Madjid and Suleman, 2020). On contrary, Kurdi et al. (2022) highlighted authenticity significance and forming ethical relation with the customers using digital marketing.
[bookmark: _Toc172898394]To assess the effect of digital marketing on consumer attitudes and behaviour
Studies that look at how digital marketing affects customer emotion and behaviour in the electronics department have come up with varied views. There are just too many factors to consider while making a purchase for the problem to be simple (Omar and Atteya, 2020). Brand recognition, buying intent, and loyalty are all factors in the correlation between internet exposure and consumer perception to buy. More and more individuals are interested in the intriguing subject of how influencers' user-generated content affects customers' perceptions and conduct in the Mobile industry (Ittaqullah, Madjid and Suleman, 2020). 
Customers thought they could see right through the commercial, but the content made by influencers seemed more credible and authentic, thus it sparked a lot of interest and a want to purchase as per Xaif (2023). Ranveer Singh is presently the A-lister in Bollywood, thus signing him was a brilliant move by Xiaomi to set themselves apart from the competition. Sonu Sood's signature was a stroke of genius, especially considering how much attention he received for his humanitarian efforts during the epidemic.
Through critically analysis of the different researchers’ perspective, it is found that Omar and Atteya (2020) has provided the broad perspective on buyer behaviour and how decision is affected by digital marketing. While Ittaqullah, Madjid and Suleman (2020), and Xaif (2023) emphasised on the influencer marketing use. But Xaif (2023) described that perceived authenticity by customer affects the buyer behaviour while purchasing the mobile.
[bookmark: _Toc172898395]RACE model
Organizations can be using the RACE model as their strategic framework that stands for plan, execute and evaluate to make online campaign. Formalizing this customer journey into four categories, these have been termed as the Reach, Act, Convert and Engage (RACE) pillars, shedding light on the customers' journey beginning with awareness and continuing with conversion till they become the business' promoters (Chaffey, 2023). The framework presents an estimation tool for marketing campaign success, and highlights the necessity of involving customers in the process. The complexity of consumer behaviour may be under−represented, its multi−dimensionality may be forgotten, and adaptation to newly revealed paths of digital trends is an ongoing necessity.An infographic called the RACE digital marketing framework was created to assist marketers in organizing the planning and management of their digital marketing initiatives (Tenorio, 2021). Thus, this model can be helpful for digital marketing and influencer marketing of the smartphone companies in ten UK and help in this research fond the impact in the buyer behaviour.
[image: ]
RACE Model 
Source: (Chaffey, 2023)
[bookmark: _Toc172898396]Technology Acceptance Model
The TAM model proposes that acceptance of IT is impacted by its usefulness and simplicity of use; nevertheless, it ignores social context, such as the user's surrounding social networks, and concentrates on individual psychological levels (NISTOR, 2019). In the mobile companies, for the use the digital marketing through adoption of new technology, the technology acceptance model is effective. By adopting the latest technologies, the marketers can grab the opportunities and tackle the challenges effective to influence or attract the buyers.  (Abbas and Mehmood, 2021). Thus, this theory is effective for understanding the use of digital marketing to influencer the buyers to buy the mobiles.
[bookmark: _Toc172898397]Methodology
The methodology is one of the most crucial chapters within the research study that highlights the blueprint of the data collection and analysis process of research. Within this stage of the research, appropriate planning for the data collection process along with the efficiency of the tools of data collection and analysis are considered. Furthermore, within this chapter, the researcher highlights different theoretical aspects such as study research techniques and designs along with the research choices through which the research work consisting of data collection and analysis can be done effectively.In order to better understand the many tiers of research methodology, Saunders developed the Research Onion Model. According to many scholars, each layer of the model stands for a different research approach. To gather information for the suggested research on “Assessing the Effect of Digital Marketing on Consumer Attitudes and Behaviour,” the survey approach is particularly useful at the very top, where data collection techniques are integrated (Blo m et al., 2020). Reason being, while collecting data via surveys, demographic information is required. A systematic and efficient way to collect quantitative data from a large group of Mobile industry marketing and sales experts is to conduct surveys. 
[image: ]
Research Onion model
Source: (Blo m et al., 2020)
[bookmark: _Toc172898398]Research philosophy
When looking at how digital marketing affects consumers' attitudes and behaviours, Positivist Research Philosophy places a focus on scientific methods and actual observation. This strategy involves methodically collecting and assessing objective data on software advertising and sales tactics. Through effective observation and testing approaches, the positivist research philosophy identifies the relationship and patterns between to acquire knowledge about the phenomena (Park, Konge and Artino Jr, 2020). In addition to that, the Positivism philosophy can effectively guide research to acquire conclusive evidence considering the efficiency of the strategies of advertisements.  The implementation of Positivist Research Philosophy will help fill gaps in the understanding of this research in different global marketplaces. 
[bookmark: _Toc172898399]Research approach
Using existing concepts or frameworks, one may formulate hypotheses that can be tested using the deductive process. This research employs a deductive reasoning framework based on marketing and sales concepts, and then tests it using survey data (Casula, Rangarajan and Shields, 2021). Through the development of theoretical hypotheses and their subsequent comparison with statistical data, the research aims to either bolster or undermine existing concepts while contributing to the subject's body of knowledge.
[bookmark: _Toc172898400]Research methods
The qualitative research is defined as research that collects the textual form of data to explore findings.It involves using methods like interview or focus group. The quantitative research is defined asresearch that involves gathering the numerical data in form to meet research. It can be presented in the form of numbers and graphs (Ahmad, et. al., 2019). It involves using methods like survey or experiment. This research is using the mono-quantitative research method as the numerical or quantifiable form of data to be gathered through survey. This quantitative data will help tounderstand how digital marketing strategies can assist in influencing the customer behavior and attitude in the mobile sector.
Sample size and sample Type 
The 50-person sample will be a priceless source of data reflecting different perspectives in mobile sector in UK which happens through the attempt to include people with different types of mobile enterprises. 50 marketing executives or professionals will be chosen from different Mobile companies in UK in order to conduct the survey. 
Data collection
[bookmark: _Hlk172898329]Online survey delivery further facilitates data collection by making it available to participants in different parts of the world. The survey data collection approach aligns with the outer layer of Saunders’ research Onion Model because it provides a robust way of acquiring empirical information supporting the study goals.The outer layer of the research onion which is mentioned by Saunders identifies the data collection approaches with the utilisation of the survey techniques.50 marketing executives or professionals will be chosen from different Mobile companies in UK in order to conduct the survey. The survey will be conducted using Google forms as tool for reaching the participants. The participants will be asked 12 close ended questions and it will last 15 minutes. 
[bookmark: _Toc172898401]Data Analysis
Deductive and Inductive reasoning influence the data collection processes which contribute to the statistical analysis of research to identify the research outcomes and conclusion. In addition to that with the help of statistical analysis, patterns and trends of the data set can be identified and analysed. Therefore, it can be effectively stated that the use of the Statistical method of data analysis and extraction are effective method to meet the objective of the research study (Coursera, 2023). It is one of the key attributes of expert data crafters to transform raw statistical data into a graphical representation of data through effective statistical analysis. With effective tools such as correlation analysis, correlation between variables and patterns can be effectively identified by researchers. With these effective approaches, the researcher will analyse the survey data with the help of statistical data analysis methods.  
Within contemporary research methods, Descriptive and Inferential strategies are commonly practised by researchers. With the help of effective statistical data analysis processes, researchers collect data and analyse them and then they are reduced through which requirements of the research can be met and data can be presented to the audience. With the help of descriptive statistics analysts, using narrative format, introduce a large number of data by reducing the complexity and increasing the comprehensibility of the numeric data. In addition to that, by using both visual and numerical elements, data can be summarised and characterised (Coursera, 2023). In addition to that, one of the main approaches of numeric data analysis is inferential analysis where the researcher uses the approaches of inter-statistical through which inferences among the large groups can be effectively established. Through this approach, results of a sample of the survey which is taken from a big population are presented through which fewer resources are utilised within this process. In addition to that, for this research, an Excel sheet will be utilised for the statistical data analysis. 
[bookmark: _Toc172898402]Research ethics
Research ethics is described as the standards and principles which assist a researcher to conduct study ethically, responsibly and with integrity. As primary research method to be used in this research, it will be ensured that informed consent to be taken from the participants to in order to ensure that participation is voluntary. The confidentiality and privacy of participants and their data to be ensured by anonymising the data. All the data to be stored in the OneDrive of the University to avoid access of the data to the third party.
[bookmark: _Toc172898403]Action plan
[bookmark: _Toc172898404]Gantt Chart
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1. What is your age group?
18-24
25-34
35-44
2. What is your gender?
Male
Female
Prefer not to say
3. How often do you encounter digital marketing content (ads, social media posts, emails) related to mobile technology?
Daily
Weekly
Monthly
Rarely
4. Which digital platforms do you primarily use to learn about new mobile technology products? (Select all that apply)
Social media (e.g., Facebook, Instagram, Twitter)
Search Engines (e.g., Google)
Email Newsletters
Company Websites
Online Forums and Reviews
5. How influential are digital advertisements in your decision to purchase a new mobile device?
Very Influential
Somewhat Influential
Neutral
Slightly Influential
6. How often do you rely on influencer reviews or recommendations when considering a mobile technology purchase?
Always
Often
Sometimes
Rarely
7. Which type of digital content most impacts your perception of a mobile technology brand? (Select all that apply)
Video Reviews
Blog Posts
Social Media Posts
Online Ads
Email Campaigns
8. How does digital marketing affect your perception of mobile technology brands' reliability and innovation?
Significantly Improves
Somewhat Improves
Neutral
Somewhat Worsens
9. Have you ever purchased a mobile device primarily due to digital marketing efforts (ads, influencer recommendations, social media)?
Yes
No
10. How much do you trust the information provided through digital marketing when it comes to mobile technology?
Completely Trust
Somewhat Trust
Neutral
Somewhat Distrust
11. How important are online consumer reviews in your decision-making process for purchasing mobile technology?
Extremely Important
Very Important
Moderately Important
Slightly Important
12. Compared to traditional marketing (TV, print), how effective do you find digital marketing in shaping your opinions about mobile technology?
Much More Effective
More Effective
Equally Effective
Less Effective
13. Do you agree that the digital marketing is helpful to review and compare the different mobile products in order to make the right purchase decision?
Highly agree
Agree
Neither agree, nor disagree
Disagree
Highly disagree
14. Do you agree that sometimes digital marketing of mobile phone led to impulsive buying decision?
Highly agree
Agree
Neither agree, nor disagree
Disagree
Highly disagree
15. Do you agree that the comment and engagement on the influencers’ post need to be reviewed before making buying decision for mobile?
Highly agree
Agree
Neither agree, nor disagree
Disagree
Highly disagree
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