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Abstract
This MBA disseratation aimed at  laying the emphasis to explore the impact of e-marketing on consumer purchasing behaviour for Samsung’s Galaxy S23 smart-phone in the UK electronics industry. The research is based on the method of secondary data collection for determining the impact of e-marketing strategies on consumer buying attitude. In this regard, an online case study-based research has been conducted for framing and analysis of the case study of Samsung operating in the UK market for addressing the key aim and objectives of the study. As part of the secondary data collection method, multiple online data sources have been considered in this study relating to use of e-marketing techniques by Samsung in the UK electronics market and its impact on consumer purchasing decisions, associated factors and challenges. The study has considered secondary data collection method as it has enabled gaining insights and drawing conclusions without requirement for collection of new data. There was a saving of time as it was limited and minimal use of resources. Existing knowledge was able to be used in the most cost-effective way. It has also helped in answering the research questions that were framed during the study.
The research concludes that Samsung, while operating in the UK electronics industry, follows different e-marketing strategies as social media marketing, SEO, website marketing and use of digital influencers for positively influencing consumer decisions for buying the product Galaxy S23 smart-phone. The company in its e-marketing functions faces the challenges of maintaining seamless interaction with customers across digital touch-points, dealing with online negative comments by the customers, GDPR regulations and negative impact on consumer decisions of marketing of the high-price smart-phone product in the market. Also, the study finds that factors like personalized message, content, website visibility, visual effectiveness of the e-marketing messages and technological complexity mainly affect Samsung’s e-marketing operations in the UK.
Future scope of this research can be enhanced by conducting a comparative analysis of e-marketing effectiveness and its impacts on consumer buying decisions for Samsung and its key competitors like Apple, Oppo and others in specified or global markets. Moreover, more standardized findings can be generated by deploying primary data-based insight through the qualitative interview and/or quantitative survey methods.
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Chapter 1: Introduction 
1.1 Chapter Introduction 
E-marketing helps the customers obtain a personalised experience before the final buying process. This eventually allows the customers to create a bond that empowers the individual to feel important parts of the brand (Lubis et al. 2022). It is evident, that the UK electronic industry has been impacted positively by the advancement of e-marketing strategies (Obeidat, 2021). This study critically analysed the impact of e-marketing on consumer buying Behaviour for the Samsung Galaxy S23 smartphone by considering the UK electronic industry. In order to accomplish this particular study aims and objectives have been developed to stay on the right path. Additionally, rationale and problem statements have also been discussed to understand why the problem is and how the study can provide value to mitigate the existing issue in the marketplace.
1.2 Background of the study 
Effective e-marketing is capable of improving awareness related to products or services that generate demand and foster customer loyalty (Pratama et al., 2023). As a result of the implementation of the e-commerce strategy the revenue and profitability of the company also increased to a large extent. In the past few years e-commerce has become an integral part of the retail sector across the globe. In 2024 retail E-Commerce sales have been estimated to cross 6.3 trillion US dollars worldwide (Gelder, 2024). As a result, e-marketing has facilitated the power to choose the products from different online platforms to browse compare and purchase items or services as per the convenience of the customers (Lubis, Lumbanraja and Hasibuan, 2022). In other words, it can also be stated that e-marketing has the ability to shape consumer perspective, attitude and purchase decisions. It is clear that, with the help of advertising the market influences purchase behaviour by changing their perception towards the brand itself. The UK electronic industry has also gained advantages by adopting technology and by implementing an e-marketing strategy. The revenue of the electronic market is expected to reach 27.25 billion in the year 2024 (Statista, 2024). The electronic market is growing rapidly at which smartphone sector plays an important role. In this perspective, Samsung is considered one of the leading smartphone sellers in the world and in 2023 the company holds a share of the Global smartphone market of 22.5% which was 20.8 in the first quarter of 2023 (Laricchia. 2024). 
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Figure 1: Samsung's market share of global smartphone shipments 2009-2024, by quarter
(Source: Laricchia, 2024)
The above figure (figure 1) showcases the growth of Samsung in terms of its market share in the smartphone shipment sector. This showcases that the customers are willing to purchase Samsung smartphones as a consequence of the implementation of e-marketing by Samsung. Samsung has launched its S23 series in the marketplace in the UK in the year 2023 (Samsung, 2024). This series is capable of providing greater features and design to gain the attention of the customers considering the demand for Samsung mobile in the UK sector it is evident that marketing strategy is helping the company to influence consumer purchase behaviour positively. Therefore, it becomes important to investigate how exactly the utilisation of e-market channels allows consumers to influence consumer behaviour in terms of purchase of the Samsung S23 smartphone.
1.3 Aim of the Study 
This research has aimed at understanding the impact of e-marketing on buying behaviour of customers for purchasing the Samsung Galaxy S23smart-phone in the UK electronics Industry. 
1.4 Research objective of the study 
· To investigate how e-marketing influences consumer buying behaviour for the Samsung Galaxy S23smart-phone in the UK
· To explore the main factors associated with e-marketing, which impact customers’ decision-making for buying the Samsung Galaxy S23smart-phone in the UK
· To identify the issues and challenges associated with applying e-marketing strategies in influencing consumer buying behaviour for Samsung Galaxy S23Smart-Phone in the UK
1.5 Research question 
· What is the current e-marketing strategies in the UK electronics industry?
· How e-marketing impact consumer buying behaviour for Samsung Galaxy S23smart-phone in the UK electronics?
·  Which are the factors that affect decision-making of customers for buying the Samsung Galaxy S23 smartphone in the UK?
·  What are the challenges faced by the e-marketers in influencing consumer buying behaviour for the Samsung Galaxy S23smart-phone?
· How such issues can be mitigated to enhance e-marketing effectiveness for impacting consumer buying behaviour for the product?
The research questions have been answered with the help of collection of data from secondary sources i.e., news articles from last five years. Themes have been developed so that the findings and the analysis can be represented in the best possible way.
1.6 Rationale of the study 
What is the issue?
The UK electronic industry faces issues related to changing consumer behaviour in this present technology-advanced world (Sheoran and Kumar, 2020). It has been seen that traditional marketing is incapable of obtaining the attention of the targeted customers. The tech industry needs to focus on the needs of customers to stay relevant in the marketplace (Kurdi et al. 2022). In this scenario, Samsung also needs to navigate the digital key effectively to maintain its competitiveness in the changing business world.
Why is the issue?
The effectiveness of e-marketing channels has changed the overall way consumers discover access to purchase electronic products. With the help of social media and other online platforms organisations provide necessary information related to the product and services to the consumer that influence the purchase behaviour of the customer (Varghese and Agrawal, 2021). It becomes crucial for businesses to stay relevant and implement concrete marketing strategies to gain the attention of the customers to maintain their profitability and competitiveness. In case an organisation fails to gain the tension of the customer eventually faces losses in the Marketplace.
What is the issue now?
The present situation highlights the importance of implementation of e-marketing strategy to analyse the impact of consumer purchase behaviour. In case companies fail to understand the impact of e-marketing on consumer perception the businesses may face a strategic disadvantage that can lead to financial loss that eventually impact the competitiveness of the business (Etim et al. 2021). Hence, in order to manage the issues related to e-marketing and to promote and maintain sustainable growth in the UK electronics sector Samsung needs to pay attention to the impact of e-marketing on the purchase behaviour of the customers.
The study has critically analysed all the aspects related to the impact of e-marketing on consumer purchase behaviour for Samsung Galaxy S23. 
1.7 Problem Statement 
The UK electronic sector relies on technological innovation and rapid improvement along with immense competition (Yang and Gus, 2021). In this context, the smartphone market eventually draws the customers' attention as this can provide productivity, entertainment and a sense of connectivity among customers. In this study, the problem statement relies on the effectiveness of marketing on the purchase of the Samsung Galaxy S23 smartphone. It can be stated  that marketing is capable of providing a clear picture related to the company and the features of the product or services to the customer that influence consumer behaviour (Alshuridehi et al. 2023). Therefore, it becomes crucial to analyse what particular factors related to e-marketing impact the behaviour of the UK consumer to purchase S23 smartphone.
1.8 Significance of the Study 
The study signifies that the implementation of e-marketing strategies can provide information related to the products and services that influence the purchase behaviour of the customers. The outcome of the study can further help the leaders and marketing managers of the UK electronic industry successfully implement e-marketing channels to gain the attention of their target audience in order to change their purchase behaviour. Additionally, the challenges and issues related to the application of e-commerce strategies will also help some managers identify the areas that need to be improved to make the process seamless. It is evident, that the implementation of the right e-marketing strategy is capable of creating a good bond between customers and the company which improves customer loyalty (Al-Zyoud et al. 2021). In this perspective, customer loyalty and strategy utilisation of e-commerce can boost the Profitability of the businesses.
1.9 Structure of the dissertation 
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Figure 2: Structure of dissertation
(Source: self-developed)
Chapter 2: Literature Review
2.1 Chapter Introduction 
The below section has the presence of essence to deal with multiple scholarly articles as well as journals so that there is a proper representation of the critical review according to the topic that has been selected. Additionally, the differentiation of the different viewpoints of the authors has been the main focus of the present section so that the mainstream of the section can be reached for the development of a proper understanding. Multiple sources of literature have been reviewed for drawing value on the prevalent landscape of the impact of e-marketing on consumer buying behaviour for smartphones in the electronics industry.  The factors that are associated with e-marketing impacting customers’ decision-making for buying smartphones in the electronics industry have been considered. The challenges have also been determined through the utilisation of scholarly articles so that values were possible to be provided and generate strategies for influencing consumer buying behaviour for smartphones in the electronics industry.
2.2 Conceptual Framework


Impact of E-Marketing on Consumer Buying Behaviour for The Samsung Galaxy S23 Smart-Phone in The UK Electronics Industry
Theoretical Framework

Concept of E-marketing
Factors associated with e-marketing
E-marketing Strategies
Issues and challenges associated with the application of e-marketing strategies

Figure 3: Conceptual Framework
(Source: Self-developed)


[bookmark: _Hlk165113741]2.3 Concept of e-marketing on consumer buying behaviour  
E-marketing most commonly known as digital marketing has brought a revolution to the ways businesses interact with consumers and consumers making decisions regarding purchases. As per the viewpoint of Kaur, Mishra and Mallik (2021), there exists a strong relationship between the purchasing behaviours of customers and e-marketing. On successful utilisation of online platforms strategically, maximum revenues can be generated by a firm. The use of the tools will help have a deep impact on the purchasing decisions of the customers and this will have a big impact in turn. On the contrary, Corsini, Gusmerotti and Frey (2020), have stated that are factors that are considered by customers during e-marketing which affect their purchasing decisions. They tend to focus on the extension of the useful life and proper management of the electronic equipment at the end of the life of the product. Variables like psychological, sociodemographic, and situational factors and the costs associated influence the behaviour of the customers. According to the opinion of Kumar, Konar and Balasubramanian (2020), platforms in social media have a huge role to play in influencing pre-purchase opinions before undertaking the final purchasing decision. Sites of social networking have a huge potential for newer products, services and brands for drawing the targeted customers. 
As stated by Chan (2022), there is a popularity of influencer marketing and social media influencers can help reach the target audiences, raising the brand recognition of smartphones and improving the brand image. There will be space for maximisation of profits by the smartphone brands in the electronics industry in the UK. As shown in the below figure (4), the share of the population of the UK prefers to buy electronics online has risen from 24% to 37% significantly. On the contrary, as per the statement of Salameh et al., (2023), there is a requirement for brand knowledge so that the relationship can be strengthened between e-marketing and the satisfaction of the customers. The smartphone brands in the electronics industry in the UK need to evaluate the importance related to co-creational factors so that the brand can be strengthened towards creating a positive relationship between online communities of brands and satisfaction of the customers. 
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Figure 4: Share of the population purchasing technology as well as electronics through online in the UK
(Source: Beyrouthy, 2023)
E-marketing provides consumers with easier access to products as well as services through an internet connection. The easy form of accessibility along with the convenience will influence the behaviour of the buyers and consumers will be able to browse as well as undertake research at their convenience. As inferred by Alhalalmeh et al., (2022), there is a huge importance on the perceived values of customers and networks of social media towards influencing the purchasing decision of the targeted customers. Electronic marketing has a huge role to play in the buying behaviours that are exhibited by customers. There needs to be a focus on increasing the perceived values of the targeted customers. 
2.4 E-marketing Influencing Consumer Behaviour for Smartphones in the Electronics Industry  
Digital marketing has an important role in allowing companies to remain competitive and improving the overall awareness of a brand and its products. According to the statement of Jossy and Reena (2024), digital marketing is a dynamic form of industry forcing marketers to get actively engaged so that the chosen brand can maintain its competitiveness and be ahead of the rivals present in the market. Releasing information about the new releases of smartphone brands in the consumer industry will be advantageous for the enhancement of consumer involvement and ensuring that brand worth is prevalent. Contrarily as per the viewpoint of Wanniarachchi and Rajakaruna (2022), one of the important issues that may have an association with the program of marketing will be in the usage of different promotional channels for the promotion of products. There may be a problem in establishing coordination within the framework of marketing and the complication is to be solved. Sawaftah, Calıcıoglu and Awadallah (2020), have stated that viral marketing and e-WOM have a deep role to play in the purchasing intention of the customers. There lies a significant impact of e-WOM on the consumers showing buying intent for the smartphone brands in the electronics industry. 
As commented by Taqi (2020), consumers often tend to generate hate and generate negative feelings towards a brand which has been explicitly formed with the help of e-marketing as well as social media platforms. This hate factor has a significant role to play in impacting consumer behaviours. Negative outcomes are obtained and the brand fails to maintain a sound customer-brand relationship. According to the opinion Thakkar (2024), e-marketing has brought a revolution to the landscape of the behaviours of the customers. E-marketing has a huge role to play in impacting individuals interacting with brands and getting involved in purchasing decisions through getting engaged in e-commerce. There lies a multifaceted impact of e-marketing on consumer buying decisions related to smartphone brands in the electronic industry in the UK. As stated by Zhipeng (2022), there is a significant impact of e-marketing of household products during the pandemic as there has been an increase in the trust of the consumers. The smartphone brands in the electronic industry have been affected in multiple ways in the UK and there has been an increase in sales performances. 
E-marketing has paved the way through which smartphone brands in the electronics industry in the UK can employ targeted advertising to easily reach specified segments in the smartphone market. As opined by Aiolfi, Bellini and Pellegrini (2021), the data-driven form of digital advertising undertaken can ensure that the interests of the targeted customers are being addressed. Online behavioural advertising can track the behaviours of the customers and ensure that there is an exhibition of strong purchasing decisions towards the products that are offered by the smartphone brands in the electronic industry in the UK. The tailored advertising that is delivered with the help of search engines ensures that the engagement is driven and there is a successful attraction of the targeted customers. 
2.5 Factors associated with e-marketing impacting customers’ decision-making for buying smartphones in the electronics industry  
Online reviews and ratings are important factors associated with e-marketing impacting customers’ decision-making for buying smartphones in the electronic industry of the UK. According to Nasiri and Shokouhyar (2021), customers depend heavily on online reviews as well as ratings during making decisions related to smartphones. The e-marketing strategies that will be undertaken by the smartphone brands in the electronic industry in the UK must assert managing and promoting positive reviews along with addressing the negative feedback. The favourable reviews and the high form of ratings help contribute to trust as well as credibility and influence the customers to choose a smartphone over others. However, as commented by Shahbaznezhad, Dolan and Rashidirad (2021) social media influence is an important factor and the customers are to be kept engaged through the sharing of content that will be generated for the users. The smartphone brands in the electronics industry provide timely updates about new releases so that customers can be influenced to buy the smartphones. As stated by Tresa Sebastian et al., (2021), recommendations portrayed by influencers through e-marketing have an important role in influencing customers towards decision-making for buying specific smartphone brands in the electronics industry. The endorsement of the influencers tends to carry weight towards the customers and offer a shape to the opinions as well as influencing the purchasing decisions. 
Another important factor associated with e-marketing is the personalised form of marketing. As stated by Chandra et al., (2022) data analytics need to be implemented within the e-marketing as well as consumer insights so that personalised marketing messages can be delivered to the customers. The customer demographics, preferences and past purchasing behaviours need to be analysed so that the marketing campaigns can be tailored based on the requirements of the customers. Contrarily Junaidi (2020), commented that visual content needs to be leveraged within the e-marketing strategies so that the features of the smartphones can be highlighted to the targeted customers. Engaging visuals are to be offered by the smartphone brands in the electronics industry in the UK as the customers tend to visualise them as they are using the products. This will have a high influence on the decision towards making sound decisions towards purchasing the product.
[bookmark: _Hlk165126884]Targeted advertising is another form of factor that is associated with e-marketing impacting customers’ decision-making for buying smartphones in the electronic industry. As per the viewpoint of Junaidi (2020), e-marketing must focus on targeted forms of advertising to reach the specified segments within the smartphone market. The targeted form of advertising has the capability of capturing the attention of the targeted customers and ensuring that they consider the decision related to purchasing the smartphone successfully. There needs to be the proper utilisation of the demographics and behaviours of the customers so that targeted marketing can be undertaken successfully. 
2.6 Issues and challenges associated with the application of e-marketing strategies in influencing consumer buying behaviour for smartphones in the electronics industry 449
There is intense competition within the smartphone brands in the electronic industry in the UK. In views of Wang et al., (2024), smartphone companies in the UK face high challenges in standing out in the competitive markets and grabbing the attention of the customers. The companies are focusing on the introduction of innovation within the e-marketing strategies so that the consumers can be influenced in their buying behaviours. The brands are constantly struggling to capture the interest of the customers and influence the decisions related to purchasing. As shown in the below figure (5), Apple has been the leader in the mobile device market in 2023. On the contrary, as stated by Suleiman et al., (2020), technological advancements pose huge challenges for the strategies of e-marketing.  Keeping pace with the latest features based on the preferences of the customers calls for high adaptation and agility. The smartphone brands in the UK within the electronics industry are facing challenges related to investing in research and development so that they can stay ahead along with deliver products that will resonate with the customers. 
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Figure 5: Market share of leading vendors of mobile devices in the UK
(Source: Laricchia, 2024)
The e-marketing strategies tend to rely on the collection and analysis of customer data for the personalisation of marketing messages and targeting specific segments of audiences. As commented by Aridor, Che and Salz (2020) the concerns related to data privacy like the General Data Regulation in the UK tend to impose high regulations on companies collecting, storing and using consumer information. Maintaining compliance with the existing regulations and maintaining the trust of the customers of the smartphone brands will be a significant challenge during e-marketing within the electronics industry. Contrarily Rondeau et al., (2022), the ad-blocking software that is used by the customers will be a challenge for e-marketers who tend to rely on the display form of advertising to reach the targeted customers. The existing players are facing a struggle to diversify within the e-marketing strategies so that the customers can be kept engaged. As commented by Gasparin et al., (2022), e-marketers are also facing challenges in the delivery of consistent messages as well as seamless experiences through the multiple touchpoints that are readily available. The implementation of omnichannel needs to be undertaken by the smartphone brands in the electronic industry in the UK so that there is coordination and synchronisation prevalent within all the marketing channels. 
The customers are focusing on sustainability and ethical concerns during making decisions related to purchases. From the viewpoint of Shokouhyar, Dehkhodaei and Amiri (2022), the e-marketers are facing problems in navigating the challenges during communication about new products and managing the inventory levels of the older models so that they don’t phase out. There is an immense challenge related to managing campaigns within effective time and ensuring that there is a proper commitment to sustainability. There needs to be the incorporation of sustainability in the e-marketing campaigns so that sound results are possible to be delivered. 
2.7 E-marketing Strategies to influence consumer buying behaviour for smartphones in the electronics industry  
Search engine marketing is an important strategy through which customers can be influenced for buying behaviours in the electronics industry. As commented by Yan et al., (2020), search engine marketing will increase the visit rates of the customers and ensure that there is an exhibition of buying intention. Further, it has been found that consumers tend to generate positive reactions towards the search engine marketing that is undertaken by companies. However, Forghani et al., (2022), cited that digital marketing methods like Pay Per Click and Email marketing can have a deep influence on the purchasing behaviours of the customers within the online platforms. Social media marketing will be another strategy for smartphone brands in the electronic industry in the UK where they can ensure that the buying behaviours of the customers are successfully prevalent. It can be ensured that there will be the presence of brand loyalty and the customer purchase intention will be maximised to a significant level. Etim et al., (2021), stated that the online marketing that will be undertaken will help to ensure that there is proper knowledge of the customers and ensure that the customers are ready to accept the products. There will be the proper awareness and successful results will be feasible to be generated. 
Content marketing also has a huge potential for the creation of content that will be related to smartphones. As commented by Dwivedi et al., (2021) there needs to be a focus on educating the targeted customers about the latest features and this content needs to be shared within social media platforms so that the potential buyers can be engaged. On the contrary, as stated by Carpenter and Bonin, (2020), influencer partnerships will help to allow entering into collaboration with influencers so that the smartphone brands can be endorsed. There needs to be a proper identification of the influencers so that the consumers can be influenced related to their perceptions and driving the decisions related to purchases. Personalised forms of marketing will further make sure that marketing activities are undertaken based on consumer data as well as behaviours. On the contrary Wassouf et al., (2020), customer relationship management is to be used so that the customers can be segmented and targeted messages be successfully delivered. The personalisation will offer an enhancement to the efforts of marketing and ensure that there is an increase in likelihood through the conversion of leads to successful customers. Thus, these are some of the strategies that can be employed by smartphone brands in the UK within the electronic industry. 
2.8 Theoretical Framework 
2.8.1 Theory of Planned Behaviour
The theory of planned behaviour is capable of providing a valuable framework in order to understand and credit consumer behaviour, especially in the context of purchasing electronic products such as the Samsung Galaxy S23 Smart-Phone in the UK electronic sector. The theory suggests that the intention of the individual to perform a particular behaviour is influenced by three major factors such as attitude subjective norms and cursive behavioural control (Sok et al. 2021). Attitude refers to the individual entire assessment of the behaviour in question in this perspective of purchasing a smartphone the attitude of the customer is shaped by their perception related to the future of Samsung Galaxy S23 and its performance design. It is evident, that a positive attitude towards smartphones is capable of increasing the intention of customers to purchase them. Additionally, the subjective norm refers to the social media influence, recommendation of friends and family members and social norms related to smartphone and brand preferences as well. Social media and recommendations of customers and friends help in shaping the purchase behaviour of the consumers the influence sales of the companies (Manzoor et al. 2020).  In case, the individual finds that the Samsung Galaxy S23 is preferred by the majority of the audience then the purchase behaviour of the new consumers will be positively impacted. Apart from that, a person's behavioural control expresses the feelings of the individual related to their capacity to carry out their behaviour.  In the scenario, the information about the product such as of the affordability factor of the smartphone impacts the purchase behaviour to a large extent.
2.8.2 Technology Acceptance Model
The technology acceptance model is considered as one of the effective frameworks for understanding and predicting the acceptance of new technology among users (Rafique et al. 2020). The TAM framework states that the customer's intention in order to use any technology is influenced by major to factors such as perceived usefulness and perceived ease of use. The perceived usefulness eventually refers to the level to which the customers except that utilising any specific technology can enhance the performance in certain task. In this scenario, the features of the S23 and its innovative functions can influence the consumer Purchase Decision. On the other hand, the perceived ease of use refers to the seamless handling of the technology. In the context of utilising the Samsung Galaxy S23 and purchasing the factors such as seamless navigation user user-friendly features act as the perception of ease use. It is evident that, the seamless use of a smartphone increases it's adaptation among consumers (Vandelanotte et al. 2023). In this perspective, it is evident that, by showcasing the usefulness of Samsung S23 along with its compatibility and seamless use of Technology the market is can influence consumer behaviour to a large extent. Seamless usages of the smartphone and its accessibility of the advanced features gain the attention of the customers which ultimately influences the purchase behaviour of the customers. This in turn helps organisations to boost their sales and improve financial stability to an extent. 
2.9 Literature Gap 
There has been a sole focus on the impact of e-marketing on consumer buying behaviour for the smartphone industry in the electronics industry in the UK. On the contrary, the literature has been limited to the identification of other factors like offline marketing on consumer-buying behaviours in the UK. There also has been a limited determination regarding the challenges and there are other challenges that may have an impact in the future. The literature that has been reviewed only presented a piece of limited information and there are requirements for further information in the future. Thus, it can be attributed that these are some of the important gaps that have been observed in the present literature and need to be addressed in the future. 
2.10 Summary  
E-marketing has introduced a successful revolution in the ways businesses interact with consumers and consumers making decisions regarding purchases. The population of the UK that prefers to buy electronics has risen sharply. E-marketing has the capability for the provision of easier access to products as well as services through internet connectivity. E-marketing has affected the smartphone brands in the electronic industry significantly and there has been a rise in sales performance. There are both positive and negative factors of e-marketing that influence consumer behaviours. The recommendations portrayed by influencers through e-marketing have an important role in influencing customers towards decision-making. 
 Engaging forms of visuals are to be offered to the customers so that they are ready to exhibit purchasing behaviours. There are significant issues and challenges associated with the application of e-marketing strategies in influencing consumer buying behaviour for smartphones in the electronics industry. Some of the e-marketing strategies that can be applied to influence consumer buying behaviours by smartphone brands in the electronics industry in the UK are search engine marketing, content marketing and search engine optimisation. The e-marketing strategies rely heavily on the collection and analysis of customer data for personalisation. There may be a challenge in the collection of data and as a result, problems may develop that need to be reduced at the earliest. There is a rise in the concerns related to sustainability and it needs to be focused by the smartphone brands in the electronic industry in the UK. Further, the theory of planned behaviour and technology acceptance model will make sure that there is the presence of successful marketing strategies. 


Chapter 3: Research Methodology 
3.1 Introduction 
This chapter presents a brief overview of the methodical techniques and tools used in this particular research along with detailing the rationale of selection of specific methods. The concept of research methodology entirely deals with formulating research process and this is a systematic and scientific ways of solving research problems by applying knowledge of techniques and methods (Verma, Verma and Abhishek, 2024). Thus, in this chapter, the research methods applied here and the logic behind their application for exploring the impact of e-marketing on consumer purchasing behaviour of Samsung Galaxy S23 smart-phone in the UK have been described. Through this chapter, there is an effort of stipulation of the methodical choices made in this study along with its reasons. 
3.2 Research Onion Model 
The task of designing the research methodology in this research paper has been performed with help of the Research Onion Model, which is the particular framework helping in organizing and explaining different phases involved in this methodological development.  According to Melnikovas, (2018), the Research Onion Model provides an exhausting idea of all the key layers or stages related to designing an effective research methodology and as per the following figure, the Research Onion consists of the key layers of research philosophy approach, research strategy, methodological choice and data collection and analysis techniques. Thus, this particular model has been applied as a tool for assisting in formulating the research design and organizing the work as per the relevant research layers. 

Figure 6: Research Onion Model
(Source: Self-created)
3.3 Research Philosophy 
Research philosophy links with the nature and scope of investigation conducted and development of assumptions in research works. According to Mauthner, (2020), the concept of research philosophy associates to the theories regarding nature of reality and development of knowledge on such reality. Thus, in development of the knowledge-based assumptions about the research topic, a particular philosophical stance helps in collecting necessary information and usage and interpretation of such information (Hasan, 2016). Depending on the nature and scope of the studies, appropriate research philosophy is selected from the basic available research philosophies of Positivism, Interpretivism and Realism. For examining the impact of e-marketing on consumer buying decision of Samsung Galaxy S23 smart-phone in the UK electronics market, in the present research, interpretive philosophy has been selected. 
Application of the Interpretivist philosophy in this research paper is set based on the assumption that analysis of social settings is beyond empirical evidence and objective and therefore requires considering the subjective values, opinions and views. In this research, the interpretive philosophical stance has better facilitated the in exploration of the e-marketing based factors and strategies on which Samsung depends for positively influencing consumer buying behaviour for the product of Galaxy S23 smart-phone. Through using interpretive philosophy, gaining a better subjective perspective of the role played by e-marketing by Samsung in sales of Galaxy S23 and enhancing its popularity in the UK market has been possible because of high concern of this philosophy regarding the in-depth variables and factors related to the context (Alharahsheh and Pius, 2020). This is important to note that interpretive philosophy in this research has considered differences in scopes of using different e-marketing strategies, related factors and their impacts on consumer psychology based on considering different social realities in the UK market.  Thus, according to Junjie and Yingxin, (2022), in this study, interpretive philosophy has helped in interpreting the reality of applying different e-marketing channels (social media, SEO, influencer etc) by Samsung for influencing its consumers in the UK by using narrative data for the research. 
3.4 Research Approach 
Research approach is an important element of research methodology, which illustrates the conceptual procedure and plan of investigating research objectives and doing the research work. As stated by Armat, Assarroudi and Rad, (2018), research approach is associated to the procedural development of assumptions regarding method of collection, analysis and interpretation of data in research. Various research approaches that can be considered for all types of researches include Deductive and Inductive approaches, out of which, for this study, inductive research approach has been selected. Inductive approach along with its inductive reasoning is a particular approach laying emphasize on empirical observations for seeking patterns within them and thereby developing theories based on generalized principles. 
Inductive approach has been utilized in this research for summarizing varieties of secondary information gathered and demonstrating relevance and login in the findings derived. Thus, in development of a clear correlation between the findings from this study and the research topic has been possible with this application (Woiceshyn and Daellenbach, 2018).  Moreover, attaching adequate flexibility to this research for attending closely to the context and development of new theory has been possible by applying inductive approach. According to Zalaghi and Khazaei, (2016), use of inductive reasoning in this research has facilitated inferring a general principle or law through observing specific cases of e-marketing application and strategies by Samsung for influencing consumer buying attitude for its Galaxy S23 smart-phone in the UK. The inductive approach has emphasized on the aspects of deriving conclusions through close observation of the facts of use of e-marketing strategies by Samsung in the UK and which benefits and issues it faces in the process. Thus, moving from specific area of observation to a general view of the aspects has been possible with adopting inductive research approach in this study. Apart from this, application of inductive approach has also facilitated application of qualitative method of data collection in this research work (Zalaghi and Khazaei, 2016).
Since this research has not relied solely on the pre-existing theoretical concepts only for reaching to valid conclusion, there was need of new theory building on the concept of impact of Samsung’s e-marketing on consumer behaviour for specifically the Galaxy S23 product in the UK.  This is why use of deductive approach has been avoided here. 
3.5 Research Method 
Qualitative research method is the specified method for this research, which illustrates a scientific method of research for addressing the specific research objectives with systematic use of the predefined procedures depending on the gathered evidences (McCusker and Gunaydin, 2015). This is a method used in answering research questions about meaning, perspective and experience and such a method is not amenable to measuring or counting.  However, in this specific research, qualitative method has been selected as this has become well-suited to the need of understanding Samsung’s e-marketing and consumer decision related information related to the target market of UK electronics, which was necessary for gaining detailed insight on the subject matter in this research. 
Use of qualitative method in this study has helped in acquiring a complicated textual overview of the underneath factors and challenges of e-marketing strategies by Samsung and thereby mining contextual information on the research topic. In addition, the choice of qualitative method also has enabled helped in exploring the opinions and viewpoints of the experts and practitioners on the impact of e-marketing on consumer buying behaviour for Samsung Galaxy S23 smart-phone in the UK (McBeath and Bager-Charleson, 2020). Thus, it was possible in this research to gain a clear understanding of the research topic and associated maters, which had facilitated the task of drafting findings relevant to the objective and aim of the study. Therefore, the qualitative method has been appropriate and fit considering the scope and nature of this research. 
3.6 Research Strategy 
The strategy of Case Study is selected for this research, which has the focus on conducting an empirical inquiry for investigating the research topic in a real-world context. The case study method in this research has helped in investigating and analysing the specific case of impact of Samsung’s e-marketing strategy on purchasing decision of its consumers for Galaxy S23 smart-phone for specifically the UK electronics industry. This particular method has facilitated in capturing the complexity of the study objectives by maintaining close connection to the core intention and values associated to the subject topic and progression of the research process (Gaya and Smith, 2016). This particular research strategy has been selected to apply here considering its making use of real-time secondary data for exploration of the research aim and objectives.  According to Zucker, (2016), case study research can be performed with single or multiple case studies depending on varied data sources while benefiting from the theoretical propositions previously developed. 
The strategy of case study allowed detail exploration of the e-marketing strategies and related approaches of influencing consumer behaviour for its Galaxy S23 smart-phone in the UK electronics market and the role of such e-marketing strategies in shaping the sales and popularity of the product in the market. A key advantage of deploying the case study strategy in this research has been its effectiveness in enabling gathering of rich and detailed information on the subject matter for addressing the research objectives and questions (Harrison et al., 2017). Apart from this, adoption of the case study strategy had assisted in using the available facts and information on Samsung’s e-marketing activities in the UK electronics market in highly effective ways by depending on the underlying philosophical assumptions while conducting this study (Malhotra, 2017). Thus, gaining important aspects and understandings on the real-life phenomena of strategic application of digital content, SEO technique, digital influencers and social media by Samsung for marketing of Galaxy S23 has been possible with use of case studies in Samsung’s operations in the UK electronics industry. Hence, adoption of the case study research strategy has proved to be highly rational decision for this study considering its scope for the research topic and related explorations. 
3.7 Method of Data Collection and Data Analysis
For collecting information and evidences in case study research, different techniques and approaches are there like Primary, Secondary and Mixed approach of research, out of which, secondary data collection has been the key approach adopted in this research. Extensive search was conducted online based on internet for gaining a range of relevant information on which e-marketing strategies are being used by Samsung in the UK market for influencing its consumer behaviour for Galaxy S23 smart-phone and how these are impacting the consumers for buying the product. For the purpose of secondary data collection, in this study multiple online sources of secondary data have been used, which have facilitated improvement of credibility and reliability of the final findings from this research with the help of exploring key theoretical insights and interpretations. 
The keywords from the research topic and research objectives as e-marketing, Samsung, consumer purchasing behaviour, consumer buying decision, Galaxy S23 smart-phone and UK electronics industry have been used for searching the proper information sources. The considered sources for this research involve secondary journal articles, publications, industry reports, annual reports (Samsung) and news articles (such as Forbes, Guardians, Economic Times). These were the crucial sources for gaining relevant and range of secondary information on the subject topic and associated aspects with the help of Boolean search method. 
	Keywords
	AND
	Keywords
	AND/OR
	Keywords

	e-marketing
	AND
	Samsung
	OR
	consumer

	e-marketing
	AND
	Samsung
	OR
	purchasing behaviour

	e-marketing
	AND
	Samsung
	AND
	Galaxy S23 smart-phone

	Samsung
	AND
	Galaxy S23 smart-phone
	AND/OR
	buying decision

	e-marketing
	AND
	UK electronics industry
	AND
	Samsung


Table 1: Boolean Search Method
(Source: Self-developed)
Use of such secondary data has assisted in conducting a systematic and procedural method of data identification, evaluation and interpretation based on secondary information (Johnston, 2014). Inclusion and Exclusion criteria has helped to select the right articles for the research with pre-developed criteria as follows- 
	Inclusion Criteria
	Exclusion Criteria

	Articles with full PDF or reading access 
	Articles which do not have full access 

	Articles published after 2018 
	Articles published before 2018

	Articles published in English language 
	Articles published in other than English language 

	No dual publications are selected 
	Duplicated publications are eliminated 


Table 2: Inclusion and Exclusion Criteria
(Source: Self developed)
Based on inclusion and exclusion criteria the selected research sources has allowed deploying of already existing theoretical concepts on e-marketing strategy, its impact on consumer behaviour and associated issues and factors related to the UK electronics industry. 
Thematic data analysis method has been used and use of this technique has helped in determining the occurrence of specific concepts relating to the research topic with help of the secondary data gathered. According to Clarke and Braun, (2017), thematic analysis is a systematic procedure of generating themes from qualitative data and its application in this research study has helped in identifying the underlying patterns across the data gathered, which generates a clear significance of such data in relation to the research topic. Open coding from initial findings of case analysis has helped to develop the themes. Thus, use of thematic data analysis procedure has been appropriate for this research. 
3.8 Ethical Consideration 
This research has followed the necessary ethics for secondary research. This research has cited the sources and credited the authors in appropriate places to avoid the integrity issue. The provided information sources are cited properly with the relevant authors and sources. 


Chapter 4: Findings and Discussion
4.1 Introduction 
Samsung, being a South Korean multinational electronics manufacturing company, is operating successfully in the UK electronics and mobile market also with recently launching its Galaxy S23 Smart-Phone with its innovative features and attractive utilities. This chapter will include a detailed case study analysis, followed by conduction of specific theme-based thematic analysis and then further elaboration and theoretical interpretation of the findings for attaining the research objectives. 
4.2 Case study analysis 
The case of Samsung’s operation in the UK market in terms of its e-marketing activities there, its significance for consumer attitude towards the Galaxy S23 Smart-Phone, popularity and demand of the product and its sales are the key areas this case study analysis has shed light on. 
4.2.1 E-marketing strategies adopted by Samsung for its Galaxy S23 Smart-Phone in the UK
Samsung in its UK market, has remained highly focused on making strategic use of digital marketing campaigns with particular application of social media platforms as Facebook, Twitter, Instagram and You Tube, through which its reaches to millions of audiences across the market. For instance, the Twitter page of Samsung Galaxy S23 boasts 12.4 million followers, while the Facebook page has 161 million likes with 6.53 million subscribers of its You Tube channel (Lakshmi, 2024). 
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Figure 8: Samsung e-marketing campaign in Facebook
(Source: Lakshmi, 2024)
SEO based website advertising is a key part of overall e-marketing approach of Samsung in the UK electronics market and its domain authority with 94 score with Samsung Galaxy S23, the product got top position in its ultra keyword ranking (Buildd.co. 2023). 
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Figure 9: Website SEO as Samsung e-marketing for Galaxy S23 Smart-phone
(Source: Buildd.co. 2023)
Apart from this, use of You Tube has been a significant part of the e-marketing function of Samsung for its new Galaxy S23 mobile in the UK as the company launched a You Tube streaming ad showing its brand ambassadors Raheem and Fearne in the style of a classic seasonal event and with new music tracks (Creative.salon. 2023). Apart from this, Samsung has also launched another significant You Tube campaign ‘Share the Epic’ pushed by the creative network of Wieden+Kennedy in the UK and other markets with the aim of enhancing appeal of its Galaxy S23 smart-phone with specifically focusing on the owners of Samsung devices in the markets.  This particular e-marketing campaign has also been accompanied by a storytelling approach regarding the product, its characteristics and values for the users (Glenday, 2023). 
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Figure 10: Samsung's 'Share the Epic' campaign for Galaxy S23 in the UK
(Source: Glenday, 2023)
Influencer campaign through electronic and digital media is another particular e-marketing effort by Samsung for reaching target audiences with its new Galaxy S23 smart-phone across the UK electronics market. For instance, the company is using services of the popular ‘Internet Influencers’ on social media platforms as You Tube and Instagram for promoting its latest products including the Galaxy S23 smart-phone (Lohchab, 2024). Thus, as clear from the above case study analysis, the e-marketing functions of Samsung for its Galaxy S23 smart-phone depends on use of various social media channels to larger extent, followed by applying website and SEO marketing strategy and digital media-based influencer marketing. These types of e-marketing functions have helped Samsung in influencing consumer’s purchasing decision for the product in the UK. 
4.2.2 Impact of such e-marketing strategies on consumer behaviour towards the Galaxy S23 Smart-Phone
Social media-based e-marketing activities by Samsung leaves positive impact on consumer’s decision making and their perception of the Galaxy S23 smart-phone offered by the company in its UK electronics market. Use of various social media-based e-marketing allows the company in reaching diverse audiences across the UK and providing consumers with the opportunity of sharing their experiences on the product by enhancing its visibility on such social media pages. Thus, social media-based e-marketing and related high exposure of the Galaxy S23 smart-phone gives rise to increasing awareness of the consumers towards the unique features of the product as its nightography capability, super HDR selfie camera and others, which enhances their tendency of purchasing the product (Samsung.com. 2023). The You Tube based e-marketing campaign run by the company featuring its brand ambassadors Raheem and Fearne with stunning features had left significant impact on consumer perception of the Galaxy S23 smart-phone, its unique and innovative look and utility features, which played a key role in drawing consumers’ attention to the product and trying this (Creative.salon. 2023). 
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Figure 11: You Tube marketing of Samsung Galaxy S23 Smart-phone in the UK
(Source: Creative.salon. 2023)
The social media influencer marketing policy applied by Samsung in the UK and other markets is generating higher intention of consumers for buying the Galaxy S23 smart-phone by driving product awareness and consumer education to significant extent. For instance, such digital influencer campaigns for this particular smart-phone product was based on 146 collaboration with influencers creating 1574 contents and generation of 19.7 million impressions, engagement and brand awareness in the UK electronics market. Thus, digital influencer campaigns, being a significant part of Samsung’s e-marketing, facilitated positive influence on consumer purchasing decisions of Galaxy S23 phone by effectively showcasing its unique features and reaching wider audience through sharing inspiring stories with help of the influencers (Epidemic.co. 2023). Thus, from overall perspective, the e-marketing campaigns by Samsung caused considerable positive impact on consumers’ purchasing decision of Galaxy S23 smart-phone. 
4.2.2 Demand and sales of the Samsung Galaxy S23 Smart-Phone in the UK
As stated by Taylor, (2023), Samsung’s latest Galaxy S23 series has faced higher demand and increasing sales across Europe and the US Market including the UK. As per the report, Galaxy S23 has surpassed the former series of Galaxy S22 in terms of its popularity and sales as it faced 1.5 times higher sales in the UK and European market compared to the Galaxy S22. The product is aiming more than double digit growth in sales in the UK electronics market compared to its previous series due to its feature of 200-megapixel camera setting. In the UK market, Samsung Galaxy S23 has been one of the most popular high-end android phones, where in spite of its high competition with the Apple iPhones, it managed to acquire the top 10 list in terms of popularity in the UK market (Schoon, 2023). The Galaxy S23 model has excelled all other Samsung smart-phone models in terms of popularity and demand worldwide and similarly, in the UK market also, this product stands out as the shining example of lineup because of a staggering sell of 12.6 million units within just first ten months of 2023 (Abdullah. 2024).  Cutting-edge features, innovation and evolving mobile device features are the key factors why the product Galaxy S23 is dominating the Samsung smart-phone market in the UK electronics industry. 
Galaxy S23 has widely been regarded as success of Samsung in its UK market and has received highly positive reviews of the people and within almost 6 months of launch of the smart-phone, its sales reached to 8.09 million units (Iqbal Shaik, 2023, a). The following figure indicates Galaxy S23 of Samsung is placed at the 5th position of world’s most selling high-end smart-phones, while the product has its place after four iPhone product models. Such a finding has also higher significance in terms its demand and sales hike in the UK electronics market also (Iqbal Shaik, 2023, b). From such perspective of observation, this can be stated that Samsung’s new Galaxy S23 smart-phone has faced huge popularity in the UK electronics market. 
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Figure 12: Samsung S23 Smart-Phone at the 5th place in terms of world's best-selling high-end smart-phones
(Source: Iqbal Shaik, 2023, b)
4.2.3 Issues faced by the company in its e-marketing activities for the product 
In spite of higher sales and popularity of the Samsung Galaxy S23 smart-phone in the UK market, e-marketing activities and related campaigns of the product faced the issue of high-cost image, which can create budget problem for the consumers. Production of a Galaxy S23 smart-phone leads to variant cost of almost $469 as per the analysis of the latest bill of materials (BOM). The key reason behind such high cost is excess costing of its camera and display sub-system along with excess supply and inventory (Counterpointresearch.com. 2023).
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Figure 13: Ultra BOM (Bill of Materials) Share %
(Source: Counterpointresearch.com. 2023)
Such high cost of production is creating problem in its e-marketing operations due to marketing of the high price of the smart-phone product in the UK. For instance, prior to launch of the product in European market, the possibility of high cost became a significant issue for the consumers due to the previous evidences of charging high for the Samsung smart-phone products (Michaels, 2023). Moreover, the possibility of jumping of the price of Galaxy S23 from that of its predecessors also alarmed consumers. This, therefore, created a significant issue for the product’s e-marketing in the UK electronics industry. Apart from this, Samsung also faced issue in gaining adequate range of consumer related data from target markets because of the recent rise in regulations as GDPR (General Data Protection Regulation), which limits the type and amount of information to be collected on customers (Koziolek, 2022). This problem gave rise to the challenge of lack of effective digital content creation for attracting and engaging the consumers towards the Galaxy S23 smart-phone series.  Thus, deployment of the most suitable contents for catching customer attention is a particular problem faced by the company in its e-marketing efforts in the UK market. Another significant challenge faced by Samsung’s e-marketing initiative in the UK electronics market is its too much dependence on marketing of AI-features and innovation of the Galaxy S23 products instead of focusing higher on the user interaction and communication aspects through different e-touch points (Gibbs, 2024). This weakens the e-marketing approach of the company. 
4.3 Thematic analysis  
4.3.1 Theme development 
	Initial key findings
	Developed Themes 

	· Highly focused on making strategic use of digital marketing campaigns
· SEO based website advertising is a key part of overall e-marketing approach 
· Launched another significant You Tube campaign 
· E-marketing campaign has also been accompanied by a storytelling approach
· Influencer campaign through electronic and digital media 
· Applying website and SEO marketing strategy

	Theme 1: Influence of e-marketing on consumer buying behaviour for Samsung Galaxy S23smart-phone in the UK


	· Most popular high-end android phones
· Cutting-edge features, innovation and evolving mobile device features 
· Highly positive reviews of the people 
· Demand and sales hike in the UK electronics market 

	Theme 2: Factors affecting e-marketing of Samsung for Galaxy S23 smart-phone


	· High cost of production 
· Gaining adequate range of consumer related data from target markets 
· Lack of effective digital content creation 
· Catching customer attention is a particular problem

	Theme 3: Challenges and issues faced by Samsung’s e-marketing strategy



Table 3: Thematic Development
(Source: Self-developed)
4.3.2 Theme 1: Influence of e-marketing on consumer buying behaviour for Samsung Galaxy S23smart-phone in the UK
Samsung makes use of different e-marketing channels for influencing consumer decision making in positive ways for purchasing its Galaxy S23 smart-phone products. The company significantly relied on engaging the target audiences to the brand through strategically using social media platforms like Twitter, Instagram and Facebook. Samsung deploys posts of image, product information and videos consistently for helping the customers remembering the brand, which eventually turn them towards the customers and user of that product (Linkedin.com. 2023). In this connection, this is noteworthy that Samsung basically uses interactive marketing tactics through social media application which positively influences perception of consumers towards excellence and utility of its Galaxy S23 smart-phone products. As known from the article by Lakshmi, (2024), Samsung leverages high social media presence in its Facebook, Twitter and Instagram pages, which gives it the opportunity of direct interaction-based influencing of consumers for their conversion to customers. At the same time, Samsung also makes use of SEO marketing as part of its e-marketing strategy, which helps in influencing consumer decision-making through raising the website’s visibility. The following image shows the highest visibility of the words of Samsung and Galaxy in its SEO marketing in the UK electronics market.
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Figure 14: Top Keywords in Samsung's SEO strategy
(Source: Lakshmi, 2024)
4.3.3 Theme 2: Factors affecting e-marketing of Samsung for Galaxy S23 smart-phone
The smart-phone companies like Samsung face the factor of technological complexity due to ever-evolving electronic and digital know-how of marketing communication operations and thus keeping up the pace with such change is a key problem faced by the company when engaging in e-marketing operations in the UK electronics industry. For instance, the nature of interaction with customers in e-marketing has evolved with advent of virtual reality (VR) and augmented reality (AR) and other technologies as well (Bretzfield, 2024). Thus, using detail features of such emerging technologies in e-marketing is a particular factor faced by Samsung when applying e-marketing for promotion of its Galaxy S23 smart-phone in the UK. Apart from this, gaining a detail understanding of market trend by going deeper into customer preference, expectation and want has been another significant factor for Samsung in its e-marketing operations. This particular factor has necessitated Samsung’s use of AI-based analytics for gathering traffic insights from e-communication channels, analysis them and making well-informed decisions, which it applies for personalizing its e-marketing message and contents (Mertens, 2024).  Thus, for effective e-marketing of Galaxy S23 smart-phone in the UK market, personalizing the marketing contest and message is another key factor for Samsung. 
4.3.4 Theme 3: Challenges and issues faced by Samsung’s e-marketing strategy 
This specific theme is highly relevant to the present research context because understanding any key challenge or issues in e-marketing of Samsung can help in perceiving the scope of enhancing e-marketing of Galaxy S23 smart-phone in the UK. The e-marketing activity of Samsung faces the issue of effective and seamless interaction with customers at all touch points due to higher focus of the campaigns on upholding the AI facilities and features of the product (Gibbs, 2024). Thus, maintaining effective interaction with target audiences through various e-marketing touch-points is a key challenge faced by Samsung when marketing its Galaxy S23 smart-phone. Creation of engaging content is also a major issue for Samsung’s e-marketing operations. Without creating reliable and valuable contents in e-marketing, Samsung cannot win attention of the customers towards its Galaxy S23 smart-phone and its utility and innovative features in the UK (Helfrich, 2022). These sorts of challenges are faced by Samsung in e-marketing of the product in the UK market. 
4.4 Summary 
Analysing the case study of Samsung in the UK electronics market and the thematic analysis of the data collected presents significant direct understanding of e-marketing efforts, strategic adoption and issues faced by the company for influencing consumer purchasing decisions for the product. Therefore, this chapter presents significant understanding of the basic result of his research work for reaching to valid conclusion. 


Chapter 5: Discussion 
5.1 Introduction 
This research has the aim of understanding impact of the company’s e-marketing on buying behaviour of its consumers for this particular product in the UK based qualitative secondary research method. In the present chapter, the key discussions have been presented based on the secondary analysis of case study for determining the significance of e-marketing effectiveness on purchasing behaviour for the Samsung Galaxy S23 smart-phone and associated aspects.
5.2 Discussions 
5.2.1 The current e-marketing strategies in the UK electronics industry
As reflected from the case analysis, in the UK electronics industry, Samsung highly relied on conducting digital marketing campaigns through social media as You Tube, Facebook and Twitter for promoting its Galaxy S23 smart-phone, which helped the company in reaching millions of target customers in the market (Lakshmi, 2024). This case study-based fact finds support in thematic analysis stating Samsung’s use of attractive social media post, image and videos for influencing the UK consumers (Linkedin.com. 2023). In the literature review, however, Forghani et al., (2022) had stated that digital marketing strategy in the UK electronics industry encompass Email marketing and Pay-Per-Click strategy for influencing consumer buying behaviour. This finding therefore differs from the case study and thematic analysis-based finding in terms of mention of different digital marketing channels by Samsung. 
As per the case study analysis, SEO based website marketing is a key strategy of Samsung’s e-marketing for Galaxy S23 smart-phone in the UK, which again finds mention in the thematic analysis-based findings stating that Samsung uses SEO for enhancing visibility of Galaxy S23 related search in its website (Lakshmi, 2024). In the literature review also, it is mentioned that search engine marketing plays important part in e-marketing of smart-phones for increasing customer visit rated and thereby enhancing their buying intention (Yanet al., 2020). This is a clear similarity between the findings. On other hand, the case study analysis highlights strategic use of social media-based influencers by Samsung for marketing of Galaxy S23 smart-phone (Lohchab, 2024). The finding from literature review that for effective endorsement of the smart-phone brands, influencer partnership is used in the UK electronics industry shows similarity of the facts here (Carpenter and Bonin, 2020). This also reflects similarity of findings from the case study and the literature review. 
5.2.2 How e-marketing impact consumer buying behaviour for Samsung Galaxy S23smart-phone in the UK electronics?
As identified in the case study analysis, use of various e-marketing channels helps Samsung in influencing consumers’ purchasing behaviour by enhancing visibility of its product and brand and highlighting the unique features of Galaxy S23 in effective ways (Samsung.com. 2023). Findings from thematic analysis also reflect that through e-marketing Samsung can constantly provide product images, information and videos to target audience for reminding them of the Galaxy S23 product and values (Linkedin.com. 2023). In the literature review, Jossy and Reena (2024) also have mentioned similar thing by stating that digital marketing helps the marketers in enhancing consumer engagement by providing them information of the new product release and features. Therefore, a striking similarity between the findings is noticed here. 
The case study-based fact shows that e-marketing of Samsung positively influences customers’ purchasing intention of Galaxy S23 smart-phone by sharing inspiring stories with the help of digital influencers (Epidemic.co. 2023). In contrast, finding from the literature review indicates that e-marketing has tremendously positive impact on consumer behaviour in terms of getting them involved in e-commerce, which increases their tendency of buying smart-phones in the UK electronic industry (Thakkar, 2024).  This is therefore a dissimilarity of findings because of mention of the contrasting factors of digital influencers and e-commerce engagement. Apart from this, as found in the case study analysis, despite of facing high rivalry from the Apple iPhones, the Samsung Galaxy S23 has achieved place in the top 10 list in the UK (Schoon, 2023). As stated by Lakshmi, (2024) in the thematic analysis, social media marketing-based direct interaction with customers helps Samsung in conversion of audiences to customers of Galaxy S23 smart-phone. As per the finding from literature review, e-WOM plays significant role in positively influencing purchasing intention of customers (Calıcıoglu and Awadallah 2020).  All these findings have clear similarity from the point that these reflect positive impact of e-marketing on consumer purchasing attitude of Galaxy S23 smart-phone in various ways. 
5.2.3 What are the factors affecting decision-making of customers for buying the Samsung Galaxy S23 smart-phone in the UK?
As per the finding from thematic analysis, personalised marketing message and contents based on analysis of market trends and customer preference is a key factor influencing success of e-marketing of Samsung Galaxy S23 smart-phone in the UK (Mertens, 2024). Finding from the literature review also indicates towards data-analytics based personalised forms of e-marketing as a vital factor for affecting consumer decision-making (Chandraet al., 2022). This is a clear similarity of the findings. On other hand, the factor of visibility of product image, message in social media page is mentioned in case study analysis, which finds support in the literature review also with mention of the importance of high visibility of visual content as a strategy of e-marketing for the smart-phone companies in the UK (ContrarilyJunaidi 2020). This is, therefore, another key similarity of the findings from the study. 
Keeping pace with ever-changing and emerging marketing communication technologies like AR and VR has been identified in thematic analysis as significant factor influencing e-marketing effectiveness of Samsung in the UK (Bretzfield, 2024). In contrast, in the literature review, Dolan and Rashidirad (2021) have mentioned the factors of social media influence and effective sharing of contents with customers.  Hence, these findings are not similar and show contradicting viewpoints. 
5.2.4 What are the challenges faced by the e-marketers in influencing consumer buying behaviour for the Samsung Galaxy S23smart-phone?
The finding of the thematic analysis mentions that Samsung for marketing of its Galaxy S23 smart-phone in the UK faces the challenge of maintaining seamless effective connection with customers through e-marketing channels (Gibbs, 2024). The literature review-based finding also mentions similar challenge of ensuring seamless experience for consumers at different touch-points (Gasparin et al., 2022). Therefore, the findings are quite similar. On other hand, the case study analysis points out the issue of negative impact of marketing high-cost product like Galaxy S23 to the UK customers that affected customer intention of buying the product because of its high price (Michaels, 2023). This particular finding is contradicted by the finding from literature review stating that online negative comments by the customers creates significant challenge in e-marketing efforts of Samsung in the UK electronics market (Taqi 2020). Hence, in spite of all significant findings, lack of similarity between them is clear in this case. 
As found from the case study analysis, regulatory barriers like GDPR in the UK electronics industry and e-marketing is a significant issue faced by Samsung in marketing its Galaxy S23 product, which restricts the type and extent of information collection for creating contents for e-marketing (Koziolek, 2022). Finding from the literature review also indicates quite similar issues due to data privacy related General Data Regulation for e-marketing of the UK smart-phone companies (Aridor, Che and Salz, 2020).  Thus, in both cases, the findings are totally similar. On other hand, finding from the case study analysis points out the issue of lack of Samsung’s focus on improving the interaction points with customer in e-marketing efforts because of excessive emphasise on promoting the AI-features of Galaxy S23 smart-phone (Gibbs, 2024). However, finding from the literature review indicates that the UK smart-phone companies face the challenge of grabbing customer attention by using innovative e-marketing strategies in the face of high competition in the market (Wang et al., 2024). Both these findings are vital but show dissimilarity of facts.
5.3 Summary 
The entire chapter offers significant insight into the key findings from this research study by applying the approach of comparing and contrasting the facts for more effective understanding of the underlying significance of the findings. This has helped in easier comprehension of the range of findings from this research along with perceiving the basic similarities or differences between such findings. 

Chapter 6: Conclusion and Recommendations 
6.1 Conclusion 
This research had the main objective of examining the impact of e-marketing on consumer buying behaviour for Samsung Galaxy S23 smart-phone in the UK electronics market and the study finds crucial importance of various e-marketing campaigns of the company for increasing customers’ tendency of purchasing this particular product in the market. The study reveals significant positive impact of social media, SEO and digital influencer-based e-marketing by Samsung on impressing customers for buying Galaxy S23 smart-phone. Moreover, e-WOM and digital contents also play significant role in this respect. Visibility of page, effective content, technological complexity and social media influencer are the main factors influencing Samsung’s e-marketing in the UK. However, this is important for the company to find suitable solutions to the associated challenges of e-marketing for influencing consumer behaviour as marketing of high-price product, maintaining seamless connectivity at all touch-points, and regulatory barriers (GDPR) in a highly competitive marketplace. 
6.2 Linking with Research Objectives 
The findings from the study have been linked to the key objectives of the research for understanding how the objectives have been met. 
Objective 1: Investigating how e-marketing influences consumer buying behaviour for the Samsung Galaxy S23smart-phone in the UK
The study finds that use of a range of social media marketing (Facebook, You Tube, Twitter and Instagram) channels along with deployment of SEO-based website visibility technique by Samsung influence consumer decision for buying the Galaxy S23 smart-phone positively in the UK. Apart from this, the research also finds that Samsung in the UK electronics market makes strategic use of digital influencers, which creates significant appeal for the target customers for engaging to the brand and making purchase of the Galaxy S23 smart-phone. Moreover, as per the findings, use of attractive online contents, visuals and videos capture attention of the target audiences, which also plays significant role in influencing their decisions regarding purchasing of the Samsung Galaxy S23 smart-phone product. Thus, the first objective of the research is addressed. 
Objective 2: Exploring the main factors associated with e-marketing, which impact customers’ decision-making for buying the Samsung Galaxy S23smart-phone in the UK
The research identified several significant factors like changing technological application with emergence of new technologies and related complexity, personalizing marketing message based on well-researched knowledge of market and maintaining high visibility of the pages and visuals for e-marketing success of Samsung in the UK market. Apart from this, the factors of online review by the customers and proper use of digital influencers are also there affecting consumer behaviour for Samsung Galaxy S23. Amidst the tough competition in the UK electronics market, Samsung has to ensure effective addressing of these factors for successfully deploying e-marketing to influence buying decision of consumers for the product. This, the second objective is addressed. 
Objective 3: Identifying the issues and challenges associated with applying e-marketing strategies in influencing consumer buying behaviour for Samsung Galaxy S23Smart-Phone
As identified from this research, in its e-marketing efforts of Galaxy S23 smart-phone in the UK market, Samsung is facing the issues of maintaining seamless connectivity with customers through digital channels, regulatory guidelines as GDPR, related data privacy issue and constantly offering product information through innovative e-marketing strategies in the face of stiff competition. The study also finds that marketing of high price Galaxy S23 product is causing negative impact on buying intention of customers in the market in some cases. Thus, the third objective is addressed. 
6.3 Recommendations 
Considering the challenges faced by Samsung in its e-marketing for influencing consumer buying behaviour towards Galaxy S23 positively, the following recommendations have been made for the company to follow,
· For mitigation of the issue of GDPR (General Data Protection Regulation), Samsung in the UK electronics market should take the step of advanced technology-based data protection and security measures. Thus, advanced security features as built-in-two-factor authentication, biometrics and enclave security technology can be adopted by Samsung for putting in place technical and physical safeguards for keeping its market, consumer research-based information safe (Intel.com. 2019). 
· Samsung is facing the issue of providing personalized digital contents through e-marketing for promotion of Galaxy S23 smart-phone in the UK. For mitigating this issue, AI and Machine Learning based content personalization strategy can be adopted, which will enable Samsung in analysis of vast data amount for gaining insight into consumer preference and needs (Gujar, 2024). Thus, Samsung can more effectively influence consumers for buying Galaxy S23 by using more personalized contents. 
· Along with its high focus on upholding the AI-features of Galaxy S23 through e-marketing, Samsung also requires further enhancement of its electronic and digital marketing communication infrastructure for ensuring seamless interaction with customers across touch-points. The company should focus on applying Data Science (DS) technique for strengthening analytical feature of its digital marketing techniques, which can help in relevant and ready information-based optimization of customer interaction and real-time communication with target audiences in the UK (Saura, 2021). Moreover, applying the advanced technology as AI, blockchain and machine learning as part of its DS technique can help enhancing related application features. 
· In case of the challenge of e-marketing of the high price Galaxy S23 smart-phone in the UK market, Samsung can adopt the strategy of higher focus on latest tech-based design and utility features of the phone along with enhanced value proposition of the product through creating attractive visuals, contents, video streaming and market8ng messages. This will help Samsung in justifying the high price of the product in relation to its highly advanced featured. 
6.4 Research Limitation 
Due to the limited scope of this study and time constraint and also for the reason of avoiding consent and ethical implication related complexities, this research paper has not used primary research method. Use of qualitative or quantitative data could have facilitated in collecting data directly from the respondents as marketing managers of Samsung or customers of the company, which might have enhanced overall standard of the research outcome due to involvement of direct experience-based first hand data from the respondents. Apart from this, this research has been limited within collection and analysis of data only on Samsung’s e-marketing for a particular product instead of closely comparing the e-marketing strategies and issues for its key competitors like Apple and Oppo. This is another limitation of the study.  
6.5 Practical implication and future scope
The outcome of this research is significant for helping the management and leadership in Samsung for understanding the key strengths and limitations of its e-marketing initiatives for influencing consumer buying decisions for Galaxy S23 smart-phone, based on which, Samsung can closely follow the recommended measures along with other possible steps for enhancing its e-marketing effectiveness for positively impacting buying behaviour of consumers. 
Further scope is there for future study on a comparative analysis of e-marketing effectiveness of Samsung and its competitors for influencing consumer buying attitude in the UK or other global markets. Such a study can also look into a comparative strength and effectiveness as well as issues of various e-marketing strategies applied by the companies for their latest smart-phone series. 
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