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Chapter 1: Introduction
Digital marketing is a fundamental piece of any fruitful business procedure. A type of showcasing utilizes the web and other computerised innovations to reach and draw in clients. Digital marketing has become the most effective way to get and attract customers as it is cost-effective and provides a higher Return on Clients (ROI) than traditional marketing methods. This research proposal aims to examine and explore the impact of digital marketing on consumers' decision journeys and to identify more efficient strategies.
Significance of the Topic
	Digital marketing is increasingly becoming a vital part of modern marketing strategies for businesses of all sizes. It allows businesses to reach a wider audience, engage customers, and generate more leads and sales. Additionally, it will enable companies to build and maintain relationships with existing customers and identify new potential customers. As such, they understand the impact of digital marketing on consumers' decision journeys is essential for businesses to maximise the effectiveness of their digital marketing strategies.
Purpose of the Research
This research aims to understand how digital marketing affects consumers' decision journeys. Additionally, this research will attempt to identify the strategies that are more efficient in engaging customers and driving sales.
Research Aim, Objectives, and Research Questions
	This research aims to investigate the impact of digital marketing on consumers' decision journeys. The objectives of this research are to:
· Study the effects of digital marketing on consumers' decisions.
· Analyse the factor of digital marketing in the present era.
· Identify the advantages of digital marketing on business sales.
The research questions for this research are:
· What is the impact of digital marketing on consumers' decisions?
· How does digital marketing attract more consumers for organisations?
· Which strategies are more efficient?
Chapter 2: Literature Review
Digital marketing utilizes digital communication channels, such as the internet, social media, mobile phones, email, and other digital media. It is an effective way for businesses to reach and engage customers, generate leads, and increase sales. According to Connor (2020), digital engagement strategies and tactics incorporate substance promoting, site improvement, web search tool advertising/pay-per-click, virtual entertainment showcasing, member, powerhouse promoting, email advertising, versatile showcasing, a video showcasing, and sound advertising.
Hall (2020) states that advanced advertising can target individuals in view old enough, orientation, pay level, area, work title, and interests, and the sky is the limit from there. Moreover, examination instruments related to stages, for example, Facebook and Google, give knowledge into the qualities of individuals who follow a particular organisation page or site.
According to Company (2014), the benefits of digital marketing include a rising degree of engagement, the capacity to get around regional restrictions, a high level of quantification of findings, the capability to identify and segment customers, and a good standard of customisation of adverts. It also covers enhancing speed and convenience, establishing basic requirements and advantageous requirements for virtual entities, enabling businesses to reach more consumers by using social networks, boosting page views, promoting consumer interactions and communication, and aiding the tracking and analysis of competitors' moves. Finally, it looks at ways to improve oversight and rectification in the planning and execution of different marketing programs, the possibility of minimizing the amount of time to plan for and perform market analysis, and appropriate for beginners and existing companies.
Kim (2017) conducted a comparative analysis of digital marketing strategies in the fashion industry. Through qualitative research, Kim was able to conclude the effectiveness of digital marketing strategies and the importance of customer segmentation in the fashion industry. The research results indicated that digital marketing strategies such as email campaigns, social media marketing, and mobile marketing are effective ways to reach customers in the fashion field. Additionally, the research showed that customer segmentation is an important factor in the success of digital marketing strategies. Overall, Kim's (2017) research provides valuable insight into the effectiveness of digital marketing strategies in the fashion. The research demonstrates the importance of customer segmentation and provides evidence of the effectiveness of digital marketing strategies in the fashion industry.
Bowman and Narayanan (2018) examined the use of digital marketing strategies by small businesses and their effects on the success of these businesses. Specifically, the authors surveyed small business owners to assess their current use of digital marketing, their perceived effectiveness on their business success, and their challenges in using digital marketing. The survey results revealed that small businesses are increasingly using digital marketing and perceive it to impact their business success positively. The authors also identified challenges small businesses face in implementing digital marketing, such as limited budget and lack of experience. The authors conclude that digital marketing can improve small business success, but challenges must be overcome for digital marketing to be effectively implemented.
Nonetheless, there are likewise detriments to computerised promoting, for example, making business associations an 'open book' for contenders, the need to construct associations with a shopper whom you don't find face to face, computerised showcasing efforts being seen as unserious, and the web-based standing of organizations being obliterated by regrettable input. Further, the absence of customer trust, over-burdening the web space with internet publicising messages, computerised showcasing not being reasonable for a wide range of items and administrations, and advanced promoting should be profoundly subject to methods and innovation. At last, utilization of improper computerised apparatuses and applications, absence of clear measures for picking advanced instruments in promoting efforts, and trouble in staying up with the latest data in the developed world, all the time, progressive advertising efforts are created and directed without lining up with the general showcasing technique of the organisation, and accentuation on specialised arrangements to the detriment of content.
Research Methods and Methodology
This research will adopt a positivist research philosophy based on the belief that social phenomena can be studied objectively and that the researcher is independent of the research subject, as stated by Patoli (2021). A deductive research approach will be used, as the research aims to test existing theories and hypotheses. Furthermore, a quantitative research methodology will be used, as this research will focus on collecting and analysing numerical data.
The research strategy employed in this research will be survey-based, allowing the researcher to collect data from many participants conveniently and relatively quickly. As such, a convenience sampling method will be used, and the participants will be asked to fill out an online survey.
The information gathered will be dissected utilising enlightening insights and inferential measurements. Enlightening measurements will be used to summarize the report, while inferential insights will be utilized to test the speculations and reach inferences.
The research is expected to take approximately three months to complete. The proposal considers ethical considerations of the study into account, such as ensuring that participants' responses are kept confidential and not shared without their prior consent.
Gantt Chart
	Task
	Duration

	Research Preparation
	1 week

	Data Collection
	1 week

	Data Analysis
	2 weeks

	Drafting Research Paper
	4 weeks

	Ethical Considerations
	2 weeks

	Finalizing Research Paper
	1 week

	Submission of Research Paper
	1 week



Chapter 4: Conclusion
[bookmark: _GoBack]This research proposal outlined the aim, objectives, research questions, and research methodology that will be used to investigate the impact of digital marketing on consumers’ decision journeys. The research philosophy, paradigm, approach, and strategy used for the research were also discussed. The results of this study will likely provide insights into the impact of digital marketing on consumers' decision journeys and identify more efficient strategies.
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