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[bookmark: _Toc162384193]Introduction
In the present era of intense technological advancement for business purposes, the use of the internet and digital marketing has become an integral element of business operations while an increasing percentage of global consumers prefer to gain product information and purchase products online (Waheed, Yang and Rafique, 2017). Krypton and Naldo, (2018) mentioned the positive impact (psychological, social and personal) of e-marketing functions on consumers' impression and their willingness to buy a product because e-marketing-based interaction with brands turn them happier by having required amount necessary product information readily.
[bookmark: _Toc162384194]Research Background
In terms of influencing consumers behaviour positively towards specific products/services, the use of e-marketing has been specifically relevant because e-marketing influences buyers’ behaviour by earning higher reach of customers through various relationship-building channels working between the marketers and consumers (Riyadi, 2021).This higher usefulness of e-marketing channels as customer relationship-based tools for affecting consumer decision-making has vitalized e-marketing applications for companies. Similarly, e-marketing has also gained higher significance in the UK electronics industry for influencing consumers’ choice and decision process positively considering huge expansion scope of the industry being worth of £78 billion presently (Nitronics.co.uk. 2023). Advanced tech-powered smartphones, being one of the most significant components of the UK electronics market, the Samsung mobile devices hold the second highest position in the industry in terms of market share (30% after Apple with its 50% share as shown in figure 1) (Laricchia, 2024). 
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Figure 1: Samsung Mobile market share in the UK Electronics Industry
(Source: Laricchia, 2024)
The Galaxy S23smart-phone is the latest mobile introduced by Samsung in the UK market during 2023 with its premium features and advanced tech-based utilities and design features (News.samsung.com. 2023). From the viewpoint of the increasing popularity and demand of the Samsung mobiles in the UK electronics market, this is obvious that positivelyinfluencing consumers' minds and there purchasing behaviour as a whole through effective e-marketing operations can facilitate huge demand for this new smart-phone product of Samsung in the market.Therefore, this is important to investigate how exactly the use of e-marketing channels helps the marketers in influencing consumer behaviour more effectively for buying the Samsung Galaxy S23smart-phone in the UK electronics industry.
[bookmark: _Toc162384195]Problem Statement
Advertising through electronic media can achieve consumer attention more proactively through the smooth and consistent delivery of required information and this swift dissemination of information facilitates enhanced organizational sales based on achieving higher range of customer-base (Waheed and Jianhua, 2018).However, lack of particular information on behaviour of customers are affected by e-marketing in the UK electronics industry for buying the product of Samsung Galaxy S23smart-phone is the specific problem in this proposed study.As mentioned by Kaushik and Prativindhya, (2019), the effectiveness of e-marketing lies in its ability to offer in-depth knowledge of products and brand to the customers, which helps the customers in deciding the best for them. However, which particular factors relating to e-marketing impacts the buying behaviour of the UK consumers for Samsung Galaxy S23smartphones is a particular matter to explore here. Hence, gaining UK electronics market-specific understanding regarding electronic marketing and how this influences decision-making of consumers is the particular problem here.
[bookmark: _Toc162384196]Research Aim and Objectives
This research will have the aim of understanding impact of e-marketing on buying behavior of customers for purchasing the Samsung Galaxy S23smart-phone in the UK Electronics Industry. 
The main objectives will be,
· To investigate how e-marketing influences consumer buying behaviour for the Samsung Galaxy S23 smart-phone in the UK
· To explore the main factors associated with e-marketing, which impact customer’s decision-making for buying the Samsung Galaxy S23 smart-phone in the UK
· To identify the issues and challenges associated with applying e-marketing strategies in influencing consumer buying behaviour for Samsung Galaxy S23 smart-phone in the UK
[bookmark: _Toc162384197]Research Questions
· What are the current e-marketing strategies in the UK electronics industry?
· How does e-marketing impact consumer-buying behaviour for Samsung Galaxy S23 smart-phone in the UK electronics sector?
· 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 can the challenges be mitigated to enhance e-marketing effectiveness for impacting consumer buying behaviour for the product?
[bookmark: _Toc162384198]Significance of the Research
The outcome of the research is likely to assist marketing professionals, leaders and managers in the UK electronics industry to identify how the use of different e-marketing channels facilitates them in impacting target customers’ buying behaviour and decision-making and the sorts of challenges they actually confront in the process. As stated by Braley (2022), without creating a clear internal messaging and larger digital conversation system with consumers, application of e-marketing function by e-commerce businesses cannot achieve the desired success. Accordingly, this proposed study will allow the leaders in the UK electronics market to pinpoint such challenges reducing effectiveness of e-marketing for impacting consumer purchasing behaviour, and thereby, taking strategic steps for influencing consumers’ decision-making in more creative ways through e-marketing activities in future.
[bookmark: _Toc162384199]Literature Review
The concept and strategies of e-marketing 
As stated by Jahan, (2022), the concept of e-marketing means different components of marketing operations and their movement to effective computerized environment, which helps the marketers in building and nurturing customer relationships through electronic platform-based interaction with consumers. Riyadi (2021) had mentioned that e-marketing is not limited within use of website, internet and electronic mail but this involves the strategies of using intranet, mobile phones and extranet also.  On other hand, according to Etim et al. (2021), e-marketing strategies also involve using wireless communication channels like WLANs, microwave network, satellite communication, cell phones and wireless sensor networks.
Impact of e-marketing on consumer behaviour (CB) of electronics products and related challenges 
Qtaishat (2022) had studied the effects of e-marketing on CB and finds that e-marketing is a major means for influencing the purchasing decision of customers, who get highly influenced by technological developments leveraged by e-marketers. In contrast Adam et al., (2022) had mentioned that during the recent Covid-19 pandemic, e-marketing channels like social media, mobile, website, digital apps and others highly influenced consumers’ minds in terms of perceived ease of use of electronic media for gaining information and directly interacting with brands. In this connection, Thakkar (2024) forwarded the view that different e-marketing channels like mobile, content marketing, email, social media and influencer marketing affects consumer buying decision in terms of higher accessibility, convenience, information availability, personalized information and scope of comparison of products or price online readily. According to Salome and Ofunre (2019), high cost of getting connected because of technological infrastructure, poor internet infrastructure, and poor experience of staffs and need of consistency in marketing message in various media are some of the main challenges of e-marketing. 
Theory and Models
Theory of Planned Behaviour
As per this theory, use of digital contents, online image or messages influences consumers’ attitude (positive or negative feelings for engaging to the channels), subjective norms and perceived behavioral control (perception of ease of using e-marketing channels) (Mapunda, 2021). Thus, consumers get influenced by marketing messages, images or contents offered by e-marketing channels. 
Technology Acceptance Model
As per this theory, social media, website, mobile, email and other forms of e-marketing affect consumer attitude in terms of how they perceive its usefulness and easiness of use of the electronic media for gaining readily available product brand information and scopes of online compares of information of different products (Valencia et al., 2019).
[bookmark: _Toc162384200]Research Methodology
In this present section the research methods will be proposed that can help this proposed research to gather and represent data properly. For this reason, research onion model will be implemented to formulate different phases of research methods. The following figure 1 of research onion has helped in understanding the justification behind the selected research tools for this proposed research. 

Figure 1: Research Onion framework
(Source: Saunders et al., 2007)
Research Philosophy
Research philosophy implies specific beliefs regarding reality of a situation or context that is under investigation and this is associated to the task of assumption of knowledge to be applied for conducting research. Thus, selection of appropriate philosophical stance can have direct impact on contribution to the theoretical as well as practical outcome from a study (Mauthner, 2020). Out of the basic research philosophies of Positivism, Interpretive and Realism, the proposed study will adopt Interpretivism philosophical approach.
The use of interpretivism philosophic stance will allow this proposed research in gaining more detailed perspective of the subject of association between e-marketing and consumer behaviour by creating scope of in-depth examining of the variables and factors related to e-marketing functions and decision-making process of customers in the UK electronics industry (Alharahsheh and Pius, 2020). Interpretive philosophy will particularly facilitate inclusion of richness in the insights gained from this study by providing the UK electronics market-based specific understanding in relation to consumer behaviour and purchase of Samsung Galaxy S23smart-phone.
Research Approach
The approach of research is linked to a general plan and procedure to be applied for conduction of a study and this spans wider variety of steps ranging from broader speculations to detailed technique of data gathering, interpretation and analysis in research (Armat, Assarroudi and Rad, 2018). The choice for research approach depends on the actual issue to be addressed and scope and nature of the problem associated. Inductive approach of approach will be applied in this paper. 
Inductive reasoning approach in this proposed research will facilitate inferring general understanding regarding the UK electronics market specific e-marketing factors and challenges through observing specific cases. Thus, inductive approach will be of particular help in theorizing the occurrences of e-marketing practices by the UK electronics market leaders and its impact on consumer behaviour for buying Samsung Galaxy S23smart-phone in new ways based on thorough observation (Zalaghi and Khazaei, 2016). Use of inductive approach is this study will be suitable considering lack and limitation of previous theories or research-based findings on use of e-marketing by the UK electronics industry specifically for impacting consumer behaviour (Armat, Assarroudi and Rad, 2018). As the research will have key focus on new theory building based on observation instead of sticking to generalized assumptions or existing theories of past, use of deductive approach will be avoided.
Research Method
For assessing influence of e-marketing on purchasing behaviour of customers for Samsung Galaxy S23 in the UK, this proposed research will consider application of qualitative secondary method. Qualitative method is this study will work as a naturalistic method of inquiry with its aim of development of a detailed understanding about types of social phenomena in its natural understanding (Mohajan, 2018). Use of qualitative secondary method will focus on the key aspects of ‘why’ instead of ‘what’ regarding the phenomenon of use of e-marketing channels by the UK electronics companies for influencing consumer decision-making for buying the Samsung Galaxy S23 mobile. Apart from this, applying qualitative method will also allow the proposed research in adapting to new information based on collected data and thereby becoming entrenched in the investigation by gaining a holistic view of the topic (Rutberg and Bouikidis, 2018). Qualitative method, here, will not associate to any statistically logical procedure for gaining insights into relevant data. 
Research Strategy
Case-study research strategy will be adopted involving use of existing data in investigation of the research topic and the key emphasize of the method will be on collating and summarizing past data for enhancing overall effectiveness of this study in context with real world data (Harrison et al., 2017). The case-study research will be conducted based on gathering data on various e-marketing channel utilized in the UK electronics industry by Samsung from single or multiple case studies. Impact of these e-marketing channels on consumer behaviour and such data will be collected from research reports, industry case reports, and Samsung S23 smartphone related case studies available over the internet. This case-study research will facilitate faster data collection from range of relevant sources.
Method of Data Collection and Analysis 
Secondary method of collecting data will be used in this paper. The secondary method of data gathering will involve reviewing relevant secondary sources for information and thereby gaining data from investigation conducted by others formerly in the specified interest area (Johnston, 2014). Under this process, a range of academic research papers, journals, research articles (such as Xplore, Science Direct,Sage, ResearchGate, along with Open Access Journals) and industry reports will be used for gaining required information between the year 2019 to 2024. It will be done with the help of specific key words like e-marketing, digital marketing, electronics industry, UK market, consumer buying behaviour, customer decision-making, and Samsung S23 mobile. 
Thematic data analysis method will be used based on designing specific themes in compliance with the research objectives. According to Riger and Sigurvinsdottir (2016), this will help in closely examining data and thereby identifying common patterns within such data for a better understanding of the subject matter.
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