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Abstract 
The current study aimed to investigate the extent of the introduction of impact E-Marketing has on consumer decision-making when purchasing products, with a focus on the role of social media, platforms, and advertisements, lifestyle, consumer decision, many things in the research study where discussed that have an impact on consumer decisions through electronic marketing. Understanding how electronic marketing strategies shape individuals’ behaviour is essential for companies seeking to attract audiences online and convert them effectively. As for the research method, the data was collected. Qualitative research was used, asking questions about electronic marketing and consumer behaviour, while analysing the data collected from research, online studies, and consumer behaviour studies. The findings reveal that social media platforms serve as influential channels for brand discovery and engagement, with peer recommendations and influencer endorsements significantly shaping consumer perceptions and purchase intentions. Targeted advertisements tailored to individual preferences and behaviours were found to enhance brand visibility and drive conversion rates. Additionally, online reviews emerged as credible sources of information that impact consumer trust, credibility, and purchase decisions. Also, Discussion of the implications of these findings underscores the importance of strategic E-Marketing initiatives in fostering meaningful connections with consumers and driving brand loyalty in the digital age. Businesses that prioritize personalized marketing strategies, authentic engagement, and reputation management stand to benefit from the positive impact of E-Marketing on consumer decision-making, and it shows how companies have improved their strategy with the Internet in the electronic market in promoting and distributing products with innovative and unparalleled ways to collect data through customer support.
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The internet has made the world a small global village, and it plays a major role in people’s lives (Yeshashwini, 2022), with the help of the internet, consumers can access a wide range of information about products, including quality, price, design, and availability for purchase online. Electronic marketing has also changed the way people shop for products and services, making it easier to connect to the internet using devices like smartphones and computers. These devices integrate text, video, and audio information to display products more effectively.
In today's digital age, (Mathur, 2020) the landscape of consumer decision-making is continually evolving, largely influenced by the rapid advancements in technology and the widespread adoption of the internet. Among the many transformative elements shaping consumer behaviour, E-Marketing stands out as a powerful force driving change in how individuals discover, evaluate, and ultimately decide on purchasing products or services. E-Marketing, also known as digital marketing, encompasses a broad spectrum of strategies and tactics deployed by businesses to engage with consumers through online channels, from social media advertising and search engine optimization to email campaigns and influencer partnerships, E-Marketing leverages digital platforms to reach, connect, and persuade target audiences. On other hand, (Lidija, 2015) the Internet has become an essential tool for companies to connect with their customers. With its simplicity of use, it has created a wide base for interaction and communication between all individuals in the market, including organizations. The goal is to create a strong interest between entities. Electronic marketing plays a vital role in attracting the attention of users and meeting customer needs in an effective and fast manner. Modern companies utilize electronic marketing, which includes social networking sites, web advertisements, and websites to enhance their brand's advantages.
Social media and platforms aim to explore the relationship between E-Marketing and consumer decision-making processes. By delving into the multifaceted impacts of E-Marketing initiatives on consumer behaviour, we seek to uncover the mechanisms through which digital marketing influences purchasing decisions. (Köse, 2023) The influence of social media on various aspects of human life is undeniable. It has changed how people perceive themselves and their social circles by enabling them to share their ideas, personal traits, and daily activities with their social networks. Social media refers to internet-based platforms that facilitate communication and self-presentation in real-time or asynchronously. It has become an integral part of our reality, significantly impacting our daily lives and social relationships. Brand managers also utilize social media as effective marketing tools, allowing them to reach their target audience, receive quick feedback, and measure their impact. (Salome, 2019) Marketing goods, services, ideas, and information through electronic and Internet platforms because electronic marketing uses electronic applications to plan, implement, promote, and distribute goods, ideas, and services to create exchanges that meet organizational and individual goals. Companies have become largely dependent on the Internet, which is important to be able to compete with other organizations. Also, customers cannot do without using the Internet and mobile devices because it is considered a strategic tool in their daily marketing activities. On the other hand, (Rosário, 2021) as competition increased in the markets, companies utilized the market to modify their marketing strategies, enabling them to reach global markets and connect with customers. This approach allows users to access product information through customer experiences, influencing their purchasing decisions. The interactive market, driven by the Internet, has become a crucial aspect of the industry. As a result, organizations strive to enhance and cultivate engagement, providing information and resources to build knowledge and gain insight into customer needs. In addition to (Sukaini, 2022), Companies relied on the Internet, email, and various devices as essential marketing tools. They understood the significant impact of these platforms on consumers and utilized them to attract customers through effective marketing strategies and methods, ultimately influencing their purchasing decisions. Digital marketing also interacts with the public through social networking sites, web pages, commercial advertisements, and other direct communication methods, such as expressing opinions and communicating through messages to respond to customers and meet their needs. Ultimately, by shedding light on the impact of E-Marketing on consumer decision-making, this project aims to contribute to the broader discourse on digital marketing effectiveness and provide valuable insights for businesses striving to navigate and succeed in today's highly competitive online marketplace.

What impact does E-Marketing have on consumer decision-making when purchasing products or services?
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 (Adam, 2021) consumers have diverse desires and need that change due to several factors that encourage consumers to buy, and these factors and characteristics affect the person and his desires to buy, decision–making, purchasing behaviour, or shopping habits. Also, understanding an individual’s behaviour is not easy and requires effort because there are reasons and variables affecting the individual, including daily life, the environment surrounding him, the decision to purchase, and its reasons, whether direct or indirect. This point is important for companies to think about appropriate marketing policies to satisfy consumers and know what they want from all different aspects. Moreover, (Prananta, 2024) the digital age has greatly impacted consumers' purchasing decisions. With the ease of shopping and abundance of information about products, electronic marketing has had to adopt new strategies to guide customers towards making positive purchasing decisions. This includes using promotional offers, attractive content, and increasing awareness about products. These factors are crucial in building trust among customers and influencing their purchasing decisions. 
According to (Agag, 2024) Customer satisfaction plays a crucial role in the purchasing decision process and serves as an indicator of the brand's reputation. It also helps in building customer loyalty. When people have a positive impression of a company, it enhances the company's reputation. The brand is keen on gaining a larger audience, fulfilling their needs better and listening to their opinions. Therefore, companies focus on providing the best services to ensure customer flexibility and satisfaction. So  (Tjhin, 2016) how a consumer makes purchasing decisions is influenced by factors such as the surrounding environment, product quality, prices, entertainment, choice, and brand loyalty. With the advent of the internet, consumers find it easier to make purchases online, affecting their shopping decisions. This has enabled companies to attract and retain customers through electronic marketing strategies that offer discounts and promotions to users, thereby influencing their purchase decisions. So, the E – Marketing strategy is a series of functions combined in the 4Ps of promotion, price, product, and place, it becomes an element of electronic marketing, which is a divers shopping tool that provides sites to facilitate sales transactions.
 (Gabriel, 2015) one of the important factors that influence online purchases is the customer's intention to buy. This intention is influenced by different models that fall into three main categories: service quality, shopping experience, and product value offered by websites. Consumer behaviour is crucial from a marketing perspective because it not only shapes the consumer's perception of satisfaction or dissatisfaction with the product or service but also helps establish trust between the consumers and the e-commerce website. Positive experiences lead to greater customer retention, while negative experiences can discourage the consumer from returning to that website. However, when the customer enjoys their shopping experience on the website, it has a positive impact on their intentions and attitudes toward online shopping. Besides, (Ramaj, 2023) the behaviour and decision-making process of consumers are influenced by the internet, and several studies have confirmed that there are certain characteristics of consumers who want to understand these factors that impact their decision-making process when it comes to purchasing from e-commerce. The objectives of online shopping play a crucial role in the purchase decision and have a positive impact. It all depends on the level of trust consumers have in online shopping transactions, and a trustworthy relationship between e-commerce and users is a significant and influential factor that facilitates the purpose of online shopping.  (Babayev, 2018) on the other hand, consumer purchasing decision-making depends on what he wants in his daily life, what tasks are most common that the individual faces during his daily activity, and what products he wants depending on the lifestyle and attitudes that the individual takes. The customer also depends on the services provided by websites or companies, in terms of the level of service and assistance provided by employees, which can affect the purchasing decision of individuals. When services and companies facilitate the process of selling products to customers, these marketing processes have a role in influencing the decision to purchase the product.
 (Chandra, 2024) believes that Online marketing plays a crucial role in improving the quality of a company's brand and creating an idea about its activities. Supports this stating that it also affects the formation of relationships with customers. E-marketing employs various strategies for building relationships with customers, understanding their needs, and targeting them through the company's website activities. (Verčič, 2018) this helps in attract individuals and gives the company the ability to deal with people with confidence and credibility, thereby enhancing cooperation and communication for the continued success of the business. Therefore, building relationships with customers is a key policy for companies to follow. What’s more (Thakkar, 2024) Consumer behaviour refers to the process through which individuals choose companies that offer goods, services, and experiences that meet their needs and desires. This behaviour is influenced by various factors, including psychological factors such as emotions and internal beliefs that impact the purchasing decision. Social factors also play a role, where a person's social circle can affect their choices. Personal factors such as lifestyle, personality traits, and wealth also affect consumer behaviour. Finally, environmental factors such as economic conditions, technological advancements, and cultural trends also have an impact on consumer behaviour.
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So, (Umadevi, 2023) considered as social media is an important tool for e-commerce companies to communicate with consumers. It helps companies to spread brand awareness and increase website visits. E-commerce businesses use various techniques and strategies to enhance their online presence and customer interaction. They improve their marketing performance by enhancing the website and its content. By providing descriptive information and optimizing the website for search engines, they attract individual traffic and convert them into customers.  Also (Kinas, 2023) numerous studies have confirmed that email marketing is a powerful tool that helps e-commerce businesses increase customer visits and build stronger relationships with their customers. By providing high-quality and trustworthy information about their products, companies can positively influence their customers' purchasing decisions. Email marketing is also used by businesses to promote their products, launch new products, and carry out personalized communication with customers. By leveraging email marketing, e-commerce businesses can increase their profits and boost their sales. According to  (Sinaga, 2024) , social media has greatly influenced the growth of e-commerce by improving e-marketing skills and providing technological information. It is currently regarded as the best strategy to rely on for enhancing marketing performance and providing the best services to satisfy customers. Moreover (Ortiz-Berger, 2024) social media is considered a professional sector in terms of influencers, followers, and e-commerce cooperation, specializing in electronic marketing to a large extent. It is a strategy that influences consumers and there are influential motives associated with it, such as creative inspiration, originality and consumerism. These are different factors affecting the level of trust and repeat purchases made by customers.
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(Pixalent, 2023).
However, (Shaheen, 2016) social media refers to internet platforms that enable companies to engage in conversations with customers and share photos and videos of their products. Companies create pages on these platforms to interact with customers daily. With the advancement of technology, many pages now allow companies to promote their products in detail. These pages allow me to take a picture of a product and write content about it before sharing it with customers. These methods make it easier for consumers to find the products they are looking for online and purchase them with just a click of a button. According to (Balio, 2020) Customer participation has significant advantages for both the brand and the customer. It is a powerful factor in improving organizational performance, increasing profitability, boosting sales, and fostering customer loyalty. Customer participation plays a crucial role in companies' competitive advantage and aligns with customer desires. This involvement involves creating pages and content about products and services for the public to interact with. 
(Dwivedi, 2021) social media has revolutionized the way businesses communicate, offering new opportunities to amplify brands and drive website traffic. By leveraging social media, companies can generate leads and cultivate a loyal following, building a strong presence in the market. This enables businesses to establish strong partnerships, reduce marketing costs, and boost sales. In addition, social media provides a direct and informal communication channel with users, allowing business owners and stakeholders to use more customized systems to engage with their audience. (Jossy, 2024) also, business conferences, corporate lunches, and cocktail gatherings, these businesses are created through the digital revolution through electronic platforms such as Instagram, You Tube, Snapchat, Facebook and Twitter. These technologies created a new opportunity for social interaction. They enable people to communicate, make friends, interact, and share messages, videos, photos, and personal information on these platforms, create content, set appropriate prices for all customers, encourage consensus among them, and facilitate communication as well.
 (Fadhil, 2022)  social media has the power to bring together various cultures and communities from around the world. It offers new and innovative ways for marketing, influencing people through unique methods of advertisements and promotions. Social media provides customers with an easy and accessible way to interact with companies and leave comments through various applications. It is a platform for people to share their common interests and exchange information with one another through conversations. (Zaki, 2019)this verbal technological exchange happens through websites and applications that allow customers and companies to communicate effectively. Companies are now focusing on taking care of their customers through the internet by responding to them promptly and accurately. They need to establish trust and credibility through continuous communication and excellent customer service, especially in this age of technological advancement where people rely heavily on it. Social media plays a vital role in both companies and people's lives. Also, (Lăzăroiu, 2020) building trust between customers and companies is crucial for influential companies, especially when it comes to diverse services and content on social networks. This trust helps attract users, increase loyalty, and enhance consumer satisfaction. Trust in companies has many positive aspects, such as fostering loyalty, increasing brand awareness, and improving satisfaction with websites, this benefits the organization positively when it provides people with services based on trust.
 (Myers, 2024) when customers interact with brands on social media platforms like Instagram and Facebook, they tend to share likes and comments. This interaction is considered a motivational situation for individuals, and it helps to spread the content of the brand and encourages marketing among people. The success of social media shopping depends on the number of followers and likes for a particular marketing campaign. Influencers on social media platforms play a vital role in promoting marketing for brands, particularly if they have a significant number of followers. When an influencer has an interactive account with regular posts and follower engagement, it acts as a strong indicator of people's interaction on social media.
 (Ren, 2023) The media has played a significant role in the rise of influential celebrities who now promote products directly to their followers. Companies have caught on to this trend and are using it as a marketing tool to promote their brands. This strategy, known as influencer marketing, involves leveraging the online influence and followers of individuals to promote and market products. Influencers do not directly promote shopping, but rather showcase their daily lives and indirectly market products to encourage their followers to become aware of the brands, influence them, and make purchasing decisions to shop from these products and companies. According to (Guisard, 2023) the business of fashion, encompassing marketing, production, and sales. The primary emphasis lies in the relationship between the brand and the buyers, facilitated through advertising. The content created for this purpose is captivating, exciting, and enjoyable. It may take the form of creative narratives or stories that grab the consumer's attention. Social media platform, Instagram, has enabled brands to diversify their advertising strategies and present their products in visually appealing ways that evoke positive emotions in their audience, thus encouraging purchases.
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 (Carroll, 2024)
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On the other hand, (Sama, 2019)Advertisements affect the purchase decision because advertising is not limited only to television or radio, especially currently. Rather, the internet is the current trend and includes many forms of commercial content such as emails, billboards, banners, and websites. So, it has a strong effect on consumers and their decisions. Although (REENA, 2020) social media and advertisements have become a single link, such that advertising campaigns are designed to focus on customer participation to increase the effectiveness of their advertisements, the advertising through social media platforms is more effective and spreads among customers and they remember the brand or product. Through  (Zhang, 2022) advertising design attracts the audience whether the method of advertising or its design by industry experts, increasing the importance of advertising and it its circulation is considered decisive. The use of online behavioural advertising or the digital footprint of consumers through websites and streaming platforms accessed and video preferences like shapes, symbols, ideas, and geographic design all help engage and attract customers. Also (Rui, 2024) introducing technology into the design of advertisements to produce a visual image that mobilizes people’s sense of touch, sight and hearing, this enhances the presentation of the content in a professional manner and creates innovation and interaction with the audience.it affects the audiences’ imagination and motivates them and this is what the brand wants creativity in design and symbols to attract their interests by introducing texts and cultural values related to society into daily life, meaning that there is widespread dissemination among individuals through content advertisements.
For all that (Akayleh, 2021) advertising on social media is activities on media that increases consumers’ awareness of the company’s services and products. Social media is considered an effective strategy for advertisements, especially in certain times such as declining sales or economic crises. On the other. The media platforms help disseminate information and content about the brand, as well as visit web pages, which leads to increased profits. Promotion and advertising through social media have become the use of any platform that helps advertisements reach the largest possible number of people  (MAHESH, 2020), companies can determine the target party they want to know about or about their advertisements, and this depends on their economic and social levels. However, the platforms have made it easier for many organizations to improve advertisements by using the publishing tool on any website to make any change or update to the advertisement.
Nevertheless, (Ertemel, 2016) online, social media advertising involves people’s interactions that the consumers have agreed to share view. Therefore, advertising remains a very important tool in promoting all organizations and communication is usually one-way in any media, with development of the internet and the internet world especially in the environment of social media platforms, many things have changed in the way of advertising in terms of functions and capabilities that require a new model and update. It has become different from traditional advertising, which is limited to radio, TV and outdoor advertising through websites is an individual advertisement through voice messages and is targeted. According to behavioural advertising (Nyrhinen, 2024), or behavioural targeting is the process of displaying advertisement tailored to consumers based on their online activities. It is used by many companies like Netflix, Google, and Facebook to attract and engage customers so that the rate of clicking on the advertisement increases and the purchasing process becomes automatic without any planning. In addition, studies confirm that advertising has influence and control to persuade consumer to buy anything.  
Advertisements were not limited to the traditional method, (Khandare, 2016) but rather via the internet and promoted very quickly for people to know about the products anywhere. In addition to the appearance of banner ads, which are small boxes of advertisements that are present on websites and their goal is to increase awareness of the product and attract customers to visit the company’s website. These advertisements are animated dynamic, or television. The ability to target the consumer is important, as behavioural targeting, geographic, and demographic targeting and location-based retargeting are all common methods that advertisers choose to target banner ads. Other studies have confirmed (Kunal, 2020),the method of advertising by dividing markets based on several psychological, demographic, geographic and behavioural aspects, because most shoppers on the internet currently are younger, educated, wealthy, and knowledgeable in how to use the internet and programs, so they spend hours on them for ease, comfort, innovation and design of brand websites. Celebrities have become involved in advertising, convincing customers, and influencing them to avoid boredom and maintain the brand’s reputation. 
Although (Sriram, 2021) celebrities’ endorsement of brands brings the target audience and could attract customers and bring benefits and profits to the company. The presence of influencers or celebrities in a particular brand brings positive benefits to it, attracts attention to the product, and increases its value and memory permanently, but there must be a negative side in advertisements, such as controversial advertisements that contain negative words or bad advertising. Further, (Roy, 2024) this leads to decline in the organization, complaints, decreased profits and boycott of products, or vice versa it can be positive depending on commercial advertisements. The influence of celebrities on their followers' purchasing behaviour is significant (Chen, 2021) followers often see celebrities as idols and tend to imitate their ideas and actions, including purchasing products promoted by these celebrities. This phenomenon has led to the development of the theory of attachment to celebrities and their imitation. For example, on platforms like YouTube, when a celebrity with millions of views endorses a product from a specific company with credibility, experience, and knowledge, it can significantly enhance the brand's image, attract consumers, and generate interest in the product. 
However, (Zhao, 2022)advertising content including text, images, and video has a positive and more lively impact on people and increases their spending time on the brand page, which helps enhance their advertisements significantly due to their awareness the first time of the image of the product and the vision is the point of contact for the consumer with external alerts with the adoption of his visual and psychological response to experiencing the product as an external environmental stimulus because the images involuntarily attract the customer. Also, (Arora, 2023) there are studies that have shown that empathy is related to advertisements, i.e. an expression of empathic behaviour in the advertisement, and its effect is positive and convinces the consumer because it creates intermittent images or video and a lively design that attracts individuals to click on it and interact with the brand, so advertising through media also focus on its impact on customers so that the advertisement has credibility, informational, value, enjoyment, etc. These are positive factors and build strong relationships between the brand and users.
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According to  (Eagle, 2013)  the lifestyle of an individual plays a crucial role in their purchasing behaviour. People tend to choose brands that resonate with their lifestyle and are free to select the consumption environment that aligns with their identity and lifestyle. Brands seek to build strong relationships by communicating with customers and maintaining trust and commitment through the products and services they provide. Brands also support customers as an additional value in consumption. This can result in a greater tendency for impulsive buying, as a person's lifestyle is shaped by their activities, interests, and opinions. Certain activities, interests, and opinions can influence a person's attitude towards making a purchase. A person's lifestyle significantly impacts impulsive purchases. For instance, individuals with a particular interest in fashion are more likely to make unplanned purchases related to their hobbies, such as fashion. however, lifestyle (Kang, 2019) patterns influence purchase decisions, and consumer behaviour is connected to an individual's way of life. For example, consumers have a great affinity towards outdoor activities and are always looking for the latest and most popular trends. Brand loyalty, product quality, and fashion affect purchasing decisions. Many individuals rely on quality, fashion, and brand. Moreover, the fashion lifestyle has become linked to consumer performance and interest in purchasing fashion products, and it has significant impacts on individuals’ lifestyles. Consumers indirectly promote brands through social networking sites, which increases customer attraction and desire to buy. Lifestyle refers to a person's way of life, as demonstrated by their activities, interests, and opinions, encompassing the entirety of their interaction with their surroundings. Each individual possesses unique personality traits that influence their purchasing decisions, such as self-confidence, assertiveness, independence, integrity, social skills, resilience, and adaptability. According to Kotler, lifestyle is a pattern of life determined by psychographics, which involves measuring consumers' key dimensions: Activities, Interests, and Opinions.
The link between consumers and the lifestyle group targeted by the product has been established (Sethna, 2022), Lifestyle is defined as the attitudes, activities, interests, and opinions of customers. Building relationships with customers goes beyond transactions and consider consumers’ emotions and aspirations. Lifestyle also broadens the scope of customers’ interests and helps cultivate their interest in products beyond their primary preferences. For example, electronic cigarettes are marketed on various social media platforms like Instagram to convey that using them will bring customers joy, wonder, enjoyment, and relaxation. Other studies  (Mustafa, 2023) indicate that marketing through social media as a way of life is not limited to influencing and marketing products only (Pratiwi, 2019), but rather it has become the creation of interactive content on and arousing interest so that the lifestyle is part of the needs of individuals with the possibility of changes in the human lifestyle and his desire for change depending on the era, since a current lifestyle that shows how people and share their lives, how they organize their time, how they spend their money and share their activities opinions and interests on social media sites. However, consumer behaviour is linked to the lifestyle a person lives and expresses his lifestyle through activities and opinions on social networking sites. 
Consumer also follow the influencers on the media according to (Sari, 2024), Influencers, particularly on platforms like TikTok, have a significant impact on people's lifestyles. They showcase products in their posts, which boosts consumer confidence due to the connection between influencers and their followers. As a result, followers are influenced not only in their purchasing decisions but also in their daily activities. Influencers play a key role in shaping trends and encouraging changes in health, fitness, fashion, and food choices, ensuring that consumers stay updated on the latest lifestyle trends and news. As well (Kuo-Fang, 2014) In today's digital age, brands have numerous applications that consumers can easily download on their mobile phones. These applications have a significant impact on individuals, creating a strong relationship between the brand and the audience. Through these applications, brands can provide advertising or updates to their customers through email or messages, thereby directing them to their website and encouraging them to make a purchase. This creates immense value for the company and builds strong relationships with customers, ensuring the best possible service is provided to them. According to (Bui, 2023), consumer lifestyle is now a means of expressing people's inner desires. Brands can observe customers' behaviour and external actions to understand their needs and fulfil their desires. Brands can create content and products that appeal to customers and represent their lifestyles.
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The study utilized qualitative research via an online survey to investigate the participants' perspectives on how e-marketing affects their decision-making process when they make a purchase. The survey was designed to gather opinions and insights into consumers' accurate experiences and perceptions regarding E-Shopping. I used Microsoft Forms and spread it to collect responses, and I received 34 responses from different individuals.
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As shown in the pie chart, 50% of people are influenced by online reviews in their purchasing decision, and online reviews have become an essential part of the consumer’s decision-making process because they provide a lot of information about services and products. Beside (Moriuchi, 2023) online reviews are a type of electronic word of mouth that has an impact on purchase intention because they are from people’s experiences are available on platforms and websites, especially about products and services, such as Google. Additionally, it plays a role in consumers’ purchasing intentions, as people use online reviews as a means of making decisions. Another 44% somewhat influential, so say (Yang, 2024) Customer trust and continued trading through online reviews rely heavily on voluntary contributions by customers. Online reviews of products are crucial for businesses, as they have a significant impact on sales and foster trust in transactions. These reviews are essential to e-commerce, and their effectiveness in promoting trust is critical for businesses. Also,(Jacques, 2024)Some customers (2%) do not trust all comments they read about the products they intend to buy. The reason for this may be that they prefer not to shop online, or they have both positive and negative opinions about the products. However, some companies may remove reviews that violate certain standards for the site or the products.
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According to 55% and 23% influenced it, (Yin, 2024) the digital advertising aims to attract and persuade the consumer, but videos include entertainment with fragmented images and texts, a new touchpoint to reach customers quickly and have an impact on them. Too, digital advertising and its content can change the shopping decision-making process for customers in a comfortable and entertaining state because customers start the purchasing process when they need it, which is an active behaviour. As stead by (Madni, 2024), Online advertising is an effective and efficient method to convey information about products and their performance. It assists users in making informed decisions while shopping online. Customer loyalty is a vital factor that significantly influences a company's reputation, and it has a noteworthy impact on marketing strategies. Additionally, there is an indirect way of influencing consumers' purchasing decisions by making them think about the product they want to buy. But another percentage of 14% rely on shopping through the digital advertisements and same 23% they rarely prefer online shopping and 5% no pay attention to it. 
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Based on the pie chart, 50% of people believe that having a media presence is important for the brand, while 26% consider it extremely important. In the opinion of (Shakil, 2024) businesses are adapting to the new digital marketing era, where marketing activities are carried out through various channels to maintain continuous communication with customers cost-effectively and efficiently. This has become more important than ever because reliance on media and websites has increased, leading to greater awareness of brands, information, and services. Different media types are spread and shared among people, making it a part of their daily lives, and linked to consumer behaviour in the digital environment. This significantly impacts people's lives and their interaction with electronic shopping sites and other online services. There is a group of people who have a 17% and 5% lack of interest in social media networking sites. Additionally, (Punjani, 2023) some individuals perceive internet marketing as unsafe and do not trust it due to potential scams, there may be concerns regarding a lack of privacy and security, as well as a lack of credibility in information due to a lack of knowledge in online shopping.
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As it appears on the bars that are 38% of the majority are convinced it has a significant impact, 27% some impact, and 26% and 9% none. Based on (Maier, 2024) the impact of a brand's commercial advertisement varies depending on its creative design and content, which may include a positive or humorous approach. Brands study their impact on society and how consumers respond to advertisements, as well as how the characteristics of an advertisement affect their perceptions of the company. It is important for organizations to strategically manage this idea. Brands focus their ads and content on being positive and persuasive to consumers. Activists are increasingly targeting advertisements to promote their messages. Sometimes commercial advertisements are linked to social, political, or cultural content to attract the attention of the public. The style of communication is distinctive and well-known, for example, the red colour is the logo for H&M, the cursive font for Coca-Cola, and so on to easily identify the company.
However, (Sudirjo, 2024) brands promote sales in various media and must have differentiation from other companies. Differentiation represents the value of the brand, uniqueness, distinction in thought, development of products, and attractiveness. It is called brand personality. They must think about increasing the popularity and awareness of the brand, as companies spend large sums of money on advertising to achieve Profits are considered an essential factor in the marketing budget and its success. The result of the large number of advertisements and their repetition to customers increases his interest and curiosity about them and facilitates the process of making the purchasing decision. It also, (Jeon, 2024) indicated that approximately 26% and 8% do not prefer to watch advertisements and are not affected by them and believe that platforms or online media should be free of advertisements. Online sites such as Twitter and YouTube provide a skip ad button that allows the ad to be cancelled because most people usually skip video ads. Skipping the ad leads to a decrease in purchase intentions and negatively affects the direction of the ad and the company’s reputation. According to studies, Ad content plays a role in skipping, because videos whose content is emotional or very exciting and use specific appeals and have a purpose for the consumer to convince him are less likely to be skipped. 
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As depicted in the pie chart, around 41%, 35% and 8% of customers have purchased products or services through email or other promotional campaigns. Additionally, (Bachri, 2023) , digital marketing is an effective way to increase customer perceptions and purchasing behaviour by controlling various media channels such as email, the web, and e-marketing activities. Digital marketing includes several factors that involve communicating with customers digitally and maintaining interaction with them. A well-defined digital marketing plan can help set specific marketing goals and develop strategies to secure online marketing opportunities. E-marketing, on the other hand, focuses on how brands use digital platforms such as websites and email to interact with customers and create promotional programs that influence their purchasing decisions. 
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As well, (Tarnanidis, 2024) many companies are now using various features to promote their products and services, not only on websites but also through mobile phones. They send text messages to encourage people to engage in electronic marketing and make purchases, and decisions. Companies use all technologies to achieve their goals and to understand the needs of consumers. Some companies consider the phone as an important tool for building relationships with customers by sending text messages to advertise their products. Further, (Abbas, 2024) The mobile phone has become a popular means of marketing through social media platforms, websites, and email communication. Email is considered an important tool for communication and viral marketing as well. It is a cost-effective way to target a large audience, but the messages are always directed to the audience. Advertising through email and sending it to customers is one of the most successful ways to indirectly influence the audience. This helps customers gain knowledge about the brand and the services it provides. According to data, 14% of consumers do not make purchases based on emails or messages.
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Display the percentages of online advertisement and trust in a pie and bar chart with 32% and 14%, respectively. According to, (Weismueller, 2020) companies heavily rely on attracting the attention of consumers by creating honest advertisements and promoting repeated messages through credible celebrities. These celebrities are seen as possessing the necessary skills to influence customers by providing them with valuable information, credibility, and trust regarding the brand. Credibility is the most crucial factor in online advertising, as it affects the consumer's behaviour and attitude towards purchasing from a brand. Factors such as attractiveness, trustworthiness, and experience in social media are also considered. Credibility has a significant impact on the value of advertising on social media platforms, as it is more honest than traditional advertising. Therefore, companies focus on ensuring that their brand and products are honest, especially on pages or profiles that have a large number of followers.
Besides, the rate of 26%  (Lee, 2020) online advertising has become more credible and trustworthy over time, thanks to advanced targeting capabilities, interactive formats, and real-time performance metrics. However, traditional forms of advertising, such as television commercials and print ads, are still popular among many consumers due to their established presence and perceived reliability. The credibility and trustworthiness of advertising can vary depending on individual experiences and preferences. Some people might find personalized targeting in online advertisements more trustworthy, while others may prefer traditional advertising due to its longstanding familiarity and perceived authority. The effectiveness and trustworthiness of advertising depend on various factors, such as context, content quality, and the trustworthiness of the source. However, with the changing environment, the use of traditional media has become limited, and customers can now be reached faster through the Internet, digital marketing, and mobile phones, anytime and anywhere. 
Also, 26% do not perceive any difference between traditional and online ads. Other than (Hollebeek, 2022) Customers have become increasingly sceptical of traditional marketing communications such as advertisements. Therefore, honesty and trust in a brand are crucial for acquiring and retaining consumers. DCM, for instance, was designed based on forming relationships with customers, enhancing customer service, and developing user loyalty. This is closely related to the promotion and content of products and the importance of making the content relevant to people. Publishing advertisements involves using contact information, words, and graphics to express the company and attract and maintain the target audience's attention. This helps to build trust, foster participation, and develop long-term relationships with customers.
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Based on the proportions 38%. Moreover, (Kang, 2016) the brand takes care in marketing its products and services among people who love certain companies. It also cares about customers, their participation, and their opinions about this brand, and it attracts loyal customers, strengthens them, and seeks to influence them and their decisions to buy from the company through online interactions and the activities that it provides to them and meets their needs. Thus, it increases customer loyalty and satisfaction with the brand, Companies value customers' positive attitudes towards products and services and are interested in the participation of customers interested in the brand and their experiences and information about purchases from it because word of mouth and comments quickly provide negative or positive information to customers.
According to a survey (Lou, 2021), 29% of people believe that content marketing involves creating and sharing valuable and relevant content to engage customers and motivate them to make purchases. Content marketing is an integral part of a brand and serves as a means of providing useful information to meet the needs of consumers. Although its primary focus is on informing and educating customers about the brand, it also includes entertainment and sharing viewpoints and values. The ultimate goal of content marketing is to increase sales and build brand recognition, and customers interact with the company through the content it produces. (kim, 2019) Users perceive a low level of interactivity and personalization, only 2%. This perception is shaped by their experience with media, locations, navigational tools, and the degree of freedom they have in making choices. If customers feel in control of their interactions with a brand, they are more likely to have a positive perception of that brand. 
As well (Gvili, 2021),29% believe everything mentioned regarding the interaction of online purchasing content and online marketing experiences from consumers about their purchases helps increase subscribers' activity, perceived control over the transaction, and control over companies' information-sharing behaviours. When consumers share their opinions about the brand, the products, and their attitudes about the company, it gives a positive image of customers’ interaction with the brand, gives a good image of it, and encourages others to have positive behaviour and public interaction with the brand.
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As shown in the pictures of the bar chart 23% look for information by website, according to (Phouzder, 2019) promoting products online involves using smart tactics to display products to customers and provide them with relevant information about the brand or product. As people become more interested in the brand, its popularity increases, and positive word-of-mouth can help evaluate the company. Users leaving positive comments can be a great way to gauge how well the brand is being received. In addition, recent studies, more than 55% of consumers prefer to check reviews and ratings before making a purchase. (Al-Haraizah, 2020)This makes brand websites and search results a key tool for attracting customers actively seeking information about products. By staying up to date with their customers' needs, companies can improve their chances of gaining new customers. As a result, companies are always updating their websites and analysing recurring search results, as many online platforms and websites, including social media tools, greatly influence consumer behaviour and brand awareness. These platforms provide information and opinions, buyer behaviour insights, communication channels, and post-purchase evaluations. Therefore, searching for information about electronic marketing through various media platforms and websites is essential for companies aiming to interact with users and improve their commercial success. According to (UFORD, 2022), research, around 11% and 8% of customer decision-making processes in purchasing products and services are influenced by behavioural decisions that are dependent on the availability of information. Such information is sourced from family, friends, or the environment surrounding the customer, and can greatly affect their purchasing decisions. The method by which such information is obtained may include the internet, digital advertisements, and price comparisons, and can result in increased consumer knowledge about the brand or product.
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As shown in a pie chart and a bar graph 35% respectively of customers have had positive experiences with online customer support. (Misischia, 2022), It is widely believed that chatbots are an effective means of providing continuous support to users throughout the week, as well as being kind to customers. Chatbots are able to better understand consumer behaviour patterns and can use that information to persuade customers and improve their decision-making processes, respond quickly to inquiries, and effectively communicate with customers regarding a business's dealings. This not only changes the way customers communicate with a brand, but also has a positive impact on the credibility of the business and overall customer satisfaction. In terms of the service provided, chatbots are able to assist with problem-solving, interactions, and even entertainment for consumers. However, (Lillrank, 2019), 26%, 20%, and 17% of the respondents, as indicated by their respective percentages, do not appear to be convinced or positively affected by the use of chatbots. As suggested by the three percentages, these respondents seem to have had poor experiences with chatbots, leading to a lack of trust and reliance on them for assistance. Moreover, some companies have not yet embraced the implementation of automated chat in their operations, fearing that the system may not work for them since not all customers trust chatbots.
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Many consumers make use of discounts and offers while shopping online, as indicated by the percentages 44%, 41% and 14% in the bar graph. (Ba, 2020), To determine the quality and popularity of a product, consumers often rely on online reviews. They also look at prices to gauge the appropriateness of a product, and promotions such as offers can signal a good purchasing decision. Attractive prices and promotions tend to draw in more consumers and motivate them to make purchases. Companies that offer online sales promotions, including discounts and coupons, are more likely to attract customers and encourage them to buy, price discounts also provide many benefits to companies in terms of motivating customers to buy the product in large quantities, and this increases purchases, supports the brand, and increases sales and it also stimulates competition between companies for sales on product.

[bookmark: _Toc166847373][bookmark: _Toc166848870]- Conclusion 
The ever-changing world of e-marketing has significantly influenced how modern consumers make decisions. Businesses have been able to connect with customers in more personalized and effective ways by using digital marketing strategies across different online platforms. This project has highlighted the diverse impact of e-marketing on consumer behaviour. The strong influence of social media on consumer decisions emphasizes the importance of establishing a solid online presence and actively interacting with target audiences through compelling content, genuine interactions, and strategic partnerships with influencers. Social media platforms play a crucial role in brand discovery, peer recommendations, and community engagement, ultimately shaping consumer perceptions and purchase decisions. The alignment of e-marketing efforts with consumer lifestyles and preferences plays a critical role in driving purchase decisions. By leveraging data analytics and consumer insights, businesses can better understand their target audience's needs, aspirations, and pain points. This enables them to deliver tailored marketing messages, personalized product recommendations, and seamless shopping experiences that resonate with individual consumers. Furthermore, the evolution of e-marketing technologies and strategies, including AI-driven personalization, immersive experiences, and omnichannel integration, holds tremendous potential for enhancing consumer engagement and driving conversions. As businesses continue to innovate and adapt to emerging trends in digital marketing, they must remain vigilant about ethical considerations, such as data privacy, transparency, and consumer consent, to foster trust and loyalty among increasingly discerning consumers. E-marketing is a powerful catalyst that transforms the way consumers discover, evaluate, and decide on purchasing products or services. By embracing customer-centricity, innovation, and ethical responsibility, businesses can fully leverage e-marketing to build meaningful connections with consumers, drive brand loyalty, and achieve sustainable growth in today's competitive marketplace. Nowadays, it is impossible to avoid the internet, which has become an integral part of people's lives and is relied upon for many aspects. This shows that e-commerce is growing rapidly with the advancement of companies.
[bookmark: _Toc166847374][bookmark: _Toc166848871]- Recommendations
· Companies should increase consumer awareness about the products and services they offer.
· There is a growing consumer interest in electronic marketing, so companies must prioritize safety, credibility, trust, and quality in the purchasing process.
· Organizations should focus on creating meaningful and honest content about their products, rather than solely concentrating on advertising and profits.
· Companies should collaborate and develop specific strategies with social media platforms and websites to attract customers and enhance their online presence through smart applications. This is because these platforms have a significant influence on individuals.
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1. How do online reviews and ratings influence your decision to purchase a product or service?
a) They are the most influential factor. 
b) They are somewhat influential. 
c) They have little to no influence. 
d) I don't consider them at all.

2. Can you describe a recent online shopping experience where digital advertisements influenced your purchasing decision?
a) Yes, I often make purchases based on digital advertisements. 
b) Occasionally, digital advertisements influence my purchasing decisions. 
c) Rarely, if ever, do digital advertisements impact my purchasing decisions. 
d) I don't pay attention to digital advertisements.

3. How important is social media presence for a brand when you are considering buying their products or services?
a) Extremely important.
 b) Somewhat important. 
c) Not very important. 
d) I don't consider social media presence when making purchasing decisions.
4. In what ways do personalize recommendations or targeted ads affect your perception of a brand or product?
a) They significantly influence my perception. 
b) They somewhat influence my perception. 
c) They have little to no influence on my perception. 
d) I don't pay attention to personalized recommendations or targeted ads.

5. Could you share a time when you made a purchase based on a promotional email or newsletter you received?
a) Yes, I frequently make purchases based on promotional emails or newsletters. b) Occasionally, I make purchases based on promotional emails or newsletters. c) Rarely, if ever, do I make purchases based on promotional emails or newsletters. 
d) I never make purchases based on promotional emails or newsletters.

6. How do you perceive the credibility and trustworthiness of online advertisements compared to traditional forms of advertising?
a) Online advertisements are more credible and trustworthy. 
b) Online advertisements are equally credible and trustworthy.
 c) Traditional forms of advertising are more credible and trustworthy. 
d) I don't perceive any difference in credibility or trustworthiness between online and traditional advertising.

7. What factors contribute to your engagement with a brand's online content (e.g., blogs, videos, social media posts) prior to making a purchase?
a) Content relevance and quality. 
b) Brand reputation and recognition. 
c) Personalization and interactivity. 
d) All of the above. e) None of the above.
8. How do you navigate and filter through the abundance of information available online when researching products or services?
a) I rely on specific websites or platforms for information. 
b) I read reviews and ratings from multiple sources. 
c) I trust recommendations from friends or family. 
d) I compare information across different sources. 
e) I don't actively seek information online when making purchasing decisions.

9. Can you describe a situation where online customer support or chatbots influenced your decision to purchase or not purchase a product?
a) Yes, positive online customer support experiences have influenced my purchase decisions. 
b) Yes, negative online customer support experiences have influenced my decision not to purchase. 
c) No, online customer support or chatbots have never influenced my purchasing decisions. 
d) I prefer not to use online customer support or chatbots.

10. How do online discounts, coupons, or promotions impact your decision-making process when shopping online?
a) I often make purchases because of online discounts, coupons, or promotions. 
b) I sometimes make purchases because of online discounts, coupons, or promotions. 
c) I rarely make purchases because of online discounts, coupons, or promotions. 
d) I never make purchases because of online discounts, coupons, or promotions.
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