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What impact does E-Marketing have on consumer decision-making when purchasing products or services?
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In today's world, digital marketing has taken over traditional marketing methods, providing companies with new opportunities to advertise their products and services through online channels (AL-AZZAM, 2021). E-commerce has gained immense popularity among people and holds great significance in the field of marketing. This is mainly due to the rapid advancements in technology, as we are currently in the era of the industrial revolution and the emergence of digital activities. Many companies find it easy and convenient to promote their products and services via the   internet (Lubis, 2021).
E-commerce involves establishing relationships with consumers through both traditional and non-traditional marketing channels such as messages and communications. This allows for personalized interactions with customers and helps to build engagement with them in a successful manner. As a result, customers become more inclined and influenced to make a purchase decision (Bolos, 2016).
The main objective of companies is to offer satisfactory services in the digital realm. This includes attracting and retaining employees, as well as providing easy access to information about their products. Customers can interact with us online without any entry barriers. We provide fast response and service, along with affordable prices (Rita, 2019). It attracts customers through applications that display products or anything related to e-commerce and helps in making customers intend to buy products. Therefore, unlimited means of communication and websites have become available on any people’s electronic device (Vasudevan, 2020). 

In this e-marketing research, certain objectives have been utilized for the study:
· Purchasing behaviour and motives of intention among online customers and the relationship between intention and purchasing behaviour.
· Online advertising is a form of promotion that influences customers and provides information to the audience.
· Social media marketing.
· Consumer lifestyle characteristics (culture, brand) have a major impact on buying behaviour. 
· The intention to shop through companies and interact with customers by communicating with them directly and knowing their opinions, positive or negative.
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The purpose of the research is to investigate how the internet has affected consumer behaviour, particularly in terms of decision-making and the impact of websites on electronic marketing and branding. These factors play a significant role in consumer behaviour and are part of the consumer decision-making model (JAIN, 2014).
website, social media, and commercial activities that provide a new aspect of interaction tools with consumers, in addition to the fact that the basis of social media and websites are users who have a central role in the network. upon analysing the effects of these methods on the buyer's goals in terms of changing purchasing behaviour and changing the customer's decision (Mandi, 2014). know the strategies and techniques used by e-commerce websites to influence customer behaviour.
Technology and e-commerce companies are adapting to these new challenges and advanced methods in online marketing. Companies understand customer needs and plan to attract them effectively. E-marketing carries out activities and planning to meet customers’ desires from the marketing mix. This helps e-commerce achieve its goals and internet or traditional marketing techniques, such as promotion on web pages, digital screens and advertisements (Fadhil, 2022).
Understanding the reasons and motivations that influence a person's behaviour towards specific products or goods and can be trust and customer comfort with e-commerce and people’s interaction with this system (A.VARADARAJ, 2016).
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A consumer's decision to buy a product is influenced by various factors such as their personal needs and preferences, as well as their perception of the product brand. The outcome of the decision can be positive or negative depending on the post-purchase experience, which determines whether the consumer is satisfied with the product or not. Companies offer services and products to fulfil their customers' needs. They need to be transparent and honest about their products so that customers aren't misled. Customers should be provided with information about the products, even if they end up not liking them after purchase. So, these marketing strategies and services attract customers (Adam, 2021).
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Marketing through social media has attractiveness to customers and has entertainment advantages through free marketing content for the organization and knowledge of information about products and services quickly, it is considered a means of interaction with employees, customers and stakeholders. It has an impact on brand equity and purchase intentions in terms of brand image and familiarity. It has a positive impact on commitment and word of mouth (Wibowo, 2020). However, internet applications have become designed in an innovative and easy-to-use way that attracts users, share information freely and expresses opinions in public and this increases consumer confidence in commercial companies (Abrar, 2016).
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Advertisements affect the purchase decision because advertising is not limited only to television or radio, especially at this time. 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 (Sama, 2019).
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The lifestyle of an individual plays a crucial role in their purchasing behaviour. People tend to select brands that resonate with their lifestyle and are free to choose the consumption environment that aligns with their identity and lifestyle. Lifestyle patterns influence the purchase decision 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 about quality, fashion and brand (Egeten, 2016). Moreover, the fashion lifestyle has become linked to consumer performance and interest in purchasing fashion products and it has significant impacts on individuals’ lifestyle, so that consumer indirectly promote brands through social networking sites. This increase customer attraction and desire to buy (Kang, 2019).

[bookmark: _Toc153216158][bookmark: _Toc153216972]Methodology 

The research topic aims to know the extent of the impact of electronic marketing on consumers’ decisions and to know their interaction with these electronic networks and the services and advertisements and means of communication with customers, discounts and customer satisfaction provided by electronic companies to attract the consumer and influence his purchase and to come up with recommendations for customers’ interest in shopping online.
The appropriate approach for this appropriate topic is qualitative research, as it helps to obtain the largest possible amount of information and the data needed to communicate sound results.
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The research sample consisted of community members from various professions who relied on both electronic and traditional marketing. I conducted interviews to gather data. It was diverse, and most of the participants in online shopping activities were between the ages of 22 and 37 and had their own income. People became more exposed to actively shopping online for various purposes. They also shop between one and twice a week. Their opinions were positive about online shopping and that it is trusted by companies and their sites are reliable. 

There was interaction and response with individuals, some of whom interacted with me in answering and gave sufficient time in answering, while others did not care and the questions were answered in general and quickly. 
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In conclusion, electronic commerce has several effects on consumer decisions in all aspects of life whether lifestyle, social media, advertisement, technological developments and keeping pace with technology in trade and it has become a part of it from websites and social media, which has become present on people’s device and consumers with online shopping. They use it frequently because it provides a factor of convenience. reasonable and cheap prices and the offers and advertisements that you provide to customers. These temptations broadcast by e-commerce platforms help the customer in making purchasing decisions and make him intend to purchase any product and the freedom offered by companies and the options available to withdraw the purchase or return it if the customer does not like it.
It is clear that consumers prefer to use electronic marketing and most praise it for the ease and speed of access to product information, as well as communicating with a company in various ways. Online marketing is a modern method that has helped companies introduce new products to people across all locations. This attracts customers, but companies do conduct studies and policies to understand what the consumer wants and what motivates them to make a purchasing decision. Also, consumers currently spend many hours on the internet visit many websites and learn about new products that have become famous through online marketing but they are circulated among them. The success of online shopping highly relies on the customer, who is the ultimate goal. The strategy employed by online shopping systems focuses on building trust with customers, paying attention to their opinions, whether positive or negative, and leveraging these insights to improve their services. In doing so, online shopping systems can maintain consumer loyalty over the long term. The influence of the digital age on customers' purchasing decisions is significant.
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