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[bookmark: _heading=h.eyhjgc3g0qri][bookmark: _Toc123573228][bookmark: _Toc123926949][bookmark: _Toc123926978]1.1 Introduction
The research will discuss the effect that digital marketing has on the consumer behaviour of one of the leading electronics companies named, Samsung. Samsung is a private company based in South Korea that provides its services to a number of people. Thus, for knowing the way their customers' behaviour has been affected by digital marketing this research will be done. According to Bala and Verma, (2018), digital marketing is the concept where marketing is done using the Internet and digital technologies. Different types of digital marketing are there such as Search Engine Optimisation, Social Media Marketing, Email Marketing and many more. For getting the proper result from the research, some objectives will be set here. The reason for doing this research will also be described with a brief background. Based on the research topic, some literature will be discussed here. Proper methods will be chosen to know the impact of digital marketing on Samsung's consumer behaviour. 
[bookmark: _heading=h.30j0zll][bookmark: _Toc123573229][bookmark: _Toc123926950][bookmark: _Toc123926979]1.2 Background of research 
The research will be based on the impact of digital marketing on the consumer behaviour of Samsung. The demand for digital marketing has been increasing in recent times and Samsung has also been depending on it. Digital marketing of Samsung is done with the use of the social media platforms such as Facebook, Instagram and YouTube and online advertising (Samsung Newsroom, 2022). Other than that, Samsung also uses several strategies in their digital promotions like using attractive visuals, bringing creativity to the room, adding social responsibilities in marketing and focussing on making a space for themselves among their competitors in the market (Arica, 2022). Samsung also invests in understanding market trends and providing the best services to its targeted customer base.  It has a high influence on consumer behaviour as in recent times digital platforms have had a high influence on people. It has been known from a report by Phonearena, (2022), Samsung users have been the most satisfied smartphone users in the year 2021. Thus, understanding how this company has been using digital marketing for influencing customer behaviour will be known from this research. 

[bookmark: _Toc123573230][bookmark: _Toc123926951][bookmark: _Toc123926980]1.3 Aim and objectives of the research 
[bookmark: _Toc123573231][bookmark: _Toc123926952][bookmark: _Toc123926981]1.3.1 Aim
To understand the impact of digital marketing on consumer behaviour through the study on digital marketing of Samsung. 
[bookmark: _Toc123573232][bookmark: _Toc123926953][bookmark: _Toc123926982]1.3.2 Objectives
1. To determine the impact of Samsung’s digital marketing strategies on consumer behaviour.
2. To analyse the challenges faced by Samsung when implementing its digital marketing strategies.
3. To evaluate the overcoming strategies to eliminate the issues.
[bookmark: _heading=h.3znysh7][bookmark: _Toc123573233][bookmark: _Toc123926954][bookmark: _Toc123926983]1.4 Research questions 
1. What is the impact of Samsung’s digital marketing strategies on consumer behaviour?
2. What are the challenges faced by Samsung when implementing their digital marketing strategies?
3. What are the overcoming strategies to eliminate the issues?
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The research will be done to understand if Samsung's digital marketing strategies are imparting their consumer behaviour. Digital marketing of Samsung mainly targets individual buyers, and it is not effective in targeting the organisational consumers of the devices sold by the company. The company highly depends upon digital marketing strategies to attract targeted consumers. Samsung has been mostly growing for their digital marketing nowadays where they concentrate on the trends, and the needs and wants of their customer base. Thus, the expectation of the customer base has been growing a lot. However, Samsung cannot always provide the services properly. Their customers always want that after seeing an advertisement of a product they could feel it to ensure its quality. It affects consumers' buying behaviour as most of the time through digital marketing this experience cannot be provided by the company. Therefore, to understand the impact of digital marketing research will be done to analyse the effects on consumers' behaviours (Samsung Newsroom, 2022).  
[bookmark: _heading=h.tyjcwt][bookmark: _Toc123573235][bookmark: _Toc123926956][bookmark: _Toc123926985]2. Literature review 
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The below research will be done by reviewing the literature on the topic from previously published articles, journals and books to understand the effects of digital marketing on the behaviours of consumers. Some theories will also be applied to discuss the impact of digital marketing on consumers. 
Digital Marketing 
According to Desai (2019), digital marketing is a process of marketing with the use of electronic devices and digital platforms. This process is applied by business organisations to connect with consumers with the use of technology to promote services and products. As opined by Shchakovich, (2022), there are many methods of digital marketing such as SEO, SMM, email advertising etc that are effective to attract consumers and provide information about products and services. 
Consumer Behaviour 
In accordance with Voramontri and Klieb, (2019), consumer behaviour is the actions and decisions of people who are willing to buy products and services from the influence of the marketing strategy of the business. by understanding customer behaviour, a company can provide the appropriate products and services. When a company observes which of its products are being sold the most in a certain period of time and the ones that are not bought by its target customers, they get to know which one it should highlight mostly so that its sales margin can increase. As stated by Spangenberg, and Lorek, (2019), consumer behaviour can also be influenced by the products or services provided by the companies. When the products that are being sold by the company are based on proper market research, people tend to buy the stuff more. Thus, consumer behaviour is an important factor for companies through which they can increase their profit margin. 
Theory of Reasoned Action
According to Ajzen and Kruglanski (2019), the theory of reasoned action is a theory based on consumer behaviour that describes the relationship between the marketing and behaviour of the consumer. This theory suggests that the consumers might act on the behaviours so that they can get or create specific results or something similar to that. Rational decision-making is one of the most significant terms of consumer behaviour through which people are driven to make purchases. In accordance with Ajzen and Kruglanski, (2019), a consumer is provided with particular action which gives a reason to believe that there would be the desired result. Consumers can change their course of action regarding buying a product between the time of deciding to move forward in the buying process to ultimately buying the product. 
Customer-Led Positioning Theory
As stated by Murrow, (2020), this theory is one of the most significant ones for understanding digital marketing in a better way. According to this theory, customers are the ones who show a company which products to sell more and which ones to avoid. They show which products they want and need the most. According to Sarkissian, (2017), by positioning based on customers, a company will be able to get insights into the products by understanding the wanted features, prices, and functions. Therefore, digital marketing companies can choose customer-led positioning in order to provide the products that are wanted or needed by their target customers. 
RACE Model
As stated by Chaffey, (2022), this model is used to understand digital marketing activities of a company that is done by developing a strategic PR plan. Research which is the first step of the model is required for any kind of marketing campaigns. Demographics, target audience are included in this for which research is necessary. The next stage is Action planning where a strategic plan is made for doing digital marketing properly. Communication is the third stage in which content and information that is most effective, is developed within the action plan. Media outlets could be useful in making the distribution process effective. The last stage is Evaluation where the campaigns are tracked, and the effectiveness is analysed. 
Effects of digital marketing on consumer behaviour 
As opined by Zhang et al., (2018), consumers have become more experimental in terms of business products and services as digital marketing has enabled them to have detailed research on the products and services before buying. Digital marketing has also decreased brand loyalty meaning the consumers who were not there before the existence of digital king when people used to buy products according to their choice of brands. 
Issues of enhancing customer behaviour through digital marketing Strategies to overcome 
Digital marketing has become one of the most essential factors for companies when they are promoting their products as this increases the reach of the products and the companies can benefit from a growing customer base. However, as stated by Gujrati and Uygun, (2020), digital marketing can have some issues which further impact consumer behaviour. Digital marketing is done by targeting a particular market segment where people in the targeted segment would know about the product. Thus, people who do not get to know about the product might not buy it if it appears in front of them. To overcome this issue, companies should focus on a larger market segment and do market research better to reach everyone who can be their potential customer. Other than that if companies do not create any engaging content people might lose interest. Thus, companies need to make more attractive content based on the consumer's need to overcome the problem (Linchpin, 2022).
[bookmark: _heading=h.1t3h5sf][bookmark: _Toc123573237][bookmark: _Toc123926958][bookmark: _Toc123926987]2.2 Summary 
The above review of the literature has discussed some of the important points related to the impact of digital marketing on consumer behaviour and has described the meaning of digital making and consumer behaviour with the application of the theory of reasoned action.  
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The methodology of a research is an organised method through which a research problem could be solved by choosing the proper techniques and procedures. This part of the research will discuss some of the techniques and methods that will be applied to research the topic of the impact of digital marketing on the consumer behaviour of Samsung. For discussing the methods, a research model will be chosen here named Saunders research onion. It was introduced in the year 2007 by Saunders and more to provide a proper framework for the research and the data collection process. This model has several layers the outer layers are philosophical and as it progresses inside it becomes more tactical. The author of the research will analyse from the outer ones to the innermost layer in order to get a proper outcome (Jansen, 2022). 
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Image: Saunders research onion
Source: (Jansen, 2022)
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In this research, the positivism philosophy will be applied to study and examine the impact of digital marketing on the consumer behaviour of Samsung. Through using this philosophy, the author of the research can get an idea of the general beliefs regarding the research problem which would help them to get correct information (Research-methodology, 2022).
[bookmark: _heading=h.3rdcrjn][bookmark: _Toc123573241][bookmark: _Toc123926962][bookmark: _Toc123926991]3.3 Research Approach 
Among inductive, deductive and inductive approaches, the deductive approach will be used by the author of the research. By utilising this approach, based on an existing theory, some objectives regarding the effect of digital marketing on consumer behaviour will be tested through a systematic structure (Jansen, 2022). 
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A survey will be applied to find the information and collect data for the research in this study. The author of the research will use a survey method to collect raw data about the impact of Samsung’s digital marketing on consumer behaviour. 
[bookmark: _heading=h.lnxbz9][bookmark: _Toc123573243][bookmark: _Toc123926964][bookmark: _Toc123926993]3.5 Research Choice 
There are three choices such as mono, mixed and multi among which the mono method will be chosen. The author of the research will conduct a survey from which quantitative data will be collected. Thus, numerical data about the effect of digital marketing on consumer behaviour in Samsung will be gathered in this research (University of Stirling, 2022). 
[bookmark: _heading=h.35nkun2][bookmark: _Toc123573244][bookmark: _Toc123926965][bookmark: _Toc123926994]3.6 Data Collection Methods 

This will be done through primary data collection methods by creating surveys for collecting data for the research. Through the primary data collection method, real-time information about the effect of digital marketing on Samsung’s consumer behaviour will be achieved. This would help the author of the research to get accurate results about the research problem.
An online survey will be done, and 10 close-ended questions will be included in the questionnaire. The respondents will be given two weeks of time. Using excel, the gathered data will be analysed.
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Sample Size
30 consumers of Samsung will be selected haphazardly through this process. 
Sample Method
In this research, probability sampling will be used. This method will be used here in order to get unbiased data about the effect of digital marketing on consumer behaviour in Samsung as the individuals will not be selected systematically (Jansen, 2022). 
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For the research, the consent of each consumer will be taken before the collection of the data. Other than the researcher the data will not be available to anyone. By following the Data Protection Act of 2018, the author of the research will also keep the personal information of the participants and the gathered data secured and the data will only be available to the researcher (University of Stirling, 2022). 
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This above part describes all the techniques and procedures that will be involved in the research of the effects of digital making on consumer behaviour in Samsung. The above-mentioned selected methods were chosen for the most efficient research in this particular case, like the primary data collection process, a mono method to collect quantitative data, survey methods, simple random sampling to choose the participants for the survey and many more in order to collect data about the research problem and come to a proper conclusion.
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	Research methodology
	
	
	
	
	
	
	
	
	
	

	Creating the questionnaire
	
	
	
	
	
	
	
	
	
	

	Collection of data
	
	
	
	
	
	
	
	
	
	

	Analysis of data
	
	
	
	
	
	
	
	
	
	

	Discussion/Interpretation of data
	
	
	
	
	
	
	
	
	
	

	Conclusion and recommendations
	
	
	
	
	
	
	
	
	
	



Budget 
	Factors 
	Expenses 

	Survey cost
	£70

	Data collection cost 
	£50

	Internet cost 
	£60

	Miscellaneous cost 
	£100

	Total cost 
	£280
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