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CHAPTER ONE
1.1 BACKGROUND OF THE STUDY 
New technological inventions can have a great impact in organizations through its contributions to change the social environment while expediting, sharing of knowledge and the development of new ideas .E-marketing will come in handy as a good example of new technological innovation that is making a great impact in the organizations of today. 
Today, Most organizations are mainly interested in incorporating E-marketing into the business structures of their organization ,but do not have a paper know–how of what E-marketing is all about .they also don’t have a tangible channel to ascertain the gain that these technologies hold for them .in a survey carried out in 2009 by (Mckinsey) and company, it was discovered that with the appropriate use of the E-marketing a lot of organizations were able to benefit from each other in ways such as sharing of ideas ,communication becoming enhanced. The value that E-marketing adds in organizations is huge as an increasing number of organizations are already endorsing and exploiting the various opportunities in E-marketing technological innovation. E-marketing hold a lot of interesting opportunities, but it is important to understand how to utilize it with its accompanying impact in an organization context beside where it is applicable in real life projects. These should be pivotal questions for modern day organizations. These questions can help organizations to understand how E-marketing technologies work effectively at workplace. The economic intelligence unit 2009 announced that, the global market place was overwhelmed by variations in the 2007. These economic development have ended up compelling organizations to redesign their business strategies so they can be able to communicate their brands more effectively. Davis 2001 writes that brand is one of an organization’s most prized assets which simply imply that there is a demand on the present day organization to understand that it is important for them to capitalize on their brand. This can help them maintain a profitable growth and achieve sustained profitability objectives. 
There are various means of building brands, which can come in form of advertising, meeting specific need of customers, attaching in a particular image to a service or product, identifying and meeting a need that competitors are to identify, combative communication and strategizing price burger et al 2009. E-marketing marketing has one of the popular channel organizations used to communicate their brands during the recession. Some of those mediums are; electronic media which helps to facilitates participation, responsiveness, consultations, connectivity and networking amongst online end users (Mayfield, 2008). Brands and consumers have a changing role to play in the organizations strategy given the choices made available to consumers and the prominent role of E-marketing marketing being that they now have an impact on the economy (Mayfield 2004, Lindeman 2008). Brands have huge influence on customer choice and customers influence other customers. Thus, consumer’s buying behaviour is often influenced by a leading brand. This value is created by generating demand via repurchases and securing of the future earnings for the organization (Sullivan and Oliveria 2003). Therefore E-marketing marketing serves as opportunities for communication and depends upon new and unusual thought patterns (Heinlein and Kaplan 2010; Kweskin 2008). This helps customer’s products and brands experience. It is pertinent for them to explore marketing strategy in a more compelling and innovative way so as to attract larger number of customers (Rockendorf 2011). This study therefore aimed at the impact of E-marketing on consumer buying behaviour. 
1.2 . STATEMENT OF THE RESEARCH PROBLEM 
The coming of the internet and its acceptance by the public ,have altered quite a lot in the way organizations promote their services and products as well as the channels of communication between them and their customers. This is seen in the way they market and communicate their brands and product nowadays which is becoming a challenging projects. Customers are overwhelmed by marketing of commercials and promotional events. The sensitivity of customers to get excited is fading out on promotional events and consumers are beginning to resist the efforts of some companies at marketing them. 
Basically, the promotional focus of some organizations is on the conventional mass media advert styles which include commercial on TV, radio jingles and advertisements in print formats such as newspapers and magazines along with billboard placements. It is now on record that as the internet is fast advancing across the global market place, the effectiveness of traditional mass media is fast on the decline. 
1.3. RESEARCH OBJECTIVES. 
The main objective of this study is to examine the impact of E-marketing on consumer buying behaviour specific objectives of the study are; 
1. To examine the impact of E-marketing on various stages of decision making process of consumers. 
2. To examine the effects of E-marketing on consumer dissonance. 
3. To examine how E-marketing have affected consume buying behaviour. 


1.4. RESEARCH QUESTIONS 
A. What are the factors that motivate buyers to shop through E-marketing platforms? 
B. What are the implications E-marketing has brought to consumers in different stages of their decision making. 
C. How frequent do consumers attend, process and select the information before a purchase. 
1.5	SIGNIFICANCE OF THE STUDY 
This study is of interest to various stakeholders, this study are; 
SCHOLARS AND ACADEMICIANS 
Researchers can use this study to facilitate further research on the other sectors especially those that are related to E-marketing platforms. The study provide baseline data that assists people to carry out similar studies among other organizations where the business environment is similar. 
COMPANIES AND ORGANIZATIONS 
The study assists online retailers to increase their profit by utilizing their sales opportunities .the study also helps online retailers through E-marketing to adapt to the consumer tastes and preference to avoid heavy losses when stocks pile up. The research also aims to serve as an indicator to potential companies of how they can tap into the market position of the youth via E-marketing sites. 
YOUTH 
Since most youth interact with E-marketing in making decision relating to purchase of their choice, the findings of this study can be used to help the youth population establish the factors that impact on their choices based on different stages of buyer decisions. 
1.6. SCOPE OF THE STUDY. 
With regard to the objectives, conducting the research from their perspective of consumers would be a considerably suitable approach .the research realizes that there are many available reports and studies which rather aims to help business to gain a better understanding in E-marketing marketing but not to help customers to identify reasons that E-marketing has changed their decision making process. Since the purpose of marketing is, in sum, about consumers ; therefore, by having the starting point from the perception of consumer’s ,and collecting data from consumers point of view ,fresh insights can be gathered. The research also aims to serve as an indicator to potential readers companies of how they can tap into the decision making process via E-marketing sites. The research focuses on the behaviour of end consumer’s individuals and particularly within the retailing industry, for instance clothing, food and beverages, consumer electronics, and so on. 


1.7. DEFINITION OF THE KEY TERMS 
E-marketing; this is the websites and applications that enable users to create and share content or to participate in social networking. 
Consumer: a person who purchase goods and services for personal use. 
Buying: to pay someone to give up an ownership, interest or share. 
Behaviour: the way in which one acts or conducts oneself, especially towards others. 


CHAPTER TWO
LITERATURE REVIEW
2.1	CONCEPTUAL FRAMEWORK
	Technology and the internet connect people in different ways that allow them to share knowledge and information with each other (Evans and McKee, 2010). The most popular form of connectivity is through E-marketing (Stelzner, 2010). E-marketing is a new form of communication which is changing the behaviour and expectations of people and the way organisations conduct business (Wollan, Smith and Zhou, 2011). E-marketing platforms provide a user-friendly tool for users to invite and converse with other. This type of interaction has given voice to millions of consumers who now have the capacity to talk to each other and are able to share their experiences and opinions with a global audience at little or no cost (Trusov, Buckling, and Pauwles, 2009).
	The social web revolves around conversations and interactions within groups which act and react based on collective knowledge (Evans and Mckee, 2010). Consumers have discovered the social web as a data source to learn about products and services and share their own personal experiences with the brand. This new source of information in conjunction with traditional media allows other potential consumers to consider these experiences before they themselves make an actual purchase (Trusov et al., 2009; Evans and McKee, 2010).
	This social engagement by consumers has significant impact on marketing activities as marketers need to be aware of the factors which affect the consumer’s purchase decision (Court et al., 2009). Marketers need to engage in online marketing strategies and influence consumer’s purchase decisions through E-marketing marketing (Evan, 2010). The literature review that follows discusses e-marketing (electronic marketing), E-marketing and the role of E-marketing marketing in the consumer’s purchase decision journey.
2.1.1	ELECTRONIC MARKETING (E-MARKETING)
	According to Gommans, Krishnan, and Scheffold (2001) sharper marketing focus is required to build and maintain customer loyalty in electronic market places. Brand image and brand identity must be built through mass media online communications (Gommans et al., 2001) therefore marketers need to ensure that there is effective dialogue from the brand to the consumers (Wood, 2000). This means that brand equity plays an important role in how information is learned, retrieved and communicated between consumers in online environments when making final purchase decisions (Chattopadhyay et al., 2010).
	Consumer markets are dynamic and as brand accessibility and brand associations may change over time, so too could consumer’s purchasing behaviour change over time (Wood, 2000). Therefore consumer focus is critical when developing marketing strategies in the technology driven world where technology has delivered the promise of anything, anywhere, anytime (McKenna, 1991). Due to the accessibility of the internet, buyers and sellers are able to easily utilize communication channels by communicating, organizing and exchanging information (Kiang et al., 2000). Thus the goal of marketing is to establish the brand and own the global and virtual market place, thereby giving the brand competitive advantage (Court et al., 2006; Evans, 2010). The internet boom (and by implication e-marketing) has allowed firms to take advantage of promotional and advertising channels. The partnership of technology, the internet and marketing should assist marketers in exploring new and innovative ideas, test consumer’s real-time reactions and establish the brand in online market places (Kiang et al., 2000).
	Kalyanam and McIntyre (2002) define e-marketing as electronic marketing; the application of marketing principals through electronic resources such as the internet. E-marketing is defined by Brodie, Winklhofer, Coviekki and Johnston (2007) as using the internet and interactive technology applications to facilitate dialogue between buyers and sellers. Technology enables realistic representations of products and the ability to interact and associate with them (Hemp, 2006). Therefore e-marketing is a continuous form of marketing which occurs in real time in online environments. Brodie et al., (2007) goes on to explain that in order to fully exploit the impact of e-marketing, e-marketing needs to be supported by the traditional 4P’s of the marketing mix; product, promotion, place and price whilst taking into account social and relationship marketing. Constantinides (2002) argues that the roles of the traditional marketing mix are very different in the physical marketing environment than that of the online marketing environment.
	E-marketing focuses on human behaviour (Constantinides, 2002) and the fact that the consumers are part of a network and that these consumers are constantly participating in network groups as they interact with each other over real-time (Kalyanam and McIntyre, 2002). Thus the online shopping experience has evolved into a social experience (Hemp, 2006). This supports the argument presented by The Chartered Institute of Marketing (2009) in chapter two (2.2.1.) that the traditional 4P’s should now include people, processes and physical evidence (e.g. testimonies and referrals). E-marketing allows consumers to access product information any time via the internet, facilitate real-time conversation and feedback which ultimately facilitates customer relationship management (Kalyanam and McIntyre, 2002). Therefore the emphasis of a marketing plan needs to be on a highly interactive environment which pulls or attracts consumers, builds relationships with them, retains consumers and allows for ongoing personalised customer service (Constantinides, 2002).
2.1.2	E-MARKETING
	Many researchers have come across the interchangeable usage of the terms “E-marketing” and “Web2.0” (Safko and Brake 2009, 6; Kaplan and Haenlein 2009, 60); however, Safko and Brake (2009, 6) have stated out that these two terms are closely related yet not exactly synonymous, and they differ in terms of usage. For the purpose of this research, and in order to avoid any confusion, the above mentioned terms will be defined, despite the fact that E-marketing is the central gravity of the research.
[bookmark: _GoBack]	In regards of the term Web 2.0, Tim O'Reilly, the founder of O'Reilly media, has coined that "Web 2.0 is the business revolution in the computer industry caused by the move to the Internet as platform, and an attempt to understand the rules for success on that new platform." He has further provided a general business aspect in relations of Web 2.0 as the “harnessing of collective intelligence”, in which Web 2.0 provides platforms and fills the Web with user-generated content where all individuals – the former audience are able to take part in instead of important decisions made by a few people. (O'Reilly 2006.) Alternatively, Web 2.0 is a platform whereby content and applications are continuously modified and exchanged by all users in participatory and collaborative manner, and no longer merely created and published by individuals (Kaplan and Haenlein 2009).
	There are still many ongoing debates and discussions regarding E-marketing’s universal definition; as E-marketing has been transforming and merging into the evolving development of New Media (Solis 2010). Regardless of what the standardized definition per se would be, many of the existing studies and articles have stated out the common core purpose of E-marketing. Dann and Dann (2011) have demonstrated how E-marketing is formed based upon the interconnected elements – social interaction, content, and communication media. E-marketing has created a new landscape in supporting the socialization of information (Solis 2007), as a result it has facilitated and enhanced communication flow by making it easier and to more people, and to spread useful information with potentially vast online audiences (Smith and Zook 2011, 10), in which the conversation may be taken place on media locally but lead to a global impact.
	Stelzner (2011) writes that E-marketing represents marketing opportunities which can connect firms directly with their customers. In the E-marketing Marketing Report 2011, Stelzner (2011) found that 90% of marketers indicated that E-marketing was important to their business, 33% of marketers are forming metrics to measure E-marketing as part of their return on investment (ROI), 58% use E-marketing for up to six hours per week, 34% use E-marketing for up to eleven hours per week, 70% of marketers want to learn more about Facebook. Stelzner (2011) further noted five popular social networking platforms; Facebook, Linkedin, Blogs, Twitter and YouTube.
These E-marketing platforms are defined by Mayfield (2008) as follows:
In the discussion regarding different categories of E-marketing, five distinct types of E-marketing outlets are focused on – 1) social networking sites, 2) social news, 3) media sharing, 4) blogs, and 5) microblogging. Each of these E-marketing platforms has provided unique features and experiences to individuals and entities, for instance marketers and consumers, in the E-marketing sphere.
Social Networking Sites (SNSs) are platforms where individuals are able to connect with others, for instance Facebook and MySpace. Social networking sites, as Weinberg (2009, 149) states, “are generic terms for sites that are used to connect users with similar backgrounds and interests”. These platforms, generally, have few common elements across most of them – (1) users are able to create interactive and customized profiles, either a public or a semi-public, within a bounded system, (2) a list of suggested “friends” with whom they share a connection, and (3) view and traverse their list of connections and those made by others within the system (Boyd and Ellison 2007, 211). To consumers, they are the outlets, which present wealth opportunities for establishing a closer relationship with the brand via several functions – fan pages, plug-in applications, and groups. Recently, Empathica have conducted a survey about the U.S. consumers’ usage of E-marketing to make shopping decisions. The survey population is more than 6,500 U.S. consumers, of these consumers, over half (55 percent) have “Liked” a brand’s Facebook page, and 73 per cent have claimed that their choice of recent store visit is influenced by a social networking site (Dugan 2012).
Social News sites and Social Bookmarking sites, for instance Digg, Reddit, and Scoop.it, are fairly similar, and are very much in the trend of online community. Social News enables users not only to be in control of their news streams, but also allows individuals to “submit and vote on content around the Web” but the core value of the latter one is to allow users “to collect and interesting links they have discovers and may wish to revisit.” (Zarrella 2010, 103.) In other words, individuals get to control and customized their news streams, this special attribute of social news site facilitates the democracy which creates values to users. These sites allow individuals to discover websites that a large number of people have already discovered; some say social news sites have changed the concept of newspaper nowadays and are governed by the “wisdom of crowds” (Weinberg 2009), due to the fact that the contents personal and targeted news and they empower users by putting the audience in the center via active discussions and which reacts on how readers interact (Baekdal 2009).
Media-Sharing sites (e.g. Youtube and Flickr) are outlets where individuals can upload, store, and share their multimedia files, for instance photos, videos, and music, with other users. There are myriad opportunities through the engagement to these websites, because these certain platforms within the E-marketing segment has always been a stronghold to online societies, as they provide users opportunities to create their own podcasts with affordable technology and to propaganda their identical “channels” via subscriptions. One of the major elements of these media-sharing sites has to be highlighted is the tag. “A tag is a word assigned to a piece of content that helps describe it”, which means that businesses have to acknowledge the importance of the search words on the search engines (Zarrella 2010, 81).
A blog is an online journal which is as refer to a type of content management system (CMS), typically maintained by individuals or groups, and featured commentary and ideas for a larger group of audience (Safko and Brake 2009). Blogs create good hubs for other E-marketing marketing tools (videos, hyperlinks, pictures, and so on), because they can be integrated into the platforms and posts; besides, blog software provides a variety of social features such as comments, blogrolls, trackbacks, and subscriptions (Zarrella 2010, 9). On the other hand, Weber (2009) has pointed due to the fact that blogs allow everyone to publish and to join multithreaded conversations online, in which some of the bloggers have no editorial restrains and have access to the entire Web; as a result, their posts can impact personal, products, or brand reputation harmfully.
Microblogging is a real-time information network, which shares similarity to blogging, yet it limits the size (number of words) of each post and encourages a faster mode of communication. Microblogging allows users to spread their short-texted messages via instant messages, mobile phones, e-mails, or the Web. For instance, Twitter, launched in 2006, is one of the primal and leading microblogs that currently has over 140 million users as of 2012 and handles over 1.6 billion search queries per day (Twitter 2011). Obviously, Twitter provides companies with leverage via Internet traffic by creating a buzz on online communities, as users get the essence and concise information through short-texted posts. Many companies have been using Twitter to tap into the business prospects, influencers, and customers; by doing so, businesses are able to take advantage in relationship building, achieving on-line and offline marketing objectives, and brand building etc. (Weinberg 2009). Retweet is one of the most powerful mechanisms to marketers, in which individuals can copy and paste what others have posted onto their Twitter stream. Consequently, the certain tweet gets to spread virally in a furious speed (Ingram 2012).
The popularity of E-marketing marketing is due to the fact that E-marketing is low cost and bias free and allows marketers to gain insight into markets. The vast amount of available information allows marketers to mine social networking data and engage in consumer profiling which ultimately results in better and more effective market communication strategies (Kotler et al., 2010). Consumers have become well aware of the power of E-marketing and are therefore able to positively or negatively reinforce a brand (Mangold and Faulds, 2009). Loyal customers will act as a sales force, spreading a positive message about the brand through viral marketing and in particular online marketing such as social networking sites and blogs (Fauser et al., 2011). E-marketing thus presents marketers with the opportunity to execute more emotional touch points in areas where consumers are able to connect with each other and share their experiences. These touch points are hugely emotional and offer marketers the opportunity to connect and engage with consumers correctly and generate exposure for the organizations brands (Joseph, 2010).
2.1.3 	E-MARKETING MARKETING
	Trusov et al. (2009) explain that social networking platforms allow users to connect with each other and typically attract a small group of first time consumers. The greatest appeal of E-marketing marketing is for the brand to make a strong impact on consumers and consumer groups (Brandz, 2010).
Golden (2011) lists the characteristics of E-marketing marketing as follows:
Tone: E-marketing is about honesty and being authentic. Marketers need to ensure that the message to the audience is credible and reliable;  
Conversation: E-marketing marketing generates two ways conversation where the customer is an integral part of the marketing department. Customer opinions matter and impact on marketing strategy;  
Validation: Buyer and consumer reviews are as influential as the marketer’s claims of the brands features and benefits. This sets the stage for the brand to meet consumers expectations;  
Reach: E-marketing marketing allows marketers to reach a wider audience with more dramatic results in far less time and at lower costs; and 
Control: Control is the single biggest challenge in E-marketing marketing. The internet allows the entire world to report what they see as they see it (in real time). All testimonies, opinions, customer experiences (positive and negative) and customer messages are able to go live at any time. These messages are not always accurate nor are they in the control of the marketer and the challenge to the marketer is to respond to these messages in a professional manner.
2.1.4	E-MARKETING AND CONSUMER
	Companies are engaging with the purpose of creating brand awareness, engaging their existing customers, driving traffic to other marketing properties and growing channel number (Zarrella 2010; Weber 2009; Weinberg 2009; Smith and Zook 2011). The following section discusses on how consumers are affected by E-marketing, and identify which would be the considerate phase of the purchase process that marketers should tap into.
	Regarding the information processing theory of consumer choice, it is mentioned that there are vast amount of advertisements competing with each other in order to grasp individuals’ attention (Fennis and Stroebe 2011) and the fact that human beings have an obvious limited brain capacity in processing information; therefore, it is a challenge for each discrete message to get heard above the din (extraneous factors that distract or distort the message), even if marketers have the right message (Silverman 2001, 67). 
Each of the E-marketing platforms plays a role in giving out, receiving, and exchanging information without any boundary limitations, and as mentioned previously that E-marketing enables two-way flow of information. Since the flow of communication does not merely impact how companies can access their targeted groups, but also it influences throughout the entire decision process, from interpreting the message, searching for available alternatives, as well as actions carried out in the after the purchase; thus, It is important to denote that message rejection, misinterpretation, and misunderstanding are the possible pitfalls in the flow of communication (Smith and Zook 2011, 120). 
In relating to E-marketing marketing, the biggest fear of companies and brands is to give up the control over the content, and the frequency of information; however, it is essential for marketers to realize that reviews and discussions, as user-generated contents, serve to demonstrate a company’s transparency. (Weber 2007.)
When Zagat and Amazon started inviting individuals (such as consumers and users) to give their opinions, there was no stopping the trend (Weber 2007); that is, the communication in present-day has drastically altered into a medium that is composed of millions of people who can actually contribute or detract from a marketing message. Consequently, comparing to offline traditional marketing channels (such as television, newspaper, magazines, and so on), word-ofmouth solely relies on E-marketing outlets in this digital age (Knowledge@Wharton on Forbes 2012), due to the fact that websites allow users to create their own virtual spaces in which fosters and ignite the word-of mouth. (Weinberg 2009.)
Conversation in traditional media is one-way: the company spoke, an audience listened. Mass messages are filtered through opinion leaders to the mass audience, in which opinion leader is very hard to be identified since they are not formal experts and do not necessarily provide advice but have a certain degree of influence on consumers (Katz and Lazarsfeld 1955). 
In the notion of communication models theories (Goldenberg, Han and Lehmann 2010), the findings (Katz and Lazarsfeld 1955; Bulte and Wuyts 2007) have provided that opinion leaders are those initially exposed to certain media content who interpret the message based on their own opinion, and are more active than others both in seeking information and in conveying it to others. (See Wuyts et al. 2010, 283-300)
2.2	THEORETICAL FRAMEWORK
2.2.1		THE ORIGINS AND DEVELOPMENT OF CONSUMER BEHAVIOUR
	The first attempts to understand the behaviour of consumers can be found between the 1930s and the 1940s. Arndt (1986) and Ekstr&m (2003) label this era as the “Early Empiricist Phase” of consumer behaviour. At a time when the concept of “economic man” was dominating, scholars’ attempts to understand consumers’ actions in the marketplace were based on classical economic theory principles. Consumers were seen as rational decision makers, performing economic calculations on how to spend their income, maximizing utility and minimizing cost (Zaichkowsky 1991, Waguespack and Hyman 1993, Ekstr&m 2003). Sheth (1974 cited Arndt 1986) suggests that during this period there were early attempts to identify the effects of decisions in the area of distribution, advertising, and promotion. However, despite the prevailing economic paradigm, there were scholars that advocated a non-rational explanation: Pitkin’s “The Consumer: His Nature and His Changing Habits” published in 1932, supported that noneconomic factors such as age, intelligence, energy, training and emotions influence consumer behaviour, “calling for the study of consumer psychology” (1932, p.8 cited Waguespack and Hyman 1993). In 1949, James Duesenberry published his book “Income, Saving and the Theory of Consumer Behaviour” perhaps the first to include the term “consumer behaviour” in its title. This book was primarily an economic analysis on the relationship between income and savings, but with some attention on the psychological factors that influence savings (Waguespack and Hyman 1993). Although that the “economic man” approach dominated the literature even into the 1950s, scholars started evidencing that this view (a) failed to differentiate the reasons for a decision from the decision itself, and (b) despite the difference between physical and emotional motives, neither can be measured separately (Walters and Bergiel 1989 cited Waguespack and Hyman 1993).
	During the 1950s, in the so called “Motivation Research Phase” (Arndt 1986, Ekstr&m 2003), scholars started investigating the impact of non-economic factors to behaviour. Consumers were seen as irrational, impulsive decision makers, open to external influences, a position clearly contradicting the so far prevailing “economic man” approach. It is the time that U.S. business schools were developing, and together with economists also psychologists joined as staff. Prevailing theories such as the Pavlovian learning model, the Freudian psychoanalytic model and Maslow’s motivation theory, were consequently employed to provide new insights into consumer behaviour. Focus groups, in-depth interviews, and thematic apperception tests were used to uncover hidden motives and symbols behind the purchase of goods. Haire’s “shopping list” study in 1950 provided insights on the meaning and importance of products far beyond their physical attributes (Zaichkowsky 1991; Waguespack and Hyman 1993; Ekstr&m 2003).	In the second part of the 1960s, during the “Utopian Grand Theory Phase” (Arndt 1986, Ekstr&m 2003), consumer behaviour scholars attempt a move towards integrative, comprehensive theories and conceptual models. Major contributors include Nicosia (1966), Engel, Kollat and Blackwell (1968), and Howard and Sheth (1969) that guided the study of the consumption process. However, Arndt (1986) suggests that those theories appeared much before their time, their conceptualizations were limited, western culture bound, and mainly addressing pre-purchase processes. Kollat et al., (1973 cited Arndt 1986) admit that although there were attempts to critically evaluate grand theories, they had little impact on empirical research. Grand theories managed to shift the focus away from the homo-economicus, utility maximizing behaviour doctrine, to the mental processes and the psychological concepts that preceded purchase (Waguespack and Hyman 1993). The end of this decade finds consumer behaviour leaving behind the “irrational psychotic purchaser” of the 1950s and early 1960s, in favour of a cognitive man and a problem solver that consciously buys products and services to meet his needs (Zaichkowsky 1991). In 1969, the Association of Consumer Research held its first conference, a significant step towards the recognition of consumer behaviour as a field of study in marketing.
	The limitations of the grand, comprehensive theories formulated in the late 1960s, resulted in the development of a large number of middle-range theories during the 1970s: Ward and Robertson (1973 cited Kassarjian 1982), to whom the initiative towards those theories in consumer behaviour is credited, defined middle-range theories as:
“theoretical or conceptual frameworks which do not constitute full-blown theories in and of themselves, but neither are they merely isolated empirical findings [...] suggest explanations and predictions concerning some relatively circumscribed areas of inquiry” (1973 cited Kassarjian 1982, p.20).
	Attribution theory, attitude models, low involvement, risk, dissonance lifestyle, personality, reference groups, social class, diffusion of innovation, consumer satisfaction, decision making within the family context, and information processing were among the topics that were heavily researched in the 1970s (Kassarjian 1982; Ekstr&m 2003). In particular, the increasing concern of advertisers in consumer information issues, and the increasing number of researchers with a marketing orientation, interested on the determinants of consumer behaviour controlled by advertising, led to a shift of research interest towards the study of information processing: Questions on how “consumers search, receive, interpret, store and utilize information in the short and long term memory” (Arndt 1986, p.25) became prominent research topics, entitling this period as “The Information Processing Phase” of consumer behaviour (Ekstr&m 2003).
	During the 1980s, the world goes more global and marketers face a range of multicultural issues when entering Third World countries, but also basic consumptions issues when nations shift from forms of communism to forms of capitalism (Belk 1995). Anthropologists and sociologists are joining marketers to broaden their perspectives, who however bring with them a set of new research tools and methodologies. Decreased time for shopping (therefore decreased time for extended cognitive effort), but also increased choices in the marketplace make consumers adapt their strategies to the new environment, resulting in low-involvement consumers, labelled by Zaichowsky (1991, p.54) as “cognitive misers”. The “New Consumer Behaviour” era (Belk 1995) adopts a non-positivist, methodological pluralism based on a new set of ontological, axiological and epistemological assumptions
	In the 1990s and the beginning of the 2000s, consumer behaviour witnesses a significant growth of interpretive approaches making the “new consumer behaviour” standing equally next to the old. The plurality of the new methods and theories justifies Ekstr&m’s (2003) view to entitle this period as “The pluralistic research family” phase of consumer behaviour. However, the new paradigm opened “a Pandora’s box, full of new substantive questions to be investigated” (Belk 1995, p.58) such as negative aspects of consumption, drug addiction, brand communities, brand personality, feelings in decision making, visual consumption etc.
2.2.2	PERSPECTIVES TO THE STUDY OF CONSUMER BEHAVIOR
	The various development phases of consumer behaviour theory, as above led to the development of various approaches, or perspectives to the study of consumer behaviour. Marsden and Littler (1998) suggest that researchers seeking knowledge in consumer behaviour should develop an understanding of the assumptions of the different perspectives, as each perspective proposes different questions, methods of inquiry, and therefore different interpretation and evaluation of results. Consumer behaviour perspectives proposed by scholars range from Arndt’s (1986) 18 perspectives to Mowen’s (1988) approach of three. Arndt (1986) adopts an organisation theory approach, proposed originally by Pfeffer (1982 cited Arndt 1986), distinguishing the perspectives in two dimensions: The level of aggregation (individual vs. group) and the action taken (rational or quasi-rational; situationist or external control; and almost random depended on process and social construction).
	Mowen (1988), in a more simplified approach, suggests that there are three perspectives to the study of consumer purchase behaviour: The Decision Making, the Experiential and the Behavioural Influence perspective (each discussed in the following subsections). However, he emphasizes that the perspectives provide complementary rather than competitive views, and may even occur simultaneously within the same purchase process. Mowen’s work, at least as presented in his article, lacks empirical research to substantiate (a) the fact that the three perspectives provide complementary rather than competitive views, and (b) that two, or more of the perspectives may even occur simultaneously within the same purchase process.
	Marsden and Littler (1998) position five “contemporary” perspectives: Cognitive, behavioural, trait, interpretive and postmodern, the first three labelled under the term “traditional perspectives” and the last two under the term “new perspectives”. Pachauri (2002) adopts the classification of perspectives into those that result from the positivist paradigm labelled under “traditional perspectives” (rational, behavioural, cognitive, personality, motivational, attitudinal, and situational influence) and into those resulting from the non-positivist paradigm labelled under “emerging perspectives” and consisting of the interpretive and postmodern perspectives.
2.2.3		THE NEW PERSPECTIVES
	The new perspectives of consumer behaviour, namely the interpretive and the postmodern perspectives, challenge the hegemony of positivism and its associated assumptions of the supremacy of human reason and the existence of an objective truth that can be discovered by science. The new perspectives acknowledge that consumers live in a complex world consisting of heterogeneous social cultures, and emphasize the symbolic and subjective nature of experiences and therefore the absence of a unified world view. Therefore, consumer behaviour is often seen as complex, irrational and unpredictable (Pachauri 2002). As a result consumers can be understood, and therefore studied, only in a holistic manner, as totalities (Marsden and Littler 1998). Both of the new perspectives have been criticized that are operating at an abstract level “divorced from some of the practical issues of concern to marketers and the material basis of everyday consumption” (Marsden and Littler 2008, p.18). In the same vein, Foxall (1995, p.2) suggests that the new perspectives are being “preoccupied with the philosophy of science as an end in itself”.
The Interpretive Perspective
	The interpretive perspective has its origins in the humanistic and the phenomenological approaches employed in the social sciences. It attempts to understand consumers’ subjective nature and addresses the symbolic, hedonic and aesthetic nature of consumption employing naturalistic qualitative research methodologies (Marsden and Littler 1998). Through the interpretive lens, buying is perceived as a matter “involving felt expectations as to how the consumption episode well be personally experienced” rather than a matter of objective calculation of the pros and the cons of buying a product (O'Shaughnessy and Holbrook 1988, p.206). The interpretive perspective focus on consumers’ fantasies, feelings and fun (Holbrook and Hirschman 1982) and research through this lens aim to identify the consumers’ meanings behind their consumption experiences (Marsden and Littler 1998).
The Postmodern Perspective
	The postmodern perspective postulates that consumers do not have pre-given internal structures that make them behave the way they do. Consumers are considered “unknowable”, therefore researchers are suggested to inquire through multiple perspectives rather than to search for the real nature, or the truth in consumer behaviour (Burr 1995; Firat et al. 1995; Robins 1994). Foster (1985) suggests that in postmodernism the search for truth is replaced by multiple, equally valid but also competing, representations of the world. A consumer’s identity is considered to be context-based and in constant change, in the sense that it depends on the circumstances of consumption, the purpose of consumption, and with whom else the consumption is taking place with (Burr 1995). Consumers are therefore able to change themselves and their world by assuming multiple lifestyles, consumption patterns and value systems (often conflicting however without having negative feelings) so to adjust to the context of consumption (Firat 1992; Brown 1995).


2.3	REVIEW OF EMPERICAL STUDIES
	Bhalla (2015) have performed research on “Facebook Advertising: Lifeline for small Business.” He tried to explore, during shopping process how consumer exchange their views about product using E-marketing, especially Facebook. This study is based on 1,000 US individuals who were aged from 18-29 years and prefer to buy products and services from local stores / businesses. Finding of this study suggest that, about 80% of participants do digital searching before going to do shopping physically. There were 62% adults who reported that Facebook is more reliable for searching small business before visiting store personally, followed by Pinterest 12% and Twitter 11%.  In addition to this, 54% of respondents said that they engage with Facebook advertisement at least once before purchasing product from local business / store. Finally it had been revealed from results that Business related to restaurants and food stuff considered as leading business as it is highly ranked 38% by respondents. 
Dellarcos (2003) said that E-WOM has become an important tool of marketing which is more cheaper, faster and effective as compare to conventional techniques of advertisement. As EWOM is being a vital part of communication, where consumer can exchange their experience, views, opinions and knowledge. This all contribute in brad awareness and popularity of product.
 Agarwal & Prasad (2009) examined that, various studies suggested that due to online WOM, particularly comments, evaluation of product impact in very significant way and influence such as buyer’ choice, sale of product and most importantly investment and decisions. Kim and Srivastava (2007) have said that, E-marketing and different online social networks provide an opportunity to consumer where they can exchange their views, suggestions, experience and recommendations with other existing and potential consumers. Hennig-Thurau and Walsh (2003), suggested that consumer’s behavior in term of purchasing and communication is influenced by social networks in five different ways: obtaining of buying related information from other consumers and it reduce risk significantly, Social orientation which implies that buyer can evaluate and compare different brands and products, Community membership groups- in such kind of groups customer admire different brands and products.  According to Diffley (2011), sometime instead of advertisement and marketers, consumers do believe and trust on each other’s opinion, views and recommendations posted on E-marketing.  


CHAPTER THREE
RESEARCH METHODOLOGY
3.1   	 Research Design
	The aim of the survey is to find out how, why, where E-marketing has influenced individuals in the process of decision making, as well as, hopefully, to identify new insights that companies may take advantage of. The survey was carried out in the form of questionnaire.
	Since there was only one chance to collect the data, the researcher had to identify precisely of what data is needed, and to design the questionnaire in order to meet the research objectives (Saunders et al. 2009). The questions for the questionnaire were designed and built closely upon the theoretical framework – decision making process, information processing theory, and E-marketing marketing, which has discussed thoroughly in previous chapters of the research.
	The questionnaire was sent out to all individual of Ilorin metropolis and, which yields the sample size to be approximately 200 individuals. Participation was voluntary and the questions were designed in English.


3.2    	POPULATION OF THE STUDY
	A population consists of all items of interest in an investigation. A sample is a subset of a population and provides insight about populations (Evans, 2007). The unit of analysis (the major entity under investigation) in this study the consumer who purchased items on social. The rational for this sample selection is that how E-marketing has drive customer in purchasing items and the relationship between the seller and buyer. It is therefore more likely for a consumer to consider alternate means of shopping. 
For the purpose of this research study, two hundred participants will be request to complete the questionnaire. All participants will be E-marketing users resided in Ilorin, therefore they it will be easily accessible as they has sufficient time to complete the questionnaire and ask questions about the research whilst they fill. 
3.3 	SAMPLE SIZE AND SAMPLE TECHNIQUES
	Sampling techniques that was adopted for the purpose of this study is the random sampling techniques for the purpose of this study, a total number of 200 persons were selected to make up Ilorin metropolis. This will help for easy administration of questionnaire and they show a simple representation of the target audience. Proportionate random sampling technique ensures greater representation of the sample relative to the population and guarantees that minority constituents of the population are represented in the sample (Nworgu, 2006).	
3.4	INSTRUMENTATION
The research instrument for the purpose of this study is questionnaire. The question comprises of question drawn from the research question objective and the research problem. In the course of gathering data for this study, the researchers used questionnaire used simple percentage score(%) and frequency table. Therefore all responses were measured in percentage and for easier understanding. The percentage (%) score was then represented in a table. This is done to provide a lucid and clear interpretation of the responses. All judgments were based on responses gathered from the field.
3.5	VALIDITY AND RELIABILITY OF THE INSTRUMENT
	The questionnaire used for this study was thoroughly scrutinized by the supervisor for clarity, precision and comprehension.
	The instrument which was a questionnaire remained valid as the research was able to give instrument to E-marketing users and for proper collections and suggestions are made.
	These set of people were able to examine and access the instrument for true validity and effect before administering it to the respondents. With this, the research instrument was able to achieve the purpose for which it was designed for.
	This research work adopted the spilt half reliability technique where the same test will be divided into two comparable halves after administration and each half will be treated as a test on its own right.
3.6	METHOD OF ADMINISTRATION OF INSTRUMENT
According to David Land Ronald J. (2010). Administration of instrument is the determination and statement of the general research approach to strategy adopted for the particular project. It is the act of planning the design adheres to research.
Green T and Tull B. describes that "Administration of instrument is the specification of method and procedures for acquiring the information needed. It is the overall operation pattern of framework of the project that stipulates what procedures to administer and also useful for testing with a specific theory and model   actually   applied   to   phenomenon   in   the   real world. Administration of instrument is the plan structure and strategy of investigation employed so as to obtain answers to researchers - question.
3.7	METHOD OF DATA ANALYSIS
Data analysis is the processing of inspection clearing information and method data with the goal of discovering useful information suggestion, conclusion, and supporting decision making. Data analysis has multiple fact and appropriate encompassing diverse techniques under a variety of names in different business, science and social domains.


CHAPTER FOUR
4.1 DATA ANALYSIS AND DATA PRESENTATION
This study is based on impact of E-marketing on consumer behavior in Ilorin metropolis.
In the statement of problem, the study poses some questions in order to ascertain the impact of E-marketing on consumer behavior in Ilorin.
	To find answer to the research question, questionnaires were designed to seek answer from people of kwara state. It contain a good number of question posed to respondent who are both literate and non-literate 
4.1 Analysis of the demographic segment of the questionnaire
Table: sex of the respondents 
	SEX
	NUMBER OR RESPONDENT
	PERCENTAGE

	MALE
	97
	48.5%

	FEMALE
	103
	51.5%

	TOTAL
	200
	100%


Table 1 show that 97, which represent 48.5 percent of the total respondent are male and 103 which are 51.5 percent are female 
Table 2: age distribution of the respondent
	AGE RANGE
	NUMBER OF RESPONDENT
	PERCENTAGE

	16-20
	53
	26.5%

	21-30
	134
	6.7%

	31-40
	13
	6.5%

	41-50
	___
	___

	Above years 
	___
	___

	Total 
	200
	100%


 From table 2, the age range of respondents that fall within 16-20 years are 53 which is 26 percent,21-30 years are 134 which is 67 percent, 31-40 years are 13 which is 6,5 percent
Table 3:  marital status of respondents 
	Marital  status
	Number of respondent
	Percentage

	Single 
	169
	84.5%

	Married 
	31
	15.5

	Total 
	200
	100%


Table 3: shows that 169 which is 84.5% of the total respondent are single while 31 which is 15.5% are married.


Table 4: educational qualification of respondent 
	Educational qualification
	Number of respondent
	Percentage

	SSCE 
	42 
	21%

	ND/NCE 
	129
	64.5%

	HND/B.SC
	29
	14.5%

	TOTAL 
	200 
	100%


 Table 4 shows that 42 which is 21% of the respondent are ssce, 129 which is 64.5% are ND/NCE, 29 which is 14.5% are HND, B.SC holders 
Table 5: occupational distribution of respondents.
	OCCUPATION
	NUMBER OF RESPONDENT
	PERCENTAGE

	Self employed 
	44
	22%

	Civil servant 
	27
	13.5%

	Student 
	129
	64.5%

	Others 
	___
	____

	Total 
	200
	100%


 Table 5 indicates that 44 which is 22% of respondent are self-employed, 27 which is 13.5% of the respondents are civil servant, 129 which is 64.5% of the respondent are student .
Table 6 
	Religion
	Number of respondents
	Percentage

	Muslim 
	109
	54.5%

	Christian 
	85
	42.5%

	Traditional 
	3
	1.5%

	Others 
	3
	1.5%

	Total 
	200
	100%


Table 6 indicates that 109 which is 54 .5% of respondents are Muslim, 85 which is 42.5% of respondents are Christian, 3 which is 1,5% of respondents are traditional, 3 which is 1.5% of respondents are others 
4.2 ANALYSIS OF THE INSTRUMENT 
QUESTION ONE 
Do you use E-marketing? 	
	Item one of the questionnaire answers the above research question. It is presented in tabular form as seen in the table below.
Table 1: 
	Categories
	Number of respondents
	Percentage

	Yes
	192
	96%

	No 
	8
	4%

	Total 
	200
	100%


 Table 1 indicates that 192 respondents which is 96% of the respondents agree that they usually use E-marketing, 8 respondents which is 4% of the respondents disagree that they don’t usually use E-marketing.
Question two 
What do you use E-marketing for? 
Item two of the questionnaire answers the above research question.
Table 2  
	Categories
	Number of respondent
	Percentage

	Shopping 
	 63 
	31.5% 

	Chatting 
	50
	25%

	Information 
	66
	33%

	Make friends 
	21
	10.5%

	Total 
	200
	100%


Table 2 indicates that 63 respondents which is 31.5% use E-marketing for shopping, 50 which is 25% use E-marketing for chatting which is 33% use E-marketing for information, 21 which is 10.5% use E-marketing to make friends.
QUESTION THREE 
What type of E-marketing do you use??
Item three of the questionnaire answers the above research question 
Table 3  
	Categories
	Number of respondent
	Percentage

	Facebook 
	105 
	52.5%

	Instagram 
	46
	23%

	What Sapp 
	43
	21.5%

	Snapchat 
	6
	3%

	Total 
	200
	100


  Table 3 indicates that 105 respondents which is 52.5% use Facebook, 46 respondent which is 23% use instagram, 43 respondents which is 21.5% use WhatSapp , 6 respondents which is 3% use Snapchat
QUESTION FOUR 
Do you pay attention to advertisement on E-marketing websites? 
Item four of the questionnaire answers the above research question 


Table 4 
	categories
	Number of respondents
	Percentage

	Yes 
	187
	93.5%

	No 
	13
	6.5%

	Total 
	200
	100%


 Table 4 indicate that 187 which is 93.5% respondent pay attention to advertisement on E-marketing, 13 which is 6.5% respondent don’t pay attention to advertisement on E-marketing 
Question five 
What is your preferred source of information for your buying decision? 
Item five of the questionnaire answers the question 
Table 5 
	Categories
	Number of respondent
	Percentage

	Company’s website 
	5
	2.5%

	E-marketing 
	50
	25%

	Friends &relatives 
	54
	27%

	Advertisement 
	91
	45.5%

	Total 
	200
	100%


Table 5 indicates that 5 respondents which is 2.5% prefer company’s website for their decision , 50 respondents which is 25% prefer E-marketing for their buying decision , 54 respondents which I 27% prefer hearing from friends & relatives for their buying decision , 91 respondents which is 45.5% prefer advertisement for their buying decision .
Question six 
Do you feel E-marketing helps your buying decision 
Item six of the questionnaire answers the above question 
Table 6 
	Categories
	Number of respondents
	Percentage

	Yes 
	190 
	95 

	No 
	10
	5

	Total 
	200
	100%


Table 6 indicate that 190 respondents which is 95% agree that E-marketing helps in their buying decision, 10 respondents which is 10% disagree that E-marketing don’t help in their buying decision .



Table 7: The E-marketing post enlighten the public on their buying decision  .
	Categories
	Number of respondent
	Percentage

	Strongly agreed 
	127
	63.5%

	Agreed 
	42
	21%

	Strongly agreed 
	10
	5%

	Disagreed 
	21
	10.5%

	Total 
	200
	100%


Table 7 shows that the question above answers is strongly agreed by 127 which is 63. 5 percent, agreed by 42 respondents which is 21 percent, strongly disagreed by 10 respondent which is 5 percent, disagreed by 21 respondent which is 10.5 percent
Table 8:  E-marketing influence buying decision.
	Categories
	Number of respondent
	Percent

	Strongly agreed 
	23
	11.5%

	Agreed 
	84 
	42%

	Strongly agreed 
	21
	10.5%

	Disagreed 
	72
	36%

	Total 
	200
	100% 


Table 8: shows that the question above answers is strongly agreed by 23 respondents which is 42%, strongly disagreed by 21 respondent which is 10.5%, disagreed by 72 respondent which is 36%.
Table 9: E-marketing provide more effective platform for new products/ services/brands to draw consumers’ attention than mass media channels.
	Categories
	Number of respondents
	Percentage

	Strongly agreed 
	13
	6.5%

	Agreed
	64 
	32%

	Strongly agreed 
	52
	26%

	Disagreed
	71
	35.5%

	Total 
	200
	100%



Table 9: shows that the question above answer is strongly agreed by 13 respondents which is 6.5% percent , agreed by 64 respondents which is 32 percent , disagreed by 71 respondent which is 35.5 percent .


Table 10 : E-marketing provide an effective platform for consumers to communicate with each other and with the companies 
	Categories
	Number of respondent
	Percentage

	Strongly agreed 
	48
	24%

	Agreed 
	86 
	43%

	Strongly disagreed
	7
	3.5%

	Disagreed
	59
	29.5%total 

	Total 
	200
	100%


Table 10 shows that the question above answers is strongly agreed by 48 respondents which is 24 percent, agreed by 86 respondents which is 43 percent, strongly disagreed by 7 respondents which is 3.5%, disagreed by 59 respondents which is 29.5 percent.
Table 11: the E-marketing is an influential agents in enlightening consumer buying behaviors  .
	Categories
	Number of respondents
	Percentage

	Strongly agreed
	14
	 7%

	Agreed 
	97 
	48.5%

	Strongly disagreed 
	19
	9.5%

	Disagreed 
	70 
	35%

	Total 
	200
	100%


Table 11 shows that the question above answer is strongly agreed by 14 respondent which is 7 percent, agreed by 97 respondent which is 48.5 percent, strongly disagreed by 19 respondent which is 9.5 perfect, disagreed by 70 percentage which is 35 percent .
Table 12: E-marketing refer to network of relationships and interactions among different users 
	Categories
	Number of respondents
	Percentage

	Strongly agreed 
	62 
	31%

	Agreed
	94 
	47%

	Strongly disagreed 
	3 
	1.5%

	Disagreed 
	41 
	20.5%

	
	200
	100% 



Table 12 shows that the question above answers is strongly agreed by 62 respondent which is 31%, agreed by 94 respondent which is 47 percent, strongly disagreed by 3 respondent which is 1.5%, disagreed by 41 respondent which is 20.5%. 



4.3 ANALYSIS OR RESEARCH QUESTION 
Research question 1 
What are the factors that motivate buyers to pay attention to advertisement on E-marketing websites? 
	E-marketing has a significant impact that motivate the buyers , table 4 answer the question above, 187 respondents which is 93.5 percent agreed while 13 respondents which is 6.5  percent disagreed Research question 2 
	How have E-marketing helps in the buying decision of consumers? 
	Item 6 of the research instrument answer the question above, 190 respondents which is 95% agreed while 10 respondents which is 95% agreed while 10 respondents which is 5% disagreed 
Research question three
	How do E-marketing influence buying decision? 
	Table 8 shows that the question above answer is strongly agreed by 23 respondents which is 11.5%, agreed by 84 respondents which is 42 percent, strongly disagreed by 21 respondent which is 10.5 percent, disagreed by 72 respondent which is 36 percent .
4.4 	DISCUSSION AND INTERPRETATION OF FINDINGS
In the questionnaire distributed it was noted that 26.5% of 200 respondents were young adults between the age ranges of 16.20. It is noted that they are range of 16.20. it is noted that they are more than half of the population. With their responses to the significance on E-marketing on consumer buying behavior,  It is pleasing to say that these young adult engage in using of E-marketing.

	According to findings, most of the respondents are students who are very aware and make judicious use of E-marketing. In our research it is cleared that people sourced for information and shop online. The respondent reaction to statement in table 7 shows that E-marketing has the heart of the youth. 
	In table 8 of the heart of the distributed questionnaire, it is observed that most of the respondent agreed that E-marketing influence their buying decision and few of the respondent disagreed that E-marketing influence their buying decision.
	Lastly it is obvious that E-marketing has great impact on consumer buying behavior. The respondents gave a high reaction to the statement. 

CHAPTER FIVE
 SUMMARY, CONCLUSION AND RECOMMENDATIONS
5.1	SUMMARY
   The research is based on E-marketing on consumer behavior and it consists of five chapters which will be highlighted below:
    Chapter One deals with the background of the study, the background of the study talks about the great impact of E-marketing on consumer buying behavior and the value that E-marketing adds in organizations is huge an increasing number of organizations are already exploiting the various opportunities in E-marketing technological innovation. Consumers buying behavior is often influenced by a leading brand. This study therefore aimed at the impact of E-marketing on consumer buying behavior. Statement of the research problem talks about the way the consumer market and communicate their brands and products nowadays which is becoming a challenging projects. Research objectives talks about the main objective to examine the impact of E-marketing on buying behavior of consumers. Specific objectives of the study are:
1. To examine the impact of E-marketing on various stages of decision making process of consumers
2. To examine the effects of E-marketing on consumer dissonance. 
  Research talks about research questions, this are some of the research questions drafted out. 
1. What are the factors that motivate buyers to shop through E-marketing platforms
2. How frequent do consumers attend, process and select the information before a purchase 
    Significance of the study deals with the interest of various stakeholder. This study are scholars and academicians, companies and organizations and youth. 
   Chapter Two of the research talks about conceptual framework, this concept shows that the E-marketing platforms provide the user-friendly tools for users to invite and converse with other. The social web revolves around conversation and interaction within groups which act and react based on collective knowledge. Chapter two also comprises the theoretical framework. We have the Prevailing theories, this theory consequently employed to provide new insights into consumer behavior. The Attribution theory, this theory consist of the attitude models, consumer satisfaction, decision making and information processing that were heavily researched in the 1970s. Lastly we have the review of empirical studies. This study is based on 1,000 US individuals who were aged from 18-29 years and prefer to buy products and services from local businesses. This study also suggest that, about 80% of participant do digital searching before going to do shopping physically. 
   Chapter Three of the research talks about methodology and designed. It comprises of the methods and procedures used for collecting data for the purpose of this study. Which are research design, population of the study, sample size, research instrument, etc
  Chapter Four was based on presentation, analysis and interpretation of the structured questionnaire distributed among the respondents. The instrument for data collection was a research constructed questionnaire which was two hundred(200) and were answered and returned. 
  Descriptive statistics of means and percentage were used for answering the research questions. These are some of the questions that are analyzed. According to question 1 of the questionnaire 
Do you use E-marketing? 
  Some respondents agreed to know enough about E-marketing 192(96%) while 8(4%) don’t know about E-marketing. 
  This chapter also talk about the analysis of respondent demographics. Table 1 shows the sex of respondents. In this result of the table shows that male respondent are 97(48.5%) while 103(51.5%) were female. 
    Chapter Five consist of summary of research conducted, in this chapter all the chapter from One to Four were summarized. It also talk about the conclusion and recommendation of the research. 
    This Chapter focuses on the result of the research. 
5.2	CONCLUSION
The motive of the research was triggered by personal interest in how consumer behavior has changed in the digital age,in particular with E-marketing. The amount of information available to us increases in each and everyday as a result.,we are overwhelming exposed and attained to different aspect of information via E-marketing available to is on internet. The accessibility and transparency that E-marketing offers has led changes in how consumers position themselves in today's market,in which it is inevitable and necessary for companies to equip with a new marketing mindset. The central gravity of the research was to explain why ,when and how E-marketing has impacted on consumer's decision  making process both in theory and in practice. There is a generous attempt of report relating to E-marketing marketing which are primarily aimed to help business benefits from this marketing trend.
      Therefore the research was carried out in the perception of consumers,which was aimed to explain the impact of E-marketing on different stages in their decision making process,by finding out how consumers  E-marketing in the entire process.
  Additionally, the research could help company to gain new insight from the perceptive and to Identify potential pitfall and opportunities via E-marketing,for instance,to develop appropriate ways to tab into the decision making process at the right time or to have a better understanding of why the E-marketing marketing campaigns may not be executing as they would have anticipated essentially, the theoretical frame work of this research was built upon the changes E-marketing has brought to marketing.
5.3	RECOMMENDATION
      Based on the findings,the researchers made the following recommendations;
1. Business and entrepreneurs are advises to increase the usage of social networking sites in all their business operations for the purpose of reaching out to consumers with an ease and to improve customer's feedback handling.
2. This will help to foster communication, identifying emerging customers needs and boosting  interactions as well as enhancing customers engagement product service decisions. In relation to the research, sme of the measurement items for construct should be refined by either  reviewing more literature or ask E-marketing experts for evaluation in  future study.
2. The study focuses on the factors that influence consumer (student) buying behavior in general under the E-marketing context ,future study may explore the differences between samples from the populations. It could also be the difference in consumer behavior between users of various E-marketing platform. This study ignores the external variables such as product related factors.
3. The influence of E-marketing on consumer behavior can also be product-related. Future researchers must avoid making rapid generalization I.e making generalizations that are based on either unreasonable evidence or no evidence at all in order to ensure external validity of researchers.
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