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E-Marketing 
1.Introduction 

 - The concept of E-marketing involves the use of a wide range of digital media to communicate to customers and manage data and relationships.

- In modern business environments, e-marketing allows organizations to use different metrics to evaluate consumer preferences and purchasing behavior in various locations.

- More importantly, e-marketing allows organizations to interact directly with consumers to understand how they can serve their needs better.
-Among the issues to be discussed in this paper include answering various questions such as

What is the importance of E-marketing to a business environment?

What is E-marketing? 
Objectives to be achieved after actual implementation of the project
2.Literature Review
2.1 E-commerce strategy and importance in an organization
- The significance of e-marketing in modern business is immense because it allows organizations to develop stronger and more worthwhile relationships with their customers.

- It is worth noting that e-marketing enables companies to choose appropriate platforms that ensure they communicate appropriate messages to their customers. 

- For instance, some firms rely on emails, newsletters, websites, social networks and affiliate programs to engage consumers from diverse social and economic backgrounds.

3.Methodology
- The research will involve using the qualitative analysis methodology
- Interview

-  Sampling
E-Marketing Research Proposal

Introduction
The concept of E-marketing involves the use of a wide range of digital media to communicate to customers and manage data and relationships from which point of view?. In modern business environments, e-marketing allows organizations to use different metrics to evaluate consumer preferences and purchasing behavior in various locations which different metrics? More importantly, e-marketing allows organizations to interact directly with consumers to understand how they can serve their needs better how does it do that?. For example, following the Apple Inc annual business report, the firm recorded an increase in its profit due to innovation in technology in exercising their marketing activities but this example does not show what exactly it is they did and how this links to e-marketing. Use examples to your advantage. When using examples they have to underpin a point you previously made. (Chaffey, Ellis-Chadwick, Mayer & Johnston, 2009). In this regard, this approach which approach are you referring to exactly? brings better returns on investments compared to what? because companies use the web to track consumers’ habits in various places such as? (Strauss, 2016). It is also worth noting that there are different types of e-marketing that organizations can use to make a strong impression on their customers (Tripathi, Haxton & Patel, 1998). In this research paper, a review of different published sources and an elaborate methodology will reveal how e-marketing has transformed the operations of various business organizations. The purpose of this paper will include answering various questions which include It will include but is not limited to? For the actual thesis you would have to state all research questions.: 

What is E- marketing? 

What are the importances of E-marketing to a business environment?
What strategies can be employed to improve E- marketing and employ it in new venture or existing businesses?
Research objectives should be clearly highlighted as well as the research questions (you can use one subchapter for each if you like). The important part is that research objectives and questions are linked/work together.

When writing the thesis some of the RQs have to be adapted slightly/added based on what it is you want to do in your methodology section/for data collection. So what is it you want to find out when collecting the data?
The objectives of this research will not be limited to making clear elaboration of the entire topic on E-marketing, providing the importance of E- marketing, making of strategies that can be used to develop and incorporate E- learning in any enterprise. These objectives will be achieved after implementing the idea on the actual project.
Overall the importance of your topic does not become entirely clear. When writing the thesis you really have to highlight what exactly it is you want to study (see comments above) and why you want to study it now. Where do you want to add to existing research? So which research gap do you want to address? 
Literature Review 
E-commerce strategy and importance in an organization  Overall many more references are needed. Whenever you use a statement/finding that is not yours a source/reference has to be provided.
The significance of e-marketing in modern business is immense because it allows organizations to develop stronger and more worthwhile relationships with their customers. It is worth noting that e-marketing enables companies to choose appropriate platforms that ensure they communicate appropriate messages to their customers (Sigala, 2002). For instance, some firms rely on emails, newsletters, websites, social networks and affiliate programs to engage consumers from diverse social and economic backgrounds implications?. In this regard, e-marketing allows firms to implement effective relationship management strategies that enhance the appeal of their products in different markets Why is that so? This does not become clear.. This is done by creating an online platform that unites both clients and stakeholders See previous comment. So where is the difference compared to more “traditional” methods?. The results of this aspect are creation of a strong and unified group of customers under one roof in which they can present their preferences and choices. Apart from this advantage, a company may have some advantage through an online platform that helps to evaluate client's satisfaction and market prediction capability How and why? In academic research it is important to be as precise and specific as possible. Do not leave anything to the reader’s own interpretation. If in doubt have someone else have  a look at whether the argument is complete. Sometimes things make sense to the researcher but not to the reader.. Further, the interactive nature of digital tools used enable organizations to solve various problems that occur promptly such as? How do these tools help in resolving the problems you mention in the next sentence?. These problems may include economic failure of the business, poor communication between the firm and its customers and communication of the general goals and objectives of the company. Failure to incorporate customers and stakeholders in such enterprise related matters may lead to breakdown of the trust between business administrators and stakeholders Link to digital tools? . Better communication tools enhance consumer satisfaction in the long term what are these better communication tools? (Soomro, Hameed, Butt, & Shakoor, 2012). Many consumers seek unique experiences that guide their purchasing choices in different markets where they are based. Among the major aspects that attracts customers include great customer care services, quality in services and a good communication platform that the customers can air their grievances and views. Therefore a strategically planned E- marking procedure will ensure good customer satisfaction and create a platform that customers can air their views following the services they get from a given enterprise.
In the same vein, many organizations have developed customer relationship management systems to enable them serve the needs of their clients more effectively. A customer relationship management system 
allows an organization to obtain information about client's habits and how its effect on the existing and future market. Similarly, by tracking feedback and other reactions consumers have towards their products in online channels, such organizations understand the clients taste by carrying out an online survey or through creation of an online platform that customers air their views regarding their products and services. There exists online survey tools that if employed in an enterprise strategic plan, they may help to understand various customers thoughts and views regarding a certain enterprise. All the information obtained guides product development processes and allows a firm to create a product or provide services that best fits the client's wants.
  This implies that e-marketing enables organization to decide specific customer segments they are going to target and how they can make an impact in the long-term. Thus, such approaches encourage an organization to make transformations on its business models within a specific period (Soomro, Hameed, Butt, & Shakoor, 2012).  Surveys are not really a tool to market a product or service as such. 
Social media has an important role to play in marketing because it allows organizations to communicate directly with potential clients from diverse backgrounds. In essence, a company is able to develop messages that are appropriate for specific digital communities it seeks to attract at a given time. Similarly, social media enables organizations to engage with audiences and find ways of solving different problems that their customers face instantly. There is a lot of digital data that is uploaded and shared by social media users in different countries. This data makes it easy for people to share ideas on various issues affecting them in their respective societies. In the same vein, virtual communities on the internet consist of users who share similar ideals and interests. Consequently, e-marketing initiatives allow organizations to develop high quality techniques that encourage consumers to share their perceptions and experiences (Neti, 2011). 
In the same vein, social networks make it possible for organizations to disseminate information to a large number of users through different networking platforms. Further, it is vital for an organization that seeks to use social media to make an impact on its clients to assess the overall value it is likely to get from e-marketing. This helps a firm to implement standards that define how its employees interact with social media users on various platforms and the nature of results to be obtained from such initiatives. Equally important, 
those involved are able to design methodical processes that enhance decision making to ensure that the real potential of an organization is realized within a specific timeline. Consequently, e-marketing activities that are conducted using social media tools increase the level of exposure of various products and services at any given time (Neti, 2011). Thus, it is necessary for an organization to coordinate its online and offline marketing activities to enable it achieve the desired results within a particular period.  
   Advancements in technology have lead to an increase in the level of exposure to digital media which allows organizations to use various channels to reach out to potential consumers. In many developed and emerging economies, the high rates of internet penetration make people to spend more time using their smart phones and tablets for different activities. In some countries, people spend an average of more than 20 hours per week on the internet while engaging in a wide range of business and social activities (Chang,Wang, & Yang, 2009). This shift compels marketers to develop new campaigns that capture the interests of specific consumer segments they target through online channels. Additionally, it is important for business firms to conduct research that helps them understand the behavior of different types of consumers using online tools (Chaffey & Smith, 2013). This knowledge allows an organization to influence consumers positively so that they can view the products or services it sells positively in the long term. It is also important for payment solutions to be integrated with online marketing strategies business firms use because this can allow firms to sell directly to consumers from their websites. 
Crucially, e-marketing research to addresses different elements affecting digital campaigns and how they can be carried out at any given time. For instance, consumer digital culture focuses on the habits consumers have and the personas they develop whenever they interact on social media platforms in different platforms. Equally important, some customers influence their peers by sharing their experiences online on popular groups in Facebook, Twitter, Whatsapp or Instagram. This shows that the value of marketing communications on online channels should not be underestimated because it affects how consumers perceive the quality of a particular brand (Chaffey & Smith, 2013). Similarly, it is necessary for organizations to find out what motivates consumers to post different types of messages in various social networking platforms because this will help 
them understand consumer personalities. Therefore, this knowledge is vital in making more organizations satisfy the expectations of their clients in different markets in the long term. 

  Search engines affect how consumers search for different types of information on the internet. In essence, the initial results a consumer gets after conducting a search determines the websites one is likely to visit, at any given period. Consequently, some organizations have focused on using keywords that make it easier for customers to find information on different products they sell in the market. In essence, search engine optimization strategies allow organizations to pay for direct adverts that are related to a consumer’s interests to capture his or her attention on various products on offer (Jerath, Ma, & Park, 2014). Considerably, the use of key words in search engines  this ensures that adverts are more personalized and respond effectively to an individual’s online tastes and preferences on the internet. In this regard, organizations are able to use their advertising budgets more effectively to help them appeal more to different consumers they are targeting at any given time.  

It is also worth noting that search engine optimization strategies allow firms to gather information on consumers. This includes their residence and their level of cultural awareness. There are different marketing metrics that make it easy for organizations to assess peculiar habits of consumers in different markets. These metrics allow marketers to use cookies to find out specific websites that an individual likes to visit and the type of content he or she prefers. Moreover, some customers opt for either popular or unpopular keywords in their internet searches due to differences in personalities and social backgrounds. In this regard, effective marketing insight tools allow organizations to be aware of different activities customers engage in on various websites and their overall effects on their consumption (Jerath, Ma, & Park, 2014).  As a result, these metrics help firms to analyze how customers make purchasing decisions in different locations and appropriate marketing messages an organization can develop to enhance the appeal of its brands.    
The level of energy that is present in online videos affects consumers’ perceptions towards products being advertised. In this regard, it is important for marketers to understand the types of emotions that are likely to be induced whenever consumers are exposed to different types of commercials at a given time. This 
awareness is vital for firms that produce audio-visual campaigns that are featured on television and video sharing websites in various locations. Thus, this shows that organizations need to anticipate how consumers are likely to perceive their brands after viewing various commercials online and offline. It is worth noting that the levels of activation customers experience affect the emotional connections they are likely to have with a particular product. For this reason, all marketers need to strive to establish positive emotional connections with their customers to encourage them to purchase different products and services (Puccinelli, Wilcox & Grewal, 2015). 
There are privacy concerns that relate to e-marketing, which affect ethical perceptions that some people have towards the practice. Some customers use various tools to filter adverts whenever they browse through various websites, which limits the ability of some firms to influence them. Equally important, some find online adverts intrusive, which diminish the overall appeal of various products and services to the targeted client groups. Considerably, this situation requires companies to use the data they possess more tactfully to minimize potential resistance by internet users towards their marketing communications. This requires companies to avoid using over-the-top tactics that alienate consumers making them have negative feelings towards a particular brand or service (Tucker, 2014). Furthermore, it is also vital for organizations to obtain feedback from their customers on the most effective modes of interactions that are likely to create the desired effect in the long term. 
It is also unethical for social networking websites and other online platforms to share users’ personal details with other firms to get profits. This goes a long way in nurturing trust between marketers and consumers of different types of content that is publicized online. On the other hand, some social networking websites have developed new tools that give users more control that limits exposure of personal details to unauthorized persons. For this reason, this has transformed the way different people interact online because they understand they have to make more sacrifices to prevent their private details from being used wrongly. Thus, modern consumers are more aware of their rights and are likely to shun advertisers who violate their privacy on social networking sites (Tucker, 2014). Therefore, companies need to understand how personalized advertising approaches are likely to affect their overall reputations in different markets where they operate.    
Online reviews affect consumer perceptions towards various products that are sold by different organizations. In this regard, previous customers’ opinions influence the behavior and purchasing decisions of future consumers in different online environments. It is necessary for organizations to find out the extent to which customers rely on online reviews when making purchasing decisions about their products. Thus customers gather and evaluate data on a product and its substitutes on different websites before they make an informed choice on how to spend their money. Similarly, the competitive position of a firm in a particular market is dependent on how consumers assess the importance of products and services it sells in the market. In essence, it is important for companies to understand their brand equity in various markets they serve to help them achieve higher levels of stability in the long term (Simonson & Rosen, 2014). As a result, this approach allows firms to communicate more effectively with their customers on what they seek to achieve in the market. 

Effective market research enables a firm to gather information on different perceptions from customer reviews about its internal processes and how they can be improved. More importantly, the data obtained helps a firm know existing gaps in the market and how they can be filled by providing high quality products and services. Thus, online reviews allow firms to understand the levels of satisfaction customers have, which affect their overall loyalty to products being sold in the market. More importantly, it is necessary for organizations to find out appropriate strategies they can use to gain a competitive edge in specific markets where they operate. In this regard, they need to be aware of existing and future trends in a market that are likely to change buyers’ behavior within a particular period (Simonson & Rosen, 2014). Therefore, this knowledge allows an organization to focus on creating value for its clients by developing high quality customer relationship management strategies.     
When writing the actual thesis it is important to break down the literature review into several subchapters (based on your key constructs). Right now it is somewhat difficult to follow the overall argument and breaking the review down according to topic makes it much easier to follow your overall idea. For the different subchapters use connective text so that it is easy for the reader to see how the subchapters link. 
For the individual key constructs: please discuss definitions on what your key constructs are and based on those definitions you have to derivce your own definition as used for this research. This is really important. Following this a more critical review of literature is needed, ie discussing different aspects/findings of existing research in regards to your key construct. When is it important to use/when does it work/where does it not work, ect. There is no construct where you have good aspects only. Discussing and identifying positive outcomes/aspects as well as negative outcomes/aspects is important for a critical literature review.

Please incorporate a conceptual framework at the end of your literature review.

Which key constructs do you want to study in your research? Which outcome variables?
Methodology 
Interview method

The research methodology will employ qualitative research technique. The technique to be used will be interview and sampling sampling is not a research method. The interview technique will entail the use of different interviewing techniques such as the structured and unstructured interview methods such as?. The structured technique will entail constructing pre determined questions and which will be answered by company administrators from various companies such as? Which companies do you want to work with? Do you have contacts? That would actually be an important part of your research justification and should be incorporated in the introduction. This method will help to make comparison of answers from different interviewees and thus provide a constructive conclusion regarding the importance of E – marketing. Unstructured interview will involve making a research based on random interview of people which will incorporate both employees and leaders of various firms that use E - marketing (Chaffey & Smith, 2013) I would recommend focusing on one technique. Otherwise you may not be able to finish on time as this will take a long time. Think about what it is you really want to study/find out and based on that you have to make a decision on how to best address the research questions. Also when writing the thesis you have to provide an argument for why you chose qualitative research over quantitative. Even though this method may provide some biasness and inaccurate information based on answers provided, it will provide a general perception from the public.
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