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Abstract
Investigating the effects of digital marketing strategies and integrated marketing communications on brand equity within the smartphone industry is the goal of this research. An academic research work typically consists of six chapters: introduction, literature review, methodology, analysis, discussion, conclusion, and recommendation. Fifty smartphone users who were offered smartphones by UK-based smartphone brands were chosen by the researcher using a non-probabilistic sampling technique. The research's validity and reliability have been enhanced by adhering to ethical considerations. Because the majority of participants argued that digital marketing strategies are good at automatically conveying brand information, it can be concluded that by giving new smartphone users access to early reviews and feature details of newly launched smartphones, these users develop strong attachments to mobile brands. In conclusion, first hand data from involved survey participants help to interpreted common alignment with previous literature sources to coherence in smart communication by leading strong brand equity. Combined information from present study and existing peer reviewed articles ensures the advantage of integrated marketing communication through unifying essential marketing communication efforts by accelerating seamless brand experience to target consumer groups in the smartphone industry.
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[bookmark: _Toc178253712]Chapter 1: Introduction 
[bookmark: _Toc178253713]1.1 Background of the study 
For the past few years, the smartphone industry has undergone a significant transformation, progressing from a particular market segment to an indispensable component of daily life for the global population (Miller et al. 2021). This remarkable growth can be attributed to business leaders' adoption of technological innovation. As stated by Sohail (2020), the smartphone industry offers improved camera capabilities, ever-increasing processing power, and seamless connectivity services to people by adopting technological innovations. The functionality of new smartphone devices has transcended primary communication, which empowers people to manage their daily tasks, including navigation, entertainment, productivity and mobile banking applications. As a result, the sales of smartphone companies are significantly increasing. 
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Figure 1: Market share of smartphone companies
(Source: Statista, 2024)
The above figure shows that Samsung holds the largest market share in the global smartphone market, followed by Apple and Huawei (Statista, 2024). Since many companies are running business in this market, it is becoming very difficult for companies to survive in the market. As stated by Kumar and Mittal (2020), to keep pace in the competitive market, marketing communications are important. This can help companies develop a strong connection with the target audience and inform people about what makes their products unique. According to Zhao et al. (2022), marketing plays a vital role in influencing customers’ purchasing decisions, their perceptions and brand loyalty. In recent times, the advertising and marketing of goods, products, and services has become necessary to reach target audiences. 
Integrated Marketing Communication (IMC)
Integrated Marketing Communication is defined as the procedure used in order to unify marketing communication elements, such as social media, public relations, advertising, business development principles and audience analytics. As stated by Rahayu and Hendrayat (2021), integrated marketing communications contribute to brand equity in different ways: by linking points of difference and points of parity, creating brand awareness, eliciting positive brand judgements and facilitating consumer brand relationships. Integrated marketing communication (IMC) has a significant and positive effect on brand equity. Companies need to take strategic actions related to IMC, so that the brand equity of the company is increasingly in the customers’ minds, which can improve the overall performance of the company. This is mainly reflected in the optimisation of profits, sales and wealth to shareholder value. 
Digital Marketing 
Although traditional media, like print ads and television, are still used to promote smartphones, the demand for digital marketing has increased due to technological advancements. As depicted by Dwivedi et al. (2021), the origin of social media has come to light with the increasing use of digital marketing strategies. Smartphone users are now constantly connected, communicating with brands and information through their devices. As illustrated by Riley (2020), social media (SM) platforms offer a space for companies to improve brand engagement, allowing customers to share experiences, find new products, and interact with brands. This two-way communication can help smartphone providers foster a sense of community and gain valuable data from customers that can contribute to improving their marketing strategies. 
Brand Equity 
Since digital marketing fosters brand awareness in customers’ minds, this helps to build and increase the efficiency of brand equity. As opined by Hussain et al. (2020), brand equity is crucial, as it may lead to improved customer service, competitive advantage and increased sales. Therefore, it can be said that the use of digital marketing is important, as it improves the efficacy of brand equity in the smartphone industry (Shahid and Qureshi, 2022). In 2021, the spending in social media marketing (digital marketing) was valued at around $116 billion, which is predicted to increase by $262 billion by 2028 (Refer to Figure 2) (Statista, 2023).
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Figure 2: Spending on social media advertising
(Source: Statista, 2023)
On the other hand, mobile reached $327.1 billion worldwide in 2022. This is predicted to reach $399.6 billion by 2024 (Statista, 2024). Aggarwal and Mittal (2022) claimed that the smartphone industry is constantly investing in digital marketing and advertising to promote their products and build brand equity. In this chapter, the researcher is going to discuss the research purpose (rationale), problem and scope of the study. Additionally, the research aims and objectives will be specified in this part. 
[bookmark: _Toc178253714]1.2 Rationale of the study 
Technological advancements have effectively changed the way of interaction among people. These advancements have successfully increased interaction between customers and brands (Melumad et al. 2020). Nowadays, people have become price-sensitive, as a result of which smartphone companies have started to focus on reducing marketing budgets. Shahid (2023) stated that traditional marketing channels, such as TV, radio, and print ads have a proven record of enhancing customers and building brand awareness. However, this can be expensive, which increases the marketing budget of companies. Despite this problem, traditional (offline) marketing channels remain relevant in the smartphone industry (Marketingeye, 2024). 
As opined by Kumar and Mittal (2020), through the use of digital marketing strategy, smartphone companies are able to reach more global audiences, allowing them to build and increase the efficacy of brand equity. Khan (2017) stated that through the coordination of public relations, digital marketing and other strategies, integrated marketing communication (IMC) raises brand awareness and assures a consistent brand identity. It builds competitive advantage and brand loyalty, while improving cost-effectiveness, customer engagement and return on investment. As depicted by Rehman, Gulzar and Aslam (2022), IMC encourages engagement and feedback from audiences. After collecting and reviewing feedback, smartphone companies can develop fruitful marketing strategies and develop marketing campaigns to reach audiences and build brand equity. 
Understanding and meeting diverse customer needs and preferences has become a major challenge for the smartphone industry (Javaid et al. 2021). For example, tech-enthusiastic customers mainly prefer to buy products having advanced features whereas budget-friendly customers prioritise affordability. According to Kotler et al. (2020), digital marketing strategies, particularly social media marketing strategies can help smartphone companies to directly interact with customers, solve their queries and understand their diverse needs, which cannot be easily possible with traditional marketing strategies. Besides, digital marketing campaigns allow companies to communicate with customers about their unique products, and advancements and grasp their needs. As opined by Khan (2017), identifying and accessing the right audience, uneducated audience, cultural barriers, and budget constraints are considered to be some major challenges of IMC. Dwivedi et al. (2021) claimed that in the case of digital marketing, negative feedback, high initial investments, independent knowledge among staff, and security and privacy issues may pose a threat to digital marketing, which may affect brand loyalty and equity. To discuss both the positive and negative impacts of IMC and digital marketing strategies on brand equity, the researcher has started to work on this topic. 
[bookmark: _Toc178253715]1.3 Research Problem 
The importance of digital marketing and the rapid evolution of the smartphone industry create a necessity, to understand how digital marketing strategies and communications impact brand equity. As stated by Kushwaha et al. (2020), existing research works discuss the individual impact of digital marketing and IMC on brand equity. However, a gap exists in critically analysing the combined impact on brand equity. Additionally, few research works found, which have focused on explaining the influence of digital marketing and IMC on brand equity in the smartphone industry. This study aims to address these gaps by examining and analysing how digital marketing strategies and IMC tactics work together to increase the efficacy of brand equity of a smartphone brand. Understanding the relationship between brand equity, digital marketing and IMC can empower smartphone brands to build stronger consumer relationships, optimise marketing efforts and achieve sustainable competitive advantage.
[bookmark: _Toc178253716]1.4 Research scope and significance 
The scope of a thesis mainly explains the extent to which the researcher wants to explore the key subject area. This research will provide valuable information about existing digital marketing and IMC strategies that are being utilised by the smartphone industry. After analysing this study, industry professionals can develop a fruitful marketing strategy for the betterment of the organisation. By analysing successful marketing campaigns and strategies, and their effects on brand equity, this research work will offer practical recommendations for empowering smartphone brands to implement effective marketing strategies. The significance of this current study lies in its potential to provide relevant and meaningful insights for industry professionals. This research will contribute to comprehensive marketing knowledge by offering an in-depth understanding of how marketing strategies impact brand equity in the digital era of the smartphone industry. This study can be valuable for future researchers, who want to work on digital marketing strategies and IMC. 
[bookmark: _Toc178253717]1.5 Research Aim 
This study aims to investigate the impact of integrated marketing communications and digital marketing strategies on brand equity within the smartphone industry. 
[bookmark: _Toc178253718]1.6 Research Objectives
The main objectives of this study are listed below.
· To determine the current digital marketing communication strategies utilised in the smartphone industry
· To investigate the integrated marketing communication strategies implemented in the smartphone industry
· To analyse the impacts of moderating effects of online and offline marketing strategies on brand equity in the smartphone industry
[bookmark: _Toc178253719]1.7 Research Questions
· What are current digital marketing communication strategies utilized in the smartphone industry?
· ⁠What are the integrated marketing communication strategies implemented in the smartphone industry?
· How do moderating online and offline marketing strategies impact brand equity in the smartphone industry?
[bookmark: _Toc178253720]1.8 Research Hypothesis 
Hypothesis 1: There is a positive correlation between the effectiveness of integrated marketing communications (IMC) in digital channels and the enhancement of brand equity.
Hypothesis 2: Digital marketing strategy positively impacts the brand equity of the company. 
[bookmark: _Toc178253721]1.9 Thesis Structure 
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Figure 3: Thesis structure
(Source: Self Created)
The above figure shows that researchers usually have to consider six chapters to complete a research work, which includes “an introduction”, “Literature Review”, “methodology”, “analysis”, “discussion” and “conclusion and recommendation”. 
Introduction
In the introduction chapter, researchers mainly specify the research aim, objectives, scope, rationale and research problem. This chapter provides a brief overview of the research area and the background along with the research problem.
Literature Review
The literature review chapter focuses on collecting and discussing the relevant data based on past literature works. In this chapter, previous literature regarding this research area from other authors has been analysed and a literature gap has been identified.
Methodology
The methodology section usually shows the research strategy that researchers want to follow to complete the research work successfully. The justification behind choosing a specific research method has been provided in this chapter.
Discussion and analysis
In the "discussion and analysis" part, researchers present data that are collected from direct and indirect sources. In this chapter, the findings of this study have been discussed which has been further analysed to answer the research questions.
Conclusion and Recommendations
In the conclusion and recommendation chapter, a summary of each chapter is usually drawn, as well as strategies are recommended to address problems. In this chapter, linking with objective and research limitations has been provided along with the future scope of this study.

[bookmark: _Toc178253722]Chapter 2: Literature Review 
[bookmark: _Toc178253723]2.1 Introduction 
A literature review is mainly a survey of scholarly resources and knowledge based on a key research subject. The main purpose of the literature review chapter is to gain a comprehensive understanding of the past literature works relevant to a particular research topic. The current research is based on analysing the impact of integrated marketing communications and digital marketing strategies on brand equity within the smartphone industry. In this section, the researcher is going to discuss the impact of integrated marketing communications and digital marketing strategies on brand equity based on past literature works. 
[bookmark: _Toc178253724]2.2 Definition of Key Research Variables 
Definition of Integrated Marketing Communication 
Definition 1: Integration marketing communication refers to a strategic process that is used to execute, plan and develop measurable, coordinated and persuasive brand communication programs (Rehman, Gulzar and Aslam, 2022). Such programs are arranged to target internal and external audiences to build long-term brand value. 
Definition 2: Integrated marketing communication can be defined as a procedure that is utilised to unify marketing communication elements, like social media, audience analytics, advertising, and business development principles, into a brand identity, which remains consistent across different media channels (Valos et al. 2016). This allows private and public businesses and organisations to deliver a seamless and engaging customer experience for a service or product, and to optimise the image of an organisation. 
Definition 3: Integrated marketing communication emphasises creating positive and consistent experiences for consumers every day they encounter to communicate with the brand (Englund et al. 2020). 
Critical Review
The first definition highlights IMC as a measurable and strategic process, which focuses on external and internal audiences to increase brand value. Rehman, Gulzar and Aslam (2022) stated that while it focuses on coordination and strategic planning, it might benefit from specifying the role of different communication tactics and channels in detail. As per the second definition, IMC is considered to unify marketing elements into a constant brand identity, focusing on brand image optimisation and seamless customer experience (Valos et al. 2016). This definition is well-rounded and comprehensive. Englund et al. (2020) clarified how integration impacts brand coherence and customer perceptions. Definition three focuses on developing consistent customer experiences through interactions with the brand. Although this definition captures the essence of consistency, it lacks detail on the tactical and strategic aspects of integration. Integrated Marketing Communication is a basic concept in marketing, which is useful for a multichannel marketing strategy. Rehman, Gulzar and Aslam (2022) opined that implementing integrated marketing communication practices can help marketers offer a consistent marketing message and reach the target audience. 
Definition of Digital Marketing Strategies
Definition 1: Digital marketing strategies refer to a set of planned actions that are performed online to reach and meet specific business goals (Veleva and Tsvetanova, 2020). Performing harmonious actions via appropriate online channels can help businesses improve relationships with audiences and increase revenue. 
Definition 2: Digital marketing strategy is mainly a plan for utilising online channels to achieve particular marketing objectives and establish an internet presence (Dwityas et al. 2020). These online channels include social media, organic search, paid advertisements and other web-based mediums. 
Definition 3: Digital marketing strategy is about selling and promoting products and services through channels, like mobile devices, social media platforms and websites (Hujić and Salihić, 2020). Digital marketers can use more marketing tools to measure the effectiveness of campaigns. 
Critical review 
The first definition of digital marketing strategy explains digital marketing strategies as planned actions that are performed online to meet business goals. According to Veleva and Tsvetanova, (2020), this mainly focuses on the importance of harmonious actions across online marketing channels to increase revenue and improve business relationships. However, this definition does not provide details about appropriate online channels and the way they link with specific business goals. The second definition outlines the DM strategy as a plan to utilise online channels to establish an internet presence and meet marketing objectives. As stated by Dwityas et al. (2020), different online channels, like social media and paid ads, can help companies increase their online presence and achieve marketing objectives. The third definition of IMC focuses on the practical aspects of digital marketing, which includes promoting products through digital channels and highlighting the role of measurement tools. Hujić and Salihić (2020) claimed that this definition clearly identifies tools and channels for effective measurement, but it lacks focus on the integration of these channels and strategic planning to form a cohesive strategy. 
Definition of brand equity 
Definition 1: Brand equity refers to the value premium that an organisation generates from a specific product with a recognisable name (Kegoro and Justus, 2020). This is mainly the value of the company that the company gain from its perceived benefits, name recognition and admirable qualities. As stated by Pina and Dias (2021), brand equity (BE) has 3 basic components, which include positive or negative effects, customer perception and resulting value. 
Definition 2: Brand equity refers to a marketing term, which describes the value of the brand (Kataria and Saini, 2020). This value can be determined by customer experiences and perceptions of the brand. If people think and highly prefer a brand, it has a positive brand equity. When a brand consistently disappoints or underdelivers to the point where people recommend others to avoid the brand, it has negative brand equity.
Definition 3: Brand equity refers to a measure of the perceived worth of a product or brand in the eyes of consumers (Pina and Dias, 2021). According to Marques et al. (2020), the complexity of brand equity is demonstrated by a wider range of perceived definitions. Brand equity shows the simple difference between the value of that product or service without the brand name or the value of a branded product. 
Critical review 
The first definition defines the term brand equity as the value premium from a specific product name, focusing on name recognition, benefits, and qualities (Kegoro and Justus, 2020). It mentions three basic components, resulting values, customer perceptions, and negative or positive effects. This definition lacks detailed explanations of how these components contribute to overall brand equity. Besides, integrating the role of market positioning and brand loyalty may benefit companies in creating positive brand value. On the other hand, the second definition explains brand equity as the value that is derived from customer perceptions and experiences. Kataria and Saini (2020) distinguished between negative and positive brand equity depending on customer sentiment. However, this definition oversimplifies this term by only focusing on customer perceptions. The third definition also talked about brand equity. Pina and Dias (2021) acknowledged brand equity as the perceived worth of a branded product compared to a non-branded product. This definition is insightful but might be improved by elaborating on particular elements, which contribute to the perceived value. 
[bookmark: _Toc178253725]2.3 Analysis of the Relationship between digital marketing, IMC and brand equity  
Hypothesis 1: There is a positive correlation between the effectiveness of integrated marketing communications (IMC) in digital channels and the enhancement of brand equity.
In recent times, communication has become a basic aspect of marketing. This is also considered to be a key success factor for the company (Sony and Naik, 2020). Organisations use different forms of marketing communication to meet non-profit or financial targets. As stated by Wu et al. (2022), IMC (Integrated Marketing Communication) is one of the most vital communication trends that are adopted worldwide. The emergence of this concept has directly influenced acting and thinking among organisations but also authorities, political parties and state-owned companies, all facing different realities of competition in today’s dynamic business environment. As depicted by Manoli and Hodgkinson (2020), marketing organisations are increasingly focused on integrating their procedures, messages, and communications within their formal organisational boundaries. It is noticed that a few years ago, the most portion of the marketing budget went to product advertising. 
As per the view of Czinkota et al. (2021), the money (marketing budget) is mainly allocated to different activities, like customer promotions, advertising, branding and PR. The allocation of the marketing or communication budget away from traditional budget and mass media has promoted Integrated Marketing Communication in importance and recognition for effective marketing. O'Connor and Moran (2024) conceptualise the impacts of integrated marketing communication (IMC) in terms of contracts. A contract can be any information-bearing experience that a prospect or customer has with the current brand, including the experience of using the product, and word of mouth. In this instance, all of these contracts with customers may potentially influence the brand equity of the firm. As stated by Brunello (2013), there are many research works that state that prospects or customers may also have contracts with the brand through effective communication (marketer-controlled communication), like direct response, media advertising, place advertising, trade promotions, points of purchase advertising, event marketing, selling, and public relations.  IMC has been advanced as a business procedure (strategic business procedure), which might contribute to developing brand value. In the opinion of Anani-Bossman and Mudzanani (2021), although existing research on different tactical and strategic aspects of IMC is gaining momentum, it is identified and accepted that effective communication is crucial in aiding the formation of brand image and awareness, which is brand equity. BE (Brand Equity) has been found as a meaningful source of CA (Competitive Advantage) for many businesses. 
It is not surprising that many companies devote large volumes of resources to building strategies, which may permit them to maintain and build strong brands. Asemah and Ekhareafo (2022) claimed that IMC can be considered to be the glue, which enables the relationship between favourable responses from customers and firms' efforts. BE is not built through open communication, but is generated by handling BE contracts via IMC. IMC might potentially create the greatest effect in encounters of consumers with brand contracts. 
When it comes to digital marketing and brand equity, there is a direct impact that has been observed that all digital marketing channels or strategies improve the efficacy of brand equity. According to Gupta et al. (2020), the value of the brand of the company is one of the most valuable strategic assets for the company. Managers are responsible to orchestrate and cultivate this aspect. Marketers use the term “brand equity” to present the brand’s worth to its company. Kushwaha et al. (2020) stated that different marketing efforts may have effects on the brand. Every marketer requires an effective approach to utilising communication tools related to marketing. As described by Pratama and Kusumawardhani (2021), brand equity can be defined as the value that organisations invest in their products and services through communicating with customers and marketing in ways, which make those products stand out from competitors. Achieving a positive and strong brand equity requires persistence, effort and time despite appearances. 
Alwan and Alshurideh (2022) showed that having strong brand equity is a crucial measure of the success of digital communication channels. Therefore, before developing and implementing any marketing communication strategy, its anticipated value should be verified. According to Makrydakis (2024), in the age of social media, ever-evolving SEO (Search Engine Optimisation), and a variety of online displays, it has become difficult to build the optimal balance. Digital marketing may be a solution that has a wider reach and is low-cost. Adiyono, Rahmat and Anindita (2021) stated that in the case of digital marketing, product promotion is done through social media platforms. There is a positive relationship between digital marketing and brand equity, as these two elements focus on increasing long-term sales and making the company to be trusted by customers. Brand list test is one type of marketing research, which can measure the impact of a marketing campaign (digital) on brand equity. McGranaghan, Liaukonyte and Wilbur (2022) claimed that brand lift tests can help marketers to critically measure the effectiveness of digital marketing campaigns and make fruitful decisions about allocating marketing budget. This can ultimately help marketers to improve brand equity. 
[bookmark: _Toc178253726]2.4 Discussion on current digital marketing and IMC strategies used in the smartphone industry 
Hypothesis 2: Digital marketing strategy positively impacts the brand equity of the company.
Mobile Marketing involves utilising strategies optimised by smartphone devices to engage people to achieve particular business goals. According to Rowles (2022), developing an effective digital marketing strategy requires following the timeless marketing principle of targeting and reaching an audience. The target devices of marketers may range from smartphones to smartwatches or tablets. As stated by Kumar and Mittal (2020), the common marketing channels include social media, push notifications, search engines, email, and more, which the smartphone industry uses to attract and reach audiences. Different channels are available that can help marketers reach customers, communicate with them and understand their requirements. As opined by Malesev and Cherry (2021), with the surging use of mobile devices, the level of competition has significantly increased. However, digital marketers face challenges to survive in today’s highly competitive business environment. The smartphone industry is dynamic and highly competitive, requiring organisations to employ different Integrated Marketing Communication and digital marketing strategies to survive. In this instance, to keep pace in the competitive business environment, digital marketers of the smartphone industry are continuously trying to capture the attention of customers, especially those who spend more hours each day on smartphones. The current strategies that are being used by marketers are as follows:
Social Media Marketing
In today's dynamic business environment, it has become crucial for industries to adopt advanced technologies and digital marketing strategies to improve business efficiency. According to Susanto et al. (2021), the advent of the Internet and social media platforms has opened up the whole business world to customers. This means companies from any corner of the world can reach the target audience through internet connectivity and social media platforms. Balio and Casais (2021) stated that marketers post their content through different social media applications, like Facebook, Twitter, Instagram and so on. Even, they can directly communicate with customers, understand their requirements and solve their queries through social media platforms. Marketers encourage users to share their content and experiences related to the brand and their product (like smartphones) that can be leveraged to build trust and community. 
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Figure 4: Most popular social media platforms
(Source: Statista, 2024)
The above figure shows that Facebook is the most popular social network, and it has more than 3 billion active users per month (Statista, 2024). Afterwards, YouTube and Instagram gained popularity, with more than two billion customers. As a result, marketers in this industry focus on promoting their brand through the most popular social networks, as it can help them reach more global audiences. 
Content Marketing
Influencer marketing is a part of content marketing where marketers create attractive content on their products and services that influences the purchasing decisions of customers and inspires them to view their materials (Evania et al. 2023). As stated by Zhang, Chintagunta and Kalwani (2021), partnerships with reviewers and tech influencers can provide authentic reviews of the product and show the capabilities of smartphones to followers. They also present branding campaigns, devising marketing and memorable content to make their products appealing to customers and enhance their sales rate. Smartphone brands create articles or engaging videos, which demonstrate the benefits and features of their smartphones. This helps customers to understand the common and unique features that he or she will get from this product.
Mobile Marketing
Running advertising within popular games and mobile applications helps digital marketers reach audiences who are already engaged with mobile technologies (Kumar and Mittal, 2020). On the other hand, SMS marketing is a part of mobile marketing. Sending updates, news and promotional offers to users via messages can also help marketers understand and analyse current market demand. 
Virtual Reality and Augmented Reality 
Marketers working in the smartphone industry use AR (Augmented Reality) technologies to allow customers to virtually try out mobiles and their features before purchasing (Wedel, Bigné and Zhang, 2020). This process can also influence the purchasing decisions of customers and enhance their shopping experience. As stated by Radianti et al. (2020), VR (Virtual Reality) technology offers immersive VR experiences, which showcase the design and features of smartphones. This can also help marketers to influence the purchasing decisions of customers. 
Data-driven targeting 
Data analytics benefits marketers in understanding customer preferences and behaviour, which allows personalised marketing messages and highly targeted advertisements (Okorie et al. 2024). Marketers also create attractive advertising to share characteristics with existing consumers and influence their purchasing decisions. 
Email marketing 
Marketers often send emails depending on past interactions, user preferences and behaviour to promote new products and nurture leads (Dwivedi et al. 2021). Creating a series of emails (automated) mainly helps marketers to guide customers throughout their decision-making. 
Community Engagement 
Engaging with customers through online forums and social media guides marketers to build a positive brand image and address queries (Aydin, Uray and Silahtaroglu, 2021). Moreover, they develop programs to encourage referrals and reward repeat customers. 
Gamified and interactive content 
Marketers usually run online contests and giveaways, which increase brand visibility and encourage user participation (Montaguti, Valentini and Vecchioni, 2023). They also arrange quizzes to help users to find the best brand and smartphones, which best suit their needs.
These above-mentioned strategies are often used in combination in different industries like the smartphone industry to develop a comprehensive marketing approach, which leverages tactics and the strength of each channel to drive sales, brand loyalty and engagement. 
[bookmark: _Toc178253727]2.5 Impacts of online and offline marketing strategies on brand equity 
Impact of online marketing strategies on brand equity 
Brand perception 
Quality and attractive content (infographics, videos and blog posts) can add value and position the brand as an industry leader, improving perceived authority and its reputation. As stated by Corradini et al. (2021), positive reviews on online platforms like Yelp, Google or other specialised review sites, help to build credibility and trust, which makes it easier for potential customers to recognise and find the brand. 
Customer engagement 
Direct communication with consumers through posts, messages and comments helps to build customer loyalty and relationships with them, making consumers feel heard and valued (Rane, Achari and Choudhary, 2023). When it comes to personalisation, personalised marketing messages and tailored content depending on user data can create a more engaging and relevant experience, which may lead to strengthening emotional connections with the brand and building brand equity. 
Brand awareness 
Effective use of social media platforms, such as Instagram, Facebook, TikTok and Twitter increases brand awareness and visibility (Pricopoaia and Susanu, 2021). As stated by Cuevas-Molano, Matosas-López and Bernal-Bravo (2021), engaging and frequent posts can help to keep the brand in mind for customers. Besides, in the case of SEO, high rankings on search engines can enhance brand credibility and visibility as well as improve brand equity, making it easier for customers to recognise and find the brand.
Brand advocacy and loyalty 
Personalised loyalty programs and email campaigns can encourage repeat purchases and improve customer retention, contributing to long-term brand loyalty (Chandramouli, 2020). Additionally, collaboration with influencers who resonate with the target audience of the brand may encourage advocacy and amplify positive brand associations. This can help marketers increase customer engagement towards the brand and build loyalty. 
Impact of offline marketing strategies on brand equity 
Brand perception 
The physical store environment, including customer service, layout and design, impacts brand perception (Lombart et al. 2020). According to Shahid et al. (2022), positive in-store experiences may reinforce brand identity and values. Besides, participating in community activities and sponsoring events can create positive associations with the brand and improve brand credibility, which is directly connected with improving brand equity. 
Brand visibility 
Radio, print ads, and television can help companies reach more audiences, which may lead to reinforcing brand identity and building brand awareness through consistent messaging. As opined by Zia, Younus and Mirza (2021), a high level of brand awareness contributes to producing greater customer loyalty, increasing brand choice and improving brand equity. Therefore, building brand awareness, in this instance, can help businesses to develop brand equity. Media coverage, events and press releases can enhance the brand’s image and generate positive publicity. 
Stronger customer relationships 
Positive and consistent interactions through different channels can help to shape a positive brand image, which can enhance customer trust and loyalty (Gao and Huang, 2021). Targeted and personalised direct mail campaigns may foster a sense of personal connection and exclusivity, which can enhance consumer relationships. As depicted by McColl, Macgilchrist and Rafiq (2020), limited-time offers, discounts, and in-store promotions can strengthen brand recall and drive immediate sales. This can ultimately help to increase their efficiency of brand equity. 
Increased brand value 
Strong customer relationships, a high level of loyalty and positive brand perceptions can contribute to the overall value of the brand (Khan et al. 2022). This is reflected in customer willingness and preferences to pay a premium. As stated by Rane, Achari and Choudhary (2023), exceptional customer service, both through call centres and in-store call centres, may lead to a high level of customer loyalty and satisfaction. Reward programs and physical loyalty cards may foster long-term brand loyalty and encourage repeat purchases, leading to improving brand equity. 
By leveraging both offline and online marketing strategies effectively, companies can create a cohesive and robust brand experience, which drives long-term success and enhances brand equity. Digital marketers should focus on combining online and offline marketing strategies and using them to improve brand equity and increase their loyal customer base. 
[bookmark: _Toc178253728]2.6 Literature gap 
The existing literature explores the impact of IMC and digital marketing on brand equity separately. However, only a few research works have been found, that focused on these two factors combined to identify their impacts on brand equity. Even if such research work has been found, it has not been done depending on the smartphone industry. Lack of data found about the key research topic based on the smartphone industry, which created difficulties for the researcher to collect relevant data and investigate the research problem. To address these gaps, the researcher has started to critically analyse the topic and answer all research questions. Besides, the researcher avoided paid resources to investigate the research problem, due to financial issues. Furthermore, stipulated time and restricted word count have made some work difficult for the researcher, which includes searching and reviewing the literature works as well as critically analysing each point. 
[bookmark: _Toc178253729]2.7 Theoretical Framework 
[bookmark: _Toc178253730]2.7.1 Digital marketing models 
“RACE Model”
The RACE framework is considered to be a structured approach to digital marketing, which helps businesses develop a business plan and implement their marketing strategies effectively (Rautela, 2021). The RACE model stands for Act, Engage, React and Convert. Each stage of this model focuses on various aspects of the customer journey, which helps brands to optimise their digital marketing efforts as well as integrate them with marketing communication strategies. 
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Figure 5: RACE framework
(Source: Linkedin, 2024)
RACE framework stages 
Reach 
REACH involves increasing the visits to websites and building brand awareness, its services and products on websites and offline platforms to build traffic by driving visits (Linkedin, 2024). In this instance, this phase can suggest increasing brand awareness and visibility among target audiences. PPC advertising, SEO, content marketing, influencer partnerships and social media marketing can help businesses to increase brand visibility and awareness among target audiences. 
ACT 
The primary motive of this stage is to encourage customer engagement and interactions with the brand (Rautela, 2021). As per the given scenario, this model can help companies operating in the smartphone industry to improve engagement and interactions with the brand. Landing pages, website optimisation, social media engagement, interactive content, and email marketing are some of the processes used to encourage customer engagement and interaction.
Convert 
The “convert” stage focuses on driving conversions and achieving business goals (Rautela, 2021). In this instance, the convert stage can help smartphone brands take necessary actions and achieve business goals. Retargeting ads, sales funnels, conversion rate optimisation, and promotional offers can help companies enhance sales rates and achieve business goals. 
Engage
The primary focus of this stage is to build brand loyalty and long-term relationships. Loyalty programs, customer support, feedback solicitation and customer support can help businesses to build long-term relationships and improve loyalty. 
Advantages and disadvantages 
Advantages
This model provides a step-by-step process to ensure competitive digital marketing planning. The RACE model focuses on enhancing brand engagement and visibility through targeted strategies, which can help to improve customer retention and acquisition (Smartinsights, 2024). This model facilitates optimisation through data analysis and collection, refining tactics to improve ROI and performance. This model also supports a unified strategy across traditional and digital channels, ensuring a positive brand experience and consistent messaging. 
Disadvantages 
The RACE model requires effective coordination of different stages, which can be challenging for small teams. According to Shi et al. (2022), managing and implementing detailed strategies in different stages can be expensive, especially for competitive industries, like the smartphone industry. This also requires ongoing updates and adjustments, which may be demanding in today’s dynamic business environment. 
“AIDA model”
The AIDA (Attention, Interest, Desire and Action) model focuses on guiding potential audiences through a linear procedure, which leads to a purchase (Páramo, García and Peláez, 2021). This model also states about capturing the attention of the target audience and creating a strong desire for the brand. As stated by Pramita and Manafe (2022), one of the primary objectives of the AIDA model is to encourage customers to take specific actions, like making a purchase of a product. In this instance, the adoption of the AIDA model can help companies in the smartphone industry to create a desire for the brand and encourage customers to make purchases of their products. This can ultimately help to develop brand awareness level and gain competitive advantages. 
[image: ]
Figure 6: AIDA Model
(Source: Páramo, García and Peláez, 2021)
Advantages and disadvantages 
Advantages 
AIDA model provides an easy-to-process and straightforward method, which can be applied to different marketing campaigns (Pramita and Manafe, 2022). This model also helps to clearly outline the stages that a customer should go through. This model also focuses on driving conversions and actions, which is essential for achieving marketing objectives. Therefore, the adoption of this model can help smartphone brands develop effective business strategies based on conversations with customers, and achieving marketing objectives. 
Disadvantages 
AIDA's model primarily focuses on customer conversion and acquisition but overlooks long-term customer retention and engagement. This model may not consider all factors, which influence customer behaviour, like brand loyalty. Moreover, this model does not reflect the complex and non-linear nature of customer journeys. (Fortenberry and McGoldrick, 2020)
Comparison and similarities
The AIDA model emphasises linear progression from action to attention, focusing on stages of driving conversion and engaging customers (Páramo, García and Peláez, 2021). Rautela (2021) claimed that the RACE model offers a cyclical approach, integrating digital marketing with brand strategies. Both models aim to assist potential audiences through structured procedures leading to conversion. 
[bookmark: _Toc178253731]2.7.2 Communication Models 
“Shannon-Weaver model”
Warren Weaver and Claude Shannon proposed the Shannon-Weaver model of communication, which consists of five basic components: the message, the sender, the receiver, feedback and the channel (Khadija and Omar, 2023). This model focuses on transferring information from sender to receiver and identifying potential noise that may interrupt communication. In this instance, marketers of the smartphone industry should focus on transferring information to customers about their products. 
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Figure 7: Shannon-Weaver communication model
(Source: Kostyrev, 2024)
Advantages 
The Shannon-Weaver model provides a straightforward and clear process of communication (Kusumalatha, 2023). This serves as a foundation for comprehending more complex communication models. 
Disadvantages 
The Shannon-Weaver model oversimplifies communication by only focusing on transmission, avoiding relational aspects and contexts (Kostyrev, 2024). This model mainly addresses one-way communication, lacking focus on iterative and interactive feedback. 
“Berlo’s SMCR Model”
Berlo’s SMCR (Source, Message, Channel and Receiver) Model focuses on integrated marketing communication (Nagachevska, Dzhereleiko and Kushka, 2023). This model emphasises analysing the roles of the source, the message, and the channel through which the message is delivered to the receiver. Hence, the adoption of this model can help smartphone companies deliver messages from their end to customers without any interruptions. 
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Figure 8: SMCR model
(Source: Nagachevska, Dzhereleiko and Kushka, 2023)
Advantages 
The SMCR model offers a detailed overview of the way each element (Source, Message, Channel and Receiver) directly impacts communication (Muyanga and Phiri, 2021). This aspect can be applied to different communication stages, including marketing. 
Disadvantages 
This model can become complex when considering multiple messages and contexts. The SMCR model does not effectively focus on interactive elements or addressing feedback in communication. 
“Integrated Marketing Communication (IMC) Model”
The IMC model follows a strategic approach, which ensures all communication and marketing efforts are consistent and harmonised across different channels (George, 2022). It integrates traditional and digital media, direct marketing, sales promotion and public relations into a unified strategy. 
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Figure 9: IMC Model
(Source: Self Developed)
Advantages 
The IMC model delivers a unified message across all channels, improving brand recognition. This model helps to streamline communication efforts, leading to minimising costs and redundancy (Kaziba, 2020). This framework provides a cohesive brand experience, which can help to improve customer engagement towards the brand. 
Disadvantages 
This model requires effective planning and alignment across different departments, which can be challenging for businesses (Gordon-Isasi, Narvaiza and Gibaja, 2021). However, implementing and handling an integrated strategy can be expensive, specifically for small-sized businesses. 
Comparison and similarities 
Both models focus on the procedure of communication from sender to receiver. According to Nagachevska, Dzhereleiko and Kushka (2023) and Khadija and Omar (2023), the SMCR model focuses on four different elements (channel, source, message and receiver) whereas the Shannon-Weaver model highlights the potential noise and transmission process. The IMC model uses data-driven insights to engage audiences and tailor messages more effectively.
[bookmark: _Toc178253732]2.7.3 Models related to brand equity 
“Keller’s Brand Equity Model”
This model is also known as the CBBE (Customer-based Brand Equity) model, which focuses on developing brand equity through consumer perceptions (Çınar, 2020). This model incorporates four stages: brand meaning, brand identity, brand resonance and brand response. As stated by Stukalina and Pavlyuk (2021), the primary motive of designing this model is to develop a strong brand by developing meaningful associations, bringing awareness and achieving brand loyalty. Therefore, by following this theory, smartphone companies can develop a strong brand identity by establishing brand awareness and achieving brand loyalty. 
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Figure 10: Keller’s Brand Equity Model
(Source: Kegoro and Justus, 2020)
Advantages 
Keller’s Brand Equity Model focuses on meeting and understanding consumer perception and needs (Stukalina and Pavlyuk, 2021). This model also covers different aspects of brand development, including brand loyalty and brand awareness. 
Disadvantages 
Keller’s Brand Equity Model requires comprehensive data analysis and collection, which may be resource-intensive (Kegoro and Justus, 2020). However, building strong brand equity requires consistent efforts and takes time. 
“Aaker’s brand equity model”
Aaker’s brand equity model focuses on brand equity as a set of liabilities and assets linked to a brand’s symbols and name, which can influence customer behaviour and perceptions (Amoako and Boateng, 2022). As stated by Amoako and Boateng (2022), this model includes brand awareness, perceived quality, brand loyalty, and brand association. This brand equity model also highlights the way these four elements contribute to competitive advantage and the brand’s value. 
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Figure 11: Aaker’s brand equity model
(Source: Amoako and Boateng, 2022)
Advantage 
Aaker’s brand equity model covers various dimensions of brand equity to offer a thorough assessment (Shaalan et al. 2022). This model also focuses on developing a strategy for improving customer loyalty and brand value. 
Disadvantage
This model quantifies intangible assets, such as brand associations that can be challenging. This model may not capture the dynamic nature of brand equity in current markets. 
Comparison and similarities 
Keller’s Brand Equity Model focuses on understanding customer perceptions through different stages (meaning, resonance, response and identity) whereas Aaker’s brand equity model emphasises brand assets (Kegoro and Justus, 2020; Amoako and Boateng, 2022). These two models help to consider brand equity through consumer perspectives. 
[bookmark: _Toc178253733]2.8 Conceptual framework 
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Figure 12: Conceptual framework
(Source: Created by the researcher)

[bookmark: _Toc178253734]2.9 Summary 
As per the above discussion, it can be concluded that IMC refers to a strategic procedure, used to execute, plan, and develop coordinated persuasive and measurable brand communication programs. Besides, digital marketing is mainly a plan that uses online channels to meet specific marketing objectives. In this chapter, the impacts of these two factors on brand equity have been discussed. Brand equity is a marketing term that describes the brand value. It is found that there is a direct relationship between IMC, digital marketing and BE. In this chapter, different theories have been suggested to use for the smartphone industry to build brand equity, and increase loyalty. 

[bookmark: _heading=h.pirc4fyzdhe]

[bookmark: _Toc178253735]Chapter 3: Research Methodology
[bookmark: _Toc178253736]3.1 Introduction 
An outline of the methods and steps utilised to collect relevant information and conduct research about a specific topic is called research methodology. Investigators (researchers) design their work in such a way that they can ensure that the tools and techniques they pick help them to investigate the research problem. Different research tools and techniques are selected in this study in line with the proper alignment to gather data related to the research topic, like the impact of IMC and digital marketing strategies on brand equity within the smartphone industry. The selected techniques and tools have the potential to analyse the research topic and answer all research questions critically. In this section, the researcher will discuss the study's data collection and analysis methods and ethical aspects that should be considered. 
[bookmark: _Toc178253737]3.2 Research Onion 
Saunders et al (2007) proposed the model of research onion to explain stages through which researchers should pass when conducting research and developing an effective methodology. It includes philosophical assumptions and systems of beliefs, which underpin the selection of research techniques and shape the understanding of developed research questions. According to Mardiana (2020), the construction of research methodology depends on the theoretical concept of research onion. This research onion model provides the description of each layer, which should be accomplished to formulate a fruitful research methodology. The research onion model includes six primary layers, which include research philosophy, approach to theory development, methodological choice, strategy, time horizons, and techniques and procedures. 
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Figure 13: Research Onion Model 
(Source: Mardiana 2020)
[bookmark: _Toc178253738]3.3 Philosophical considerations of the study 
Research philosophy is a set of beliefs or principles concerning the nature of beliefs being investigated (Lecture Notes). In other words, philosophical aspects of research are reformed as certain sets of assumptions, principles and beliefs that are considered to be effective sources to assist researchers in selecting a research approach by developing knowledge about chosen research topics (Khalifa, 2023). In other words, epistemology is mainly a key theoretical knowledge, which deals with the collected evidence against chosen subjective elements. Saliya (2023) stated that four philosophical aspects are mainly considered in a thesis, which includes “interpretivism”, “positivism”, “pragmatism” and “realism”. 
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Figure 14: Types of Research Philosophies 
(Source: Influenced by Saliya, 2023)
Considering the research needs, the “positivism” epistemological approach has been considered in this study. According to Bayram (2021), assessing the existing research works, it is found that positivism helps foster sufficient observation to gain comprehensive knowledge related to the key subject matter. Akpan (2022) stated that as this philosophical aspect is concerned with measurement, this can help researchers to get and facilitate trustworthy outcomes. This study has emphasised collecting quantitative data and measuring those data with statistical techniques. Hence the consideration of the “positivism” philosophy seems justified to the researcher. The use of this ‘positivism philosophy” seems fruitful in interpreting the collected data objectively to understand how moderating online and offline marketing strategies impact brand equity in the smartphone industry. 
On the other hand, interpretivism philosophy is discarded in this work, as it is associated with qualitative data (Mezmir, 2020). Besides, realism philosophical aspects only focus on immediate reality to gather knowledge, which may not be sufficient for critically analysing a topic. Foster (2024) claimed that pragmatism philosophy may lead to misinterpretation and confusion, as there can be discrepancies between different types of data. Hence, the researcher has decided to employ the positivism philosophy in this study. 
[bookmark: _Toc178253739]3.4 Research Approach 
The research approach relies on certain plans and procedures that researchers develop to apply concepts and theories depending on data patterns and observations (Pandey and Pandey, 2021). Park, Bahrudin and Han (2020) stated that based on the subjective knowledge about research, it is found that inductive and deductive are two basic approaches that researchers mainly apply in a thesis. [image: ]
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Figure 15: Application of deductive approach
(Source: Research-methodology, 2024)
Considering the research essentials, the deductive approach has been regarded in this study. As depicted by Casula, Rangarajan and Shields (2021), deductive reasoning allows researchers to describe the way variables and concepts are interrelated with their causes and effects. Likewise, in this study, the researcher has found the relationship between digital marketing strategies and brand equity and determined the effects of digital marketing strategies on brand equity. As opined by Hall, Savas-Hall and Shaw (2023), the deductive approach opens up an opportunity for researchers to quantitatively measure concepts and ideas. Henceforth, the choice of deductive approach is solely justified to go with the research segment due to the need to test the existing concepts based on the data that are gained through the survey process.
In the opinion of Pearse (2021), the deductive approach gives an option to apply research findings to a broader context up to some extent. In this instance, this approach has helped to understand the impact of moderating effects of online and offline promotional strategies on brand equity in the smartphone and other industries up to some extent. Mezmir (2020) claimed that the inductive approach is discarded, as it highly relies on qualitative data, as well as through the use of this, researchers may reach inaccurate conclusions. This is because the inductive approach totally depends on observation, which may be incorrect. Hence, the implementation of the deductive approach seems fruitful to the researcher to measure the data and reach accurate conclusions. 
[bookmark: _Toc178253740]3.5 Research Strategy 
Research strategy refers to an overall plan used to conduct research work. Mtisi (2022) stated that an effective research strategy assists a researcher in executing, monitoring and planning the study. Considering the needs, a survey strategy has been employed in this work. The survey strategy is directly linked with the deductive approach (Lecture Notes). Since this research work has focused on using the deductive approach to test hypotheses, the consideration of the survey strategy seems justified to the investigator. As opined by Bihu (2021), the survey strategy allows researchers to collect huge data to answer when, where, who, what and how of research. Moreover, the use of a survey strategy helps to collect reliable and rich data relevant to the topic. To collect a reliable huge volume of data and reach an accurate conclusion, the researcher has moved forward with the use of a survey strategy.
[bookmark: _Toc178253741]3.6 Types of investigation 
Primary research can be defined as the methodology used to gather data directly instead of depending on data collected by other researchers while doing their research with similar purposes (Taherdoost, 2021). According to Fàbregues et al. (2021), secondary research also comes under the type of investigation. In the case of the secondary research method, researchers mainly collect and use already existing data that are collected by other researchers. This method involves gathering data from government documents, resources, the internet, libraries or past literature works. Kumari (2022) stated that primary research involves gathering data through surveys, observation, interviews and so on. For this particular research work, the secondary method has been used in the literature review part to collect relevant data from past literature works. Afterwards, the primary method has been followed in this work to collect reliable data in the data analysis part. This means both quantitative and qualitative data are collected in this study to analyse the impact of DM strategies and IMC on brand equity. The primary method can provide reliable, direct and fresh insights into the key subject matter, facilitating data-driven strategies and informed decision-making. As stated by Taherdoost (2021), the secondary method allows researchers to collect large volume of data relevant to the topic. To collect reliable data and make informed decisions concerning the effects of online and offline marketing strategies on brand equity, both primary and secondary methods have been followed in this study (data analysis and literature review part).  
[bookmark: _Toc178253742]3.7 Methodological choice 
The mono method has been used in this work, as this research work has only focused on conducting a survey and getting relevant insights about the key research area. According to Nanthagopan (2021), the mono method is easier to implement and design, as it does not require the integration of different methods. This means, that while following the mono method, the researcher chooses either a qualitative or quantitative approach. Similarly, in this study, the researcher has only a quantitative approach to design the work. As depicted by Pregoner (2024), the collection of quantitative data can provide meaningful insights into numerical patterns and trends. Quantitative data is fully based on fewer variables and numbers, which can help the researcher to get findings more accurate and remove biases. To make accurate findings and remove biases, the collection and use of quantitative data seem solely justified to the researcher. As illustrated by Mohajan (2020), the quantitative method may lead to misleading outcomes, if techniques such as surveys and statistical methods are not used properly. 
This means the quantitative technique can be open to misinterpretations or misrepresentations. On the other hand, qualitative research helps researchers explore and offer deeper insights into real-world problems (Fischer and Guzel, 2023). Adedoyin (2020) claimed that qualitative research can be time-consuming and is often biased. Therefore, in order to complete this research on time and avoid biases, the qualitative method is discarded in this study. 
[bookmark: _Toc178253743]3.8 Time horizon 
Considering and understanding the time horizon is crucial for academic research, as it enables researchers to make accurate predictions, interpretations and decisions across various disciplines. As stated by Sakti et al. (2021), researchers can use quantitative and qualitative research in cross-sectional methods. Wang and Cheng (2020) claimed that the cross-sectional method allows researchers to observe the attitudes of a group of people over a specific period of time. In this study, the cross-sectional method has been followed to observe the behaviour of human participants and analyse their feedback about the impact of IMC and DM on brand equity. As this research had to be completed within a stipulated time, the longitudinal method is discarded because the behaviour of the respondents could be observed up to a certain period of time. Longer time could not be given to focus on samples. 
[bookmark: _Toc178253744]3.9 Data Type
Data collection is one of the vital parts of research, as it focuses on collecting, measuring and interpreting the information relevant to the key research topic (Taherdoost, 2021). The collection of sufficient data has the potential to provide accurate results. Therefore, the proper selection of the data collection method is crucial. GHR and Aithal (2022) stated that data collection can be done by following two specific methods: primary and secondary methods. Two types of data can be collected through primary and secondary methods, which include quantitative data and qualitative data. 
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Figure 16: Types of data
(Source: Taherdoost, 2022)
Considering the research needs, quantitative data are collected through the primary method. This means direct sources are used to collect quantitative data through surveys. In the opinion of Taherdoost (2022), primary research allows researchers to collect more current, specific and accurate data, and offer deeper insights. This means primary data provides flexibility to collect real-time data and make decisions. Hence, the researcher has moved forward with the use of the primary method to collect quantitative data. van Kampen and Gkioka (2021) claimed that secondary data is rejected, as it often provides unreliable data. This is because the existing research works may be done for another purpose for which it cannot answer specific research questions that the current research needs. 
[bookmark: _Toc178253745]3.10 Sampling 
The sampling method involves the selection of relevant research articles from a broader sample set (Mweshi and Sakyi, 2020). This is a process in which investigators take a predetermined number of observations from a larger population. 
[bookmark: _Toc178253746]3.10.1 Sample size
In this study, 50 participants are chosen, who are using smartphones offered by various smartphone brands in the UK. Hence, the sample size that is selected in this work for the survey is 50. Different online applications, such as LinkedIn and Facebook have been used to reach and connect with respondents and gain access to their responses. Additionally, some respondents were also contacted through email.
[bookmark: _Toc178253747]3.10.2 Sample type
Sample type is a specific category or nature of a subset of data selected from a larger population for analysis (Hossan, Dato’Mansor and Jaharuddin, 2023). In statistical and research contexts, sample types are chosen to make sure that samples provide insights that are generalisable and accurately represent the broader concepts. Participants who are actively using smartphones, and whose age group is above 18, were chosen in this study. All selected respondents live in London, England (UK). 
[bookmark: _Toc178253748]3.10.3 Sampling method 
According to Pandey and Pandey (2021), two methods are mainly used to conduct sampling incorporating probabilistic sampling and non-probabilistic sampling. Considering the research purpose, non-probabilistic sampling, especially the convenience sampling technique has been employed in this work to choose samples. As per the view of Mweshi and Sakyi (2020), convenience sampling is a widely used non-probabilistic sampling method, which emphasises collecting data from participants who are convenient for the investigator to access. Based on this method, the researcher has chosen 50 participants who are using smartphones, and whose age group is above 18. 
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Figure 17: Sampling Techniques
(Source: Pandey and Pandey, 2021)
Although the convenience sampling method may introduce some bias, it is suitable for this research work due to resource and time constraints. The quantitative data collected through the survey has been analysed critically. In research, convenience sampling is mainly adopted due to its low cost, easy access, rapidity and simplicity. As opined by Adebayo and Ackers (2021), convenience sampling allows researchers to quickly obtain relevant data by choosing samples that are in hand. In this study, to obtain data easily and reach a conclusion, the researcher has chosen this method. Baltes and Ralph (2022) claimed that one of the major disadvantages of convenience sampling is that it is based on people who are in hand at that time, which may lead to sampling bias. Through the use of this method, researchers may find it difficult to access error margins. 
[bookmark: _Toc178253749]3.11 Data Collection Method
The sample size is mainly the number of data points, items and individuals, which are selected to present a larger population. Overall, 10 closed-ended survey questions are prepared through Google Forms, among which 8 are topic-related questions and the rest 2 are demographic questions. These 10 questions are included in a questionnaire and sent to participants over email, LinkedIn, and Facebook at their convenience. The collection and analysis of this data have helped to correlate two factors, including different marketing strategies and brand equity metrics. In this study, 50 participants are chosen, who are using smartphones offered by various smartphone brands in the UK. The researcher has offered respondents three days to understand the questions' inner meaning and share their responses based on their viewpoints. 
[bookmark: _Toc178253750]3.12 Data Analysis Methods 
Data analysis is reformed as another influential part of research work that can help to transform, interpret, measure and analyse the data collected from primary or secondary sources (Kotronoulas et al. 2023). In the wake of the primary collection and analysis method, a graphical analysis is conducted to analyse the numeric data collected through a survey. Pie charts and bar graphs are displayed to represent the numeric data concerning the impact of IMC, and DM strategies on brand equity. Besides, descriptive statistics have been employed to summarise the survey data, which has helped to offer valuable insights about key research variables, like brand image, brand loyalty, awareness, and perceived value. According to Alem (2020), descriptive statistics allows researchers to summarise and describe the collected data meaningfully. This technique also helps to understand the main characteristics and features of datasets, identify trends and patterns and gain valuable insights from data incorporated in the dataset. In this instance, the descriptive statistics method has been used to identify data patterns and gain valuable insights concerning IMC, brand equity, and digital marketing. These analytical approaches have provided an in-depth understanding of the relationship between brand equity, digital marketing and IMC associated with the smartphone industry. 

3.13 Validity and reliability of the data
Data validity refers to a measure of the reliability and accuracy of information within a database or dataset. This mainly involves verifying that the data conforms to predefined rules, constraints or standards. Four types of validity are mainly considered in research, which include construct validity, content validity, criteria validity and face validity (Entropik.io, 2024). For this particular research work, content validity criteria are followed, to test whether the survey adequately represents all aspects of the topic. Content validity allows researchers to examine whether a test properly represents all aspects of the topic that are being measured. In this study, content validity helped the researcher to ensure that survey questions covered all necessary aspects of the key research subject. However, a lack of scientific control and potential biases can restrict researchers from examining the validity of data while measuring content validity criteria. On the other hand, data reliability is the data accuracy and completeness of data as a measure of how well it may be counted across sources and time. The reliability of data on the impact of IMC and DM strategies on brand equity in the smartphone industry relies on the use of robust, well-designed studies and accurate, up-to-date market data. In this study, real-time data are collected from direct sources to understand participant’s views about the topic. 
[bookmark: _Toc178253751]3.14 Ethical Considerations 
Several key ethical considerations have been addressed to ensure the ethical conduct of the research. In this research, the researcher has provided clear information to participants about research goals, data collection methods, and their rights to withdraw their feedback. Informed consent is collected as well as confidentiality and anonymity have been maintained properly. The identities of all participants are not shown in the final report so that they do not face any problems in the future. To protect participants’ data from unauthorised access, “Data Protection Act 2018” have been used. Google Drive has been used to store the collected data securely and use it as per requirements. The researcher has also ensured that the whole research work has been done on his own, which has helped to avoid academic misconduct and plagiarism-related issues. This has also helped to retain the validity and trustworthiness of this research work. 
[bookmark: _Toc178253752]3.15 Summary 
As per the above discussion, it can be concluded that an appropriate selection of key research techniques and tools plays a significant role in shaping the outcome of the study. The selected research methods seem fruitful in answering all research questions critically. In this regard, the selection and use of the deductive approach, descriptive design and positivism philosophy have emerged to be justified and fruitful in improving the research performance and increasing validity. Along with this, primary data collection methods have been used in this work to collect quantitative data through surveys. Descriptive statistics and graphical analysis techniques have provided relevant insights into the impact of IMC and digital marketing strategies on brand equity. The researcher has used a non-probabilistic sampling method to select 50 participants using smartphones offered by smartphone brands operating in the UK. Ethical aspects have also been followed in this work to increase the research’s validity and reliability. 


[bookmark: _Toc178253753]Chapter 4: Findings and Discussion
[bookmark: _heading=h.tx8pnemplcd][bookmark: _Toc178253754]4.1 Introduction 
Leverage social media marketing communication along with key choice of digital marketing leverage tech driven pillar through integrating smart technologies like AI, VR and ART for promotion of smartphones. Detailed evidence from the literature gap segment clearly identifies loopholes in past studies which failed to deliver the latest news and trends regarding newly modified online marketing techniques to attract new audiences. In this case, this present chapter is going to directly shed light on in depth evaluation of quantitative study findings by applying a mode of statistical tool. 
[bookmark: _heading=h.ecbp9iv92tpn][bookmark: _Toc178253755]4.2 Findings 
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[bookmark: _heading=h.uo2txk50wgdj]Figure 4.1: Pie representation for demographic analysis of the selected participants
(Source: Self-Created) 
Figure 4.1 provides information on the demographic characteristics of participants who are taking part in providing their precious information based on this research paper. Demographic analysis provides information on the age, gender, socioeconomic status and ethnicity of the community (atsdr.cdc.gov, 2022). Three types of demographic information are collected from participants including; a) showing the data of age group, b) indicating the gender of participants and c) provodining information on education levels. From the graphical information of age growup it is determined that around 60% of participants belong to the 25 to 34 age group and 40% belong to the 18 to 24 age group.  Pie representation of genders representing that 73% of males and 27% of females responded to this survey. It is very obvious that the highest rates of the male are interested in technical tools. From the pie representation of education level, it is evaluated that 8% of participants are undergraduate, 65% are post graduated and 27% are graduated people for this survey. 
[image: ]
[bookmark: _heading=h.o8dkcwxyr7e1]Figure 4.2: Bar representation for analysing the effects of advertisements noticed on the social media platform 
(Source: Self-Created) 
Figure 4.2 illustrates the effects of advertisement notices on social media platforms. Based on this graphical representation it is evaluated that the users notice different types of smartphone advertisers frequently. Social media advertisement plays an essential role in influencing the smartphone purchasing behaviours of consumers (K V et al. 2021).  Around 25 participants are showing the advertisements frequently, 12 are very frequent and 9 are occasionally. Very few approximately 1 participant are not showing advertisements or really showing advertisements of smartphones on social media platforms. Various social media platforms are providing notice of the launch of new smartphones to attract target customers. Face, Instagram, Twitter, YouTube and others are more effective sources which are providing advertisements to gain the attention of the young generation to purchase the newly launched smartphone in the market. All of the platforms allow to gain the attention of the new generation as well as the old generation to gain their trust by purchasing products. 
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[bookmark: _heading=h.l5jb43ytsyw2]Figure 4.3: Bar representation for determining the effects of finding better advertisements on television of smartphone
(Source: Self-Created) 
Figure 4.3 provides information on the effects of finding better advertisements on television of smartphones. 50 participants are taking part in this survey to provide the information of those questions. Based on all the answers of the participants it is determined that the advertisements of smartphones play an important role in enhancing the effects of advertisements to gain the attention of customers. The advertisements on television platforms are developed based on specific demographical and geographical areas. Thai marketing strategy is effective to gaining the response of the targeting customers for purchasing the products from the respective smartphone brand. The above images provide information on survey results. The maximum number of participants is provodining neutral mindsets for this question, and a fair number of participants did not change the other influencing their pertaining behaviours based on television advertisement. Some participants are influencing their perchadsining behaviours with advertisements and a huge number of the population are changing their mindset by advertisements. 
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[bookmark: _heading=h.ngkdjjpyotib]Figure 4.4: Doughnut representation for analysing the rate of frequency visits on smartphone brand website
(Source: Self-Created) 
Figure 4.4 provides the doughnut shapes graphical representation which provides details, for analysing the rate of website visitors. Mobile trafficking in the world is the main reason for increasing web traffic in the world. According to the information of 2023 around 58.67 % of global traffic occurs due to the user engagements and visiting rates of mobile websites (Ceci, 2024). From 2017 to 2020 the rates of user visiting are increasing in mobile marketing websites provided the positive effects to enhance the marketing perforation of any smartphone delivery brand. The above image is provodining statistical information for analysing the experiments of visitors to smartphone websites. Around 50% of the population visits websites occasionally, and 8% of participants are vistive of ewebsiote very frequently to perchadsining their desired products. Around 34% of participants are visiting websites frequently and 6% really visit the mobile website when they need to purchase a smartphone. However, 2% of participants could not visit the website in any type of situation. 
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[bookmark: _heading=h.hxncal2f1ag1]Figure 4.5: Bar Representation for analsying the presence of user engagements for finding the better brand of smartphone by social media content
(Source: Self-Created) 
Figure 4.5 provides information on the presence of user engagement for finding the better brand of the smartphone through social media content. Around 48 participants are taken part pof this survey analysis to increase the investigation of this research study. 22 applicants are going to various social media platforms to collect their positive information about smartphones. Around 14 participants re providing their neutral responses on this particle survey questionnaire. Around 3 participants are not engaging and 8 participants are very engaged in finding the better smartphone for social media contents. Social media engagement rates are effective for meaning the interaction between the brand and other users of social media platforms. Based on the customer's ideas of marketing concepts for analysing the social presence of users. 
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[bookmark: _heading=h.88qggsaov7pz]Figure 4.6 Pie representation for analysing the positive perception of the smartphone brand in the social media platform
(Source: Self-Created) 
The above images provide a pie representation which allows us to analyse the positive perception of the smartphone brand on the social media platform. A positive perception of a brand helps to influence the purchasing behaviour of customers and it is effective in recommending others to purchase the same smartphone from the same brand. Social media marketing is most effective to encouraging the purchasing behaviours of consumers by influencing the buying system of smartphones. Figure 4.6 provides the data from pie research which shows that around 62% of participants are gaining positive responses from smartphone advertising brands,  around 17% of participants are providing very positive responses and 19% oar provodining neutral responses. However, 2% of participants could not analyse any type of positive response to this survey question. 
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[bookmark: _heading=h.q2br9yy55f07]Figure 4.7 Line charts for analsying the loyalty of consumers for purchasing a smartphone 
(Source: Self-Created) 
Figure 4.7 provides data of which is providing the information of loyalty of consumers purchasing smartphones. Based on the line diagram it is effective in analysing the peak point of this survey question. Around 28 participants are loyal to purchasing smartphones based on social media advertisements and 7 are neutral and are provodining not any types of information for the procedures to select their purchasing products. After analyzing all survey feedback from participants, it is analysed that around 1 participant is not loyal to social media marketing procedures for selecting their desired products. 12 patients are very loyal to selecting their smartphone based on advertisements on social media platforms and television. The selection of products and maintaining loyalty totally depends on the demographical varieties. 
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[bookmark: _heading=h.uphhg06g92h1]Figure 4.8: Bar presentation for determining the rate of perceived value of smartphone brand
(Source: Self-Created) 
The rate of the perceived value of smartphone brands totally depends on the choices and mindsets of individual consumers. Figure 4.8 provides the details of the rate of perceived value of smartphone brands. The rates of the smartphone value depend on the quality of products and advertising methods. Around 27 participants from the survey were provided with the highest rate to select their desired products., based on the presence of consumers of very high new brands of smartphones effectively selling products in the market more easily allows them to gain brand value for the company. Around 9 participants provided very high rates and 11 participants are providing average rates for this particular survey research question. After the analysis, it is determined that 1 participant is providing low rates for determining the rate of the perceived value of the smartphone brand. 
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[bookmark: _heading=h.weszt0sefssg]Figure 4.9: Pie representation for analysing the effects of recommended smartphone brand to others 
(Source: Self-Created) 
Based on the variety of products and their working quality, consumers effectively recommended a smartphone to others. Figure 4.9 denotes the effects of recommended smartphone brands on others. The above image provides a pie representation to analyse all the data of this question to determine the effects of the research study. After the unassuming of the above graphical representation is evaluated thet around 21% of participants very much like to recommend saxophone to others. 52% would like to recommend branded and advanced smarts phones to others to incresining their working capability and 25% of the population are neutral on this topic of producing the details of smarts phones to others. Approximately 2% of the population does not provide any type of recommendations to others based on the quality or working capability of smartphones. 
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[bookmark: _heading=h.39k1275w42h3]Figure 4.10: Line charts denoting the effects of satisfaction rate by purchasing smartphones by consumers 
(Source: Self-Created) 
Figure 4.10 provides the details of satisfaction rates for purchasing the smartphone by consumers. The above line charts denote the effects of satisfaction rate by purchasing smartphones by consumers.  Based on these charts it allows to provide the peace of this research topic. Around 1 participant is disattifed by the smartphone purchasing experience in the preset time. A huge number of participants around 23 for this survey are satisfied and 7 are very satisfied by pursuing their desired smartphone products from the market. This analysis is more helpful in determining the quality and product rates of Smartphone brands at the present time. Depending on the satisfaction rates of individual customers the management team of a smartphone company is capable of increasing its brand valuation in the market. 
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[bookmark: _heading=h.c5jaymmlrp11]Figure 4.11: Bar representation for analsying the better quality of smartphone 
(Source: Self-Created) 
Providing better quality products by any company is capabel of enhancing their marketing performance to increase the working performance of the company. It is justified truth that, better quality products are capable of gaining better marketing status of an organisation.  The above image is provodining information for analysing better quality products to gain the trust and satisfaction of individual consumers. Around 23 participants perceived analysing the quality of smartphone brands. Around 10 participants are providing a very high perceived quality to analyse the smartphone brand and 14 participants are maintaining average mindsets on that research topic. The bad quality of the products reduces the rates of consumer chouse which is capable of increasing the brand valuation of smartphone company.  
[bookmark: _heading=h.7p7c22kqnlz6][bookmark: _Toc178253756]4.3 Analysis 
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[bookmark: _heading=h.r3v04y9wq5an]Table 4.12: Correlation result of survey outcome 
(Source: Self-Created) 
The correlation table for the analysis shows that there is a positive correlation among the independent variables depicted in the previous table. It is evident that there is a certain level of negative correlation among some of the variables with values ranging from -0.01 to -0.08. A higher degree of correlation is depicted with the values of 0.3 and 0.4. Moreover, a positive correlation suggests that there is a presence of statistical significance among the values and it is evident with the analysis. A negative correlation value on the other hand is a depiction of a lack of statistical significance among the respective variables. The 1 follows a straight line between two variables to complete the project work symmetrically manners. 
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[bookmark: _heading=h.aes2kkau3yt5]Table 4.13: Analysing of Mean, Median and mode from survey outcome 
(Source: Self-Created) 
The central tendency results show that the mean value of 2.104. This shows that most of the participants believed that social media marketing is having a positive effect on the overall survey. This emphasizes the fact that there is a positive correlation between the marketing proposition of smartphones with social media. This is in line with the median and mode values for the survey questions and therefore it can be summarised that the survey respondents belive that social media is critical for smartphone marketing. 

[bookmark: _heading=h.sge5339yed4p][bookmark: _Toc178253757]4.4 Discussion 
Integrated marketing communications (IMC) makes sure that the message generated by the brand is unified across all channels of communication. It helps in building strong bonds with the customers and enhancing brand equity. On the other hand, Brand equity is the set of values that the audience attributes to a certain brand. Establishing a positive brand equity is very crucial in shaping customer opinions. The impact of IMC on brand equity is crucial as it helps to build positive brand equity by enhancing the “message reach” of brands (Kushwaha et al. 2020). Brands can make use of IMC to relay positive messages and attributes associated with their brand to the target audience. Smartphone industries make effective use of IMC to promote brand equity by highlighting their innovative features, technologies, cost-effectivity, and many more. The figure demonstrating the market share of smartphones globally depicts Samsung to be the largest market share holder followed by Apple. This result can be attributed to Samsung’s effective implementation of IMC to promote brand equity. 
Digital marketing strategies are being incorporated into Integrated Marketing channels to deliver a brand’s message effectively. Various digital marketing channels are social media platforms, emails, websites, and many more. Digital marketing has a profound impact on the brand equity as helps to raise “brand awareness”. With usage of social media platforms, products and services can be promoted at low rates and creates a sense of familiarity with the consumers. Also, digital marketing helps in the generation of leads buy attracting more number of customers. All the perks and benefits related to the product as well as responding to the queries of customers can be resolved through digital marketing (Das, 2021). Thus, digital marketing strategies can be utilized by the smartphone industry to boost their sales and promote brand equity. 
One of the current IMC and digital marketing strategies incorporated to raise brand equity is social media marketing. The figure representing some of the popular social media platforms illustrates Facebook topping the list. Therefore, by using Facebook, smartphone brands can promote their products to a large number of customers which will eventually help to drive sales. 
Figure 4.2 “Notice of smartphone advertisements” on social media platforms clearly indicates the popularity of social media channels. As evident from the figure, the majority of respondents have agreed that they have seen smartphone ads frequently on social media sites. This proves that social media marketing can be implemented effectively by smartphone brands to reach out to a huge number of customers and promote products and services. Further, social media also helps to build customer relationships (Li, Larimo and Lionidou, 2021). Apart from the promotion of products and services, social media channels can be levied to respond to the queries raised by customers and solve them. The more a brand engages and interacts with customers, the better its brand equity becomes.
Social media marketing is being increasingly used by smartphone brands to expand their market reach and enhance “brand equity”. Encouraging employees to promote products and services on social media platforms on behalf of the brand can do wonders. Since most people turn to social media sites to gather information about a product or service, therefore chances are they come across reviews and feedback posted by the employees on social media which may drive customer behaviour. Also, writing copies for social media sites in a humanized way helps to promote brand equity. Humanized content tugs at the heartstrings of individuals and they are more inclined to get influenced by such content that can help to drive sales. 
The figure 4.3 illustrating the promotion of smartphone advertisements on television has generated neutral responses from the respondents. This indicates that the traditional modes of advertisement such as television are not as effective as digital marketing strategies in reaching out to people. One of the major reasons for the less utilisation of television as a medium for advertising is the huge cost associated with it. While it is true that television advertising helps to reach the masses and promotes products and services, they are not cost-friendly (webfx.com, 2024). On the other hand, advertising through social media channels offers low cost advertising along with generating traffic to the brand’s websites and accelerating sales. 
Another very important feature that is promoted by social media channels is customer interactivity which is missing in television advertisements. Television advertisements are consumed passively by the viewers with no room for raising queries and interacting with the brand, something which is fulfilled by social media platforms. Also, tracking the results of the effectiveness of advertising is very important which is missing in the case of television advertisements. Since television does not use a digital channel, it becomes difficult to track which advertisements generate more revenue and increase sales. 
Based on figure 4.4 illustrating the visit to a smartphone brand’s website illustrates that the majority of respondents occasionally pay a visit to the brand’s website. This indicates that the implementation of digital marketing strategies has not yet been utilised to its full capacity. Had it been used to grab the attention of users, then a majority of respondents would have frequently visited the smartphone brand’s website. Digital marketing allows two-way communication with the customers which can help to drive traffic to websites. One of the best techniques in the digital marketing domain that can help in the generation of traffic to the smartphone brand’s website is “Search Engine Optimisation (SEO)”. 
SEO enhances the chances of customers visiting the website by making the website rank higher in the search results (Putri, 2021). Also, collaborating with influencers through social media channels can significantly increase the number of viewers to a brand’s website. Social media marketing enhances customer buying behaviour through facilitation of two-way communication. Another effective strategy is content marketing which involves relaying relevant and appealing content to the target audience to attract them. Further, online ads can be used to display the unique features of a product or service that will instigate customers to click on the website’s link. 
Figure 4.5 illustrates how engaging users find smartphone brands’ advertisements on social media platforms showing a majority of respondents finding it to be “engaging”. This clearly signifies that social media channels are effective tools for appealing to the customers along with promoting products and services. Thus, it can be inferred that social media advertising has a positive impact on customers which in turn can influence their purchase decisions (Savitri et al. 2022). 
Positivity for the perception of smartphone brands as illustrated by figure 4.6 shows the majority of respondents to have a positive perception. This positive perception is a result of strong social media and IMC strategies. Positive brand perception impacts smartphone companies in various ways. For instance, it helps in building customer trust towards the brand. This helps the brand to expand its business and reach new customers. Social media acts as an influencing medium which helps to spread positive messages about the brand and enhances its perception (Jaitly, and Gautam, 2021). This also makes it possible for the frequent development and launching of new products in the marketplace. Further, positive brand perception also leads to valuable sponsorships and collaborations that can further boost the business. 
There are various ways to build a positive “brand perception” for smartphone brands. For instance, crafting the brand’s message effectively while keeping the goals and objectives of the brand is crucial to attracting customers. Delivering high-quality service to customers is another tactic to enhance “brand perception”. Responding to customer queries, acknowledging their feedback, and more can help to build strong bonds with customers, thereby causing a positive impact on the brand. Keeping up with the latest trends and modernizing the brand’s logo and slogans accordingly can help the brand to be more significant and draw in more young customers. 
Figure 4.7 demonstrates the “Loyalty for current smartphone brands” showing most respondents to be loyal customers of smartphone brands. This customer loyalty is a result of the enhancement of “brand equity”. Brand equity is achieved as a result of the implementation of IMC and digital marketing strategies (Kushwaha et al. 2020). 
Based on Figure 4.8 demonstrating the perceived value of the smartphone brand, it can be drawn that the “perceived value” is quite high. This result can be attributed to the effective usage of digital marketing strategies. Digital marketing enriches the visibility of the brand, allowing it to reach more number of people. Also, digital marketing with proper implementation of data analytics can craft messages intended towards the target demographics. 
The recommendation for buying smartphones is observed to be “likely” based on figure 4.9. This recommendation is based on an outcome of the brand equity of smartphone brands. Based on the figure, there is a significant gap between the recommendations suggesting “very likely” and “likely” in terms of buying smartphones. It can be inferred from the findings that with the implementation of IMC and digital marketing strategies, brand equity is enhanced to a significant extent but is yet to reach its full potential. Thus, marketers must implement effective social media channels to enhance brand equity (Febrian et al. 2022). 
Majority of respondents have stated that they are very satisfied with their smartphone purchase, as illustrated in figure 4.10. This satisfaction rate is not only an outcome of engaging marketing content but also the fulfilment of the needs and demands of the users. 
The quality of smartphone brands is seen to be high based on Figure 4.11 which portrays that people can easily access different digital marketing tools on e-commerce sites like Amazon and Flipkart as well. This indicates the effective portrayal of the features of smartphones via using IMC and digital marketing strategies. Based on figure, a correlation matrix is illustrated which depicts the correlation between various variables. As evident from Table 4.1, the correlation coefficient between “How often do you notice smartphone advertisements on social media” has a correlation coefficient of 1 with how often do you notice smartphone advertisements on social media”, indicating a strong relationship between the two variables. This indicates that majority of people see ads related to smartphones on social media platforms frequently. This can be attributed as a result of effective social media marketing strategies. 
Table 4.2 depicts the mean, median and mode of survey outcome. As evident from the table, the mean value came around 2 suggesting that the majority of respondents have agreed with the independent variables such as IMC and digital marketing strategies affect the brand equity in the smartphone industry. 
In depth evaluation of quantitative study analysis helps to confirm that, tech driven digital marketing strategy within the source of advanced marketing communication tactics bring better consistency in consumer connectivity among the smartphone industry (Khan et al. 2023). In this aspect, extract evidence from this statistical response revealed that integrated marketing communication tools and techniques relatively acted as a strategic approach through aligned messaging across different marketing channels in online platforms (Pour and Kazemi, 2020). 
[bookmark: _Toc178253758]4.5 Hypothesis outcome
Hypothesis 1: There is a positive correlation between the effectiveness of integrated marketing communications (IMC) in digital channels and the enhancement of brand equity.
Addressing research hypothesis 1, different statements from this survey response compared with previous studies to demonstrate a common result regarding the effectiveness of digital marketing communication. Extract evidence from primary research help to accelerate a broader consumer network among the smartphone industry. On the other hand, numeric responses from individual survey participants also reframe higher business integrity levels to promote sustainable and green marketing standards by creating brand awareness (Li et al. 2023). For this instance, quantitative analysis that, implementing additive digital awareness and campaigns from smartphone brands reinforce brand identity through transforming new audiences into loyal consumers within mode of increasing and repeated sales (Upadhyay et al. 2022). As majority of participants argued positive aspects of digital marketing strategies to convey brand information in an automated way, hence it can be analyzed that, new smartphone users get strong attachment with smartphone brands through access early review and feature details of newly launched smartphones. 
Hypothesis 2: Digital marketing strategy positively impacts the brand equity of the company 
Hypothesis 2 stated that, positive interconnection of digital marketing strategy with brand equity enhancement. To justify hypothesis 2, existing results and findings from this statistical analysis greatly recognize the context which significantly influences consumer relationship at smartphone industry within a source of internet advertising spending (Khan et al. 2023).  
One of the popular digital marketing strategies specifically content marketing helps in connecting with the potential customers while driving traffic to the brand’s website. In today’s era, where there is information overload, content marketing allows smartphone industries to connect with their customers and deliver valuable and informative content that is concise and clear. Email marketing is yet another effective strategy that helps to deliver personalized messages and builds customer loyalty. Email marketing can also help to analyse customer behaviour depending on their clicking to links and helps the brand to manage their messages according to customer preferences (Ijomah et al. 2024). Thus, this satisfies the hypothesis 2 of the impacts of IMC and digital marketing strategies in building brand equity. 
[bookmark: _Toc178253759]4.6 Research limitation 
This study highlights that attractive content and positive reviews can help to influence the buying decisions of customers and build positive brand perception, based on primary data findings. This means it helps to develop brand equity that is formed by brand perceptions, customer loyalty, brand awareness and experiences although all extract data commonly elaborate overall smartphone industrial data instead focus on a single case study (Pandey and Pandey, 2021). From a methodological standpoint, entire research only depends on first hand data with numerical study records, hence, no such data accuracy process has applied to cheek authenticity and error in numeric response. Due to shed light on smart industrial outlook without covering in depth details of a specific smartphone brand, hence, data comes from very limited boundaries to demonstrate small marketing initiative and business nature of different brands (Braun et al. 2021). Henceforth, researchers may overlook specific methodological roadmaps which arise from complications with methodological gaps to ensure better validity and reliability. 
[bookmark: _heading=h.orgdxl6ppz3o][bookmark: _Toc178253760]4.7 Chapter Summary 
In sum, extracting evidence from this chapter helps to interpret better consequences of digital marketing communication and techniques to reach target demographic as well as enhance brand awareness. In this way, empirical study findings from this above segment help to discover better integrity to apply data analytics in order to easily track online campaign performance and connectivity with new consumers who will convert into active consumers of smartphone brands.    


[bookmark: _Toc178253761]Chapter 5: Conclusion and recommendation 
[bookmark: _Toc178253762]5.1 Conclusion 
Empirical study from quantitative analysis signifies that engaging social media content brings additional value to lure in more customers and increase sales automatically. This will also help in the enhancement of brand equity. Enhancement of “brand equity” will foster a sense of customer trust and reliability in the smartphone brand. Putting a strong effort to make attractive and innovative social media content for smartphone brands also helps to enhance the “brand image” by building stable relationships with online audiences. Engaging social media content involves the successful integration of text, videos, and images to relay the message of the brand to potential customers. Different survey questions also directly applied to take first hand evidence to state that, improved brand image will boost sales of the smartphone brands’ products and services as its customers will tend to rely on the brand more. This will further provide a competitive edge for the smartphone brand and enable it to remain ahead of its rivals in the smartphone industry. The engaging feature of social media platforms to communicate with its customers in real time also promotes brand equity. 
Statistical evidence from this survey process and regression analysis confirms one of the main advantages of using digital marketing which comes with lower cost, meaning that a low budget is required to reach target audiences. Findings confirmed the assumptions which stated better effectiveness and power of digital marketing strategy on consumer attraction by expanding brand presence into newly emerged areas. However, no such evidence was collected to signify hu integrated practice of digital marketing strategy to increase sales conversion rate. Besides, more detailed investigation also requires addressing previous study gaps to encompass how to gain consumer insights. Different pie charts, bar diagrams and graphical representation has developed to demonstrate value of IMC for brand equity by delivering the brand message in a clear and concise manner to the customers. To capture more diversified study context, this research demonstrates empowerment of digital marketing strategy for smartphone companies by using specific keywords and directly communicating with customers to promote their brand products and services. In sum, gathering data from primary research findings conclude, utility of digital marketing which provides effective targeting options, allowing companies to deliver attractive content to their targeted audiences. 
[bookmark: _Toc178253763]5.2 Linking with objectives 
RO1:To determine the current digital marketing communication strategies utilized in the smartphone industry
Primary research objective of this study is to critically investigate different strategic options for better marketing communication placed by the smartphone industry. A customized objective-oriented survey questionnaire set has been designed to get first hand responses from marketers who are actively engaged in marketing and social media advertising in the smartphone industry. In depth evaluation from survey questions such as question 7 helps to assess that integrated marketing channels are employed by marketers to meet their marketing objectives along with providing an edge to the brand to stay ahead of its competitors. In the words of Ijomah et al. (2024), IMC enhances brand equity by delivering the brand message in a clear and concise manner to the customers. Integration of digital technologies in IMC has only made the process much more effective than before.
In these consequences, brands having limited budgets can use digital marketing channels to promote their products and services with higher returns on investments, leading to the enhancement of the smartphone brand’s sales. Also, the feature of crafting customized messages for customers enriches the perceived value of brands. As per the view of Das (2021), integrated marketing channels are employed by marketers to meet their marketing objectives along with providing an edge to the brand to stay ahead of its competitors. Study outcome successfully claims that integration of digital technologies in IMC has only made the process much more effective than before which resulted in merely allign finding data with research objectives.
RO2:To investigate the integrated marketing communication strategies implemented in the smartphone industry
Another objective of this research is to shed light on the choice of integrated marketing communication options which are majorly used by the smartphone industry to attract more consumers towards brands by acquiring a solid presence of sustainable business growth (Kushwaha et al. 2020). To collect more range of numeric responses, survey question 10 showed that engaging marketing content including the integration of text, videos, images, and graphics appeals to a wide range of customers and influences their “buying behavior”. Also, survey respondents also gave strategic reviews about the utilization of digital marketing channels to facilitate dual-way communication with the customers helps to establish strong bonds with them. Henceforth, this study delivered solid information to address objective twitch additional details how marketers respond to customer issues. As a result, deliverable information accordingly provides effective solutions with smart marketing tactics to boost customer satisfaction levels that impact their smartphone buying experience to signify solid justification for objective 2 linkage. 
RO3: To analyse the impacts of moderating effects of online and offline marketing strategies on brand equity in the smartphone industry
Last objective of this research is to examine the role of both online and offline marketing strategy to enhance brand equity in the smartphone industry. In order to gather detailed observations on the effectiveness of social media marketing, different survey questions have been designed like question 8 and 7 showing perceived value of smartphone users influenced by social media posts. As per respondent’s statement, it has been proven that the impact of offline and online marketing strategies on brand equity is multifaceted and significant. Evidence from literature sources like Montaguti, Valentini and Vecchioni (2023), also justify similar records on the impact of social media marketing towards brand equity. It is mainly the value that a brand adds to its services or products, which is directly influenced by customer experiences, perceptions, and brand image. Henceforth, this present research and chosen methodological tactics add additional value insight to make direct connection with the last objective to determine key impact of offline and online marketing strategies in enhancing and shaping brand equity. 
[bookmark: _Toc178253764]5.3 Recommendations 
· Extract evidence from primary survey responses confirmed the strategic direction for better digital marketing options for marketers to access out bounding opportunities for future business projection. In this case, it can be recommended to marketers in the smartphone industry to acknowledge the fact that the messages delivered via social media channels must be factual, engaging, and reliable. In this way, delivered marketing and social media marketing messages need to be sustainable content to enhance green awareness which will ensure long term success and growth to stay competitive in the tech driven global business world (Saura et al. 2020). 
· Another recommendation is for upcoming researchers to pay better attention in mythology selection by a combined mixed method including primary and secondary data collection option, it will be a greater option to avoid bias and error numeric result related complications by supportive secondary peer reviewed sources (Reyad et al. 2020). 
· Third recommendation can be projected to expand employee training, which will further deal with different technology based on social media marketing to build a strong brand image and diversified audience group. In this case, brand managers at smartphone organizations can launch effective tech-based training to spare necessary tech literacy power to utilize better usage of technology in the marketing segment (Herhausen et al. 2020).  
· This research record identifies factors involved to integrate specific marketing positions for the smartphone industry. Henceforth, marketers and other business management teams need to spend more time to critically assess ongoing market challenges, marketing trends and competitor’s marketing choice before implementing innovative options such as social media advertising (Malesev and Cherry, 2021). 
[bookmark: _Toc178253765]5.4 Future study 
This primary research has significantly contributed to the existing articles through delivering future research directions and key suggestions which are likely linked to marketing filed in the context of a separate case study related part from the smartphone industry. On the other hand, upcoming researchers can raise greater attention to choose a particular geographical segment to expand better knowledge and quality in regards to target market analysis. Future research on these above-mentioned parts will help to explore brand managers and academic researchers with stronger ideas than anecdotes and intuition to recommend brand equity enhancement and develop wisdom.  
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Demographic Information:
1. Age:
· 18-24
· 25-34
· 35-44
· 45-54
· 55+
2. Gender:
· Male
· Female
· Other
3. Education Level:
· High School
· Undergraduate
· Graduate
· Post-Graduate
Survey Questions:
Integrated Marketing Communications (IMC):
1. How often do you notice smartphone advertisements on social media platforms?
· Very frequently
· Frequently
· Occasionally
· Rarely
· Never
2. How effective do you find smartphone advertisements on television?
· Very effective
· Effective
· Somewhat effective
· Not effective
· Very ineffective
3. How influential are smartphone influencers on your purchasing decisions?
· Very influential
· Influential
· Somewhat influential
· Not influential
· Very influential
4. How important is word-of-mouth recommendations when considering a smartphone purchase?
· Very important
· Important
· Somewhat important
· Not important
· Very important
Digital Marketing Strategies:
5. How frequently do you visit smartphone brand websites?
· Very frequently
· Frequently
· Occasionally
· Rarely
· Never
6. How engaging do you find smartphone brand social media content?
· Very engaging
· Engaging
· Somewhat engaging
· Not engaging
· Very engaging
7. How effective are smartphone brand email marketing campaigns in reaching you?
· Very effective
· Effective
· Somewhat effective
· Not effective
· Very ineffective
8. How important is online customer reviews when making a smartphone purchase?
· Very important
· Important
· Somewhat important
· Not important
· Very important
Brand Equity:
9. How aware are you of the latest smartphone brands and their offerings?
· Very aware
· Aware
· Somewhat aware
· Not aware
· Very unaware
10. How positive is your perception of smartphone brand X (replace with specific brand)?
· Very positive
· Positive
· Neutral
· Negative
· Very negative
11. How loyal are you to your current smartphone brand?
· Very loyal
· Loyal
· Somewhat loyal
· Not loyal
· Very loyal
12. How would you rate the perceived value of smartphone brand X (replace with specific brand)?
· Very high
· High
· Average
· Low
· Very low
13. How likely are you to recommend smartphone brand X (replace with specific brand) to others?
· Very likely
· Likely
· Somewhat likely
· Unlikely
· Very unlikely
14. How satisfied are you with your overall smartphone purchase experience?
· Very satisfied
· Satisfied
· Somewhat satisfied
· Dissatisfied
· Very dissatisfied
15. How do you perceive the quality of smartphone brand X (replace with specific brand)?
· Very high
· High
· Average
· Low
· Very low
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