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[bookmark: _Toc137709485]This dissertation presents a comprehensive analysis of THE IMPACT OF DIGITAL MARKETING ON GLOBAL MARKETING on APPLE firstly in introduction section with the help of which the background of the aforementioned topic can be discussed. Apart from that, the research aims and objectives have been depicted in this discourse as well.
 The chapter on literature review provides a foundational understanding of digital marketing and analysis various articles that are related to the research topic and helps the researcher in gaining in-depth knowledge about the particular topic. 
The section on methodology has been focusing on the research philosophy, secondary data  approach (gathering data from easily available sources such as journals, reports and news articles) and primary data collection has taken place as well in the form of a survey that can be helpful in conducting the research. Along with that, the chapter on findings has been imperative in discussing several important articles in this discourse.
 In the results and findings section, data has been gathered from the articles of various authors. In the discussion section, thematic analysis has been depicted. Moreover, this dissertation into consumer perception and behaviour, identifying how apple brand is perceived by the target audience and the factors influencing customers choices. In conclusion, recommendations have been described as well.
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[bookmark: _Toc148371029]Chapter 1: Introduction
[bookmark: _Toc148371030]1.1 Introduction to the Chapter
With the rapid development of technological innovations in the current scenario, the presence of digital marketing has changed the world view in relation to deliver high-quality products in the present situation. In this connection, it can be stated that global marketing strategies can be influenced in terms of operating the business with the help of online portals that have been utilised for digital marketing as well. This section of the dissertation consists of the background of the topic, the rationale of the research, the research aims and objectives, the research questions and the summary of the chapter as well. Along with that, a dissertation structure has been provided in this section.  
[bookmark: _Toc148371031]1.2 Background
Digital marketing has been prevailing in the international market with the objective of administering the business in contemporary society. In this context, it can be stated that in order to attain the highly lucrative marketplace in the global scenario, myriads of companies have been putting efforts into adapting online marketing strategies by establishing their own online presence with the help of their own websites. Global marketing strategies have been instrumental in removing the hurdles which had been creating hindrances in financial exchanges as well as trading in the aspects of the business (What is marketing globalization? (With benefits and strategies)-indeed, 2023). In addition to that, various companies have been expanding their businesses in several nations by implementing the strategies utilised for digital marketing in competition with rival organisations. Digital advancements have been influencing as well as acting as an aid with the objective of highlighting sustainability and maintaining corporate growth in the arena of the business as well. With the help of global marketing tactics which can be embraced with the help of digital marketing, new consumers can be brought into the field of business of a particular organisation and the feedback of the consumers can be helpful in boosting the measures of the organisations to improve the production-capability as well as profitability.  
[image: ]
Figure 1: Apple quarterly revenue distribution in different regions worldwide 2012-2022
(Source: Laricchia, 2023)

In this connection, a case study of Apple has been depicted with the objective of illustrating how innovative as well as constructive impacts of digital marketing can be useful in navigating global marketing in the current scenario. Apple has been one of the leading publicly traded organisations and Apple hardware, services and software have been incorporated together for providing the employees of the organisation with the potential and adaptability so that they can regulate the organisation in a logical as well as coherent manner (Business, 2023). In this respect, it can be iterated that Apple has been preserving its establishment in the technology industry by being engaged in the design, manufacture and sale of the products such as smartphones and tablets as well as personal computers. In the modern era, Apple has been operating its business in several nations including Europe, America, Japan and the rest of Asia as well (Apple | AAPL Stock Price, company Overview & News, 2023). With the objective of administering the business in an efficient manner, Apple has adopted the social media marketing channels such as Facebook, Instagram and Twitter so that the organisation can actively involve the consumers in order to observe the modifications in the organisation and perceive what kind of products the company has been bringing forth in order to preserve its position in the international market.   
[bookmark: _Toc148371032]1.3 Research Rationale
In every industry, technological advancements have revolutionised the way businesses have been regulated in the global market and the modifications in the process of business operation have introduced some innovative techniques that have been necessary in order to administer the businesses in the modern era. In the present situation, digital marketing organisations have been effective in having a profound impact on conventional ways of marketing (Noaimi, 2023). In connection with this, it can be articulated that digital marketing has been useful in bringing the buyers of the organisation in front of the company so that the consumers can be associated with the business strategies and the manufactured products as well as quality of service can be enhanced in the upcoming years. 
[image: ]
[bookmark: _Hlk148376048]Figure 2: Size of the marketing-related data market worldwide from 2017 to 2021
(Source: Navarro, 2023)

In this regard, by implementing as well as utilising digital marketing techniques, Apple has been able to measure the accomplishments it has attained with the help of several social media marketing channels. The performance of the organisation in the arena of business along with other competitors can be fathomed by the application of the tactics of digital marketing. Along with that, with the advent of digital marketing aspects, the number of employees in various organisations has been increasing day by day. With the help of this research, it can be identified how the effects of digital marketing can be helpful in directing the global marketing scenario in the organisations such as Apple.      
[bookmark: _Toc148371033]1.4 Research Aim and Objectives
The aim of the research is to investigate who has effectively utilised digital marketing strategies for enhancing global marketing effects and achieving success in the competitive the technology industry, with a special focus on Apple.
The main objectives for the research are:
● To explore the significance of digital marketing in the context of global marketing
● To analyse Apple’s digital marketing techniques and campaigns
● To investigate the impact of digital marketing on global brand positioning and
customer engagement with Apple
[bookmark: _Toc148371034]1.5 Research Questions
The research questions have been: 
RQ1) What is the significance or relevance of digital marketing in the context of global marketing?
RQ2) What have been the digital marketing strategies and campaigns of Apple?
RQ3) What can be the impact of digital marketing on international brand positioning and consumer engagement with Apple?
[bookmark: _Toc148371035]1.6 Significance of the Research 
In this connection, it can be iterated that the influence of digital marketing can be observed in the current scenario in relation to regulate the business in an industry. The technology industry has been no exception and the business of well-recognised organisations such as Apple has been impacted by the innovation of the technological pieces of equipment. With the utilisation of digital marketing strategies, business promotions of the brands and other marketing campaigns can be operated with the help of which a company can gain the business objectives that have been aimed at for such a long period of time (Bala and Verma, 2018). In this respect, the business policies or guidelines have been established since with the help of guidelines, the organisational structures can be maintained as well. 
With the help of global marketing techniques, different requirements of the consumers can be perceived and this can be imperative in addressing the needs of the consumers by producing several types of personalised products which can bring success to the organisation. In this context, it can be mentioned that technological aid has been beneficial in order to understand the demand of the buyers and eradicate the barriers that can come in the way of the business. Apple has been maintaining its business objectives by incorporating and reinforcing technological innovations by applying which the company can generate business in the present situation.   
[bookmark: _Toc148371036]1.7 Dissertation Structure
The dissertation has been revolving around a coherent structure with the help of which the aforementioned topic on which the research has been carried out can be discussed. In this scenario, a background, as well as a research rationale, has been depicted. Along with that, the aims and objectives of the research have been defined as well. In the literature review section, various articles have been discussed with the help of which the research can be established as well. The research methodology section can be helpful in depicting how the process of the research can be regulated. 
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Figure 3: Dissertation Structure
(Source: Self-Created)
Along with that, the results and discussion have been illustrated in this dissertation. Apart from that, the outcomes related to the objectives and recommendations can be provided in this discourse as well.  
[bookmark: _Toc148371037]1.8 Summary of the Chapter
This section has been based on the background of the topic that has been discussed in this dissertation. Along with that, a research rationale and the aims as well as objectives of the research have been described. Research questions have been generated with the help of research objectives. The significance of the research has been depicted as well. In addition to that, an appropriate dissertation structure has been provided by utilising which the research study on the mentioned topic can be conducted.  
[bookmark: _Toc148371038]Chapter 2: Literature Review
[bookmark: _Toc148371039]2.1 Introduction to the Chapter
In the segment of the literature review, several articles related to the literature on the aforementioned topic have been illustrated. The primary object of this chapter has been to gather the relevant articles that can be focused on in terms of describing how the impact of digital marketing can be influential in the procedure of administering global marketing in the technology industry such as Apple in contemporary society. Moreover, with the help of theoretical underpinnings, literature gaps and conceptual framework, the discussion in the research study has been taken into consideration as well.       
[bookmark: _Toc148371040]2.2 Concept of Digital Marketing
With the help of the terminology “digital marketing”, it can be observed how digital channels can be utilised by various organisations in the current scenario in terms of delivering efficient services to global consumers so that the requirement of the consumers can be addressed within a proper duration. In the opinion of Krishen et al. (2021), the implementation of digital marketing has transformed global marketing platforms over the past two decades by engaging interactive sessions with the help of websites and online portals or social networks as well. In this regard, it can be stated that digital marketing can utilise all forms of technological advancements such as Artificial Intelligence, Machine Learning and the Internet of Things with the assistance of which the marketing objectives can be fulfilled in business-to-consumer and consumers-to-consumers environments.    
According to Gupta (2020), digital marketing has been useful in attracting as well as engaging consumers with the operational procedure of the business so that a high-quality performance can be gained from the employees and profitability can be maintained even in the adverse situation faced by the businesses in the global market. In addition to that, it can be iterated that new technological trends have introduced some new forms of solutions that can be adopted in order to bring forth a positive impact on businesses in the imminent days. On the contrary, it can be understood that several types of difficulties have been witnessed by the technological industry as well in order to be involved with the process of digital marketing. In this regard, it can be mentioned that the utilisation of data that can be necessary for the operational processes of the organisations can face threats or problems in preserving the marketing approaches of the organisations.          
[bookmark: _Toc148371041]2.3 Understanding Global Marketing
From the perspective of Kotabe and Helsen (2022), several companies have been marketing their products as well as services to international consumers with the help of digital marketing tools so that the products can be easily available in several regions of the world. With the help of global marketing strategies, organisations can remain dedicated to expand their branches in several countries since with the help of this approach, a business can gain momentum and business objectives can be obtained.   
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Figure 4: Apple (AAPL) Stock Price Performance
(Source: Apple | AAPL Stock Price, company Overview & News, 2023)

Global marketing strategies establish the rules and regulations between two nations so that the business between the two territories can be administered in a structured manner. Along with that, it can be defined that global marketing plans can be instrumental in shaping the organisational strategy since along with it, the marketing strategy of the organisations can be associated with the objective of addressing the requirements of the international consumers in a logical manner.
[bookmark: _Toc148371042]2.4 Evolution of Global Marketing Strategies
The first phase of global marketing commences with domestic marketing where a strategy on the basis of information attained from domestic industry can remain helpful and the requirements of the consumers can be fulfilled with the association of the employees engaged in the business procedures of the organisation. According to Ryan (2016), the creation of websites in the process of evolving global marketing strategies can be imperative with the objective of showcasing not merely the products but the methods with the help of which the company has been interacting with the followers or buyers so that their suggestions and opinions can be fruitful in designing the organisational structure and procedures by implementing which industry can administer the business in the upcoming years. In this regard, it can be stated that when external marketing becomes more significant as well as achievable for the betterment of the business, innovative origin of growth and profits can be observed which can be obtained with the help of emerging in the new markets in the modern scenario. The access to gain the consumers of the foreign market can be instrumental in directing the business objectives of the industry since with the objective of retaining new consumers or followers in the industry, the demands of the buyers need to be fulfilled within a definite period of time. In this regard, it can be iterated that with the help of a global marketing approach, organisations in an industry can regulate the business by keeping in mind the needs of the customers in the current scenario.
Apart from that, the concept of “competitive advantage”, “customer value” and “focus” has been imperative in the field of business since all these parameters have to be maintained by the industry with the objective of operating the business in an efficient manner (The Evolution of Global Marketing, 2023). In this respect, it can be articulated that with the objective of regulating the business, the focus has been moved from understanding everything about the consumers to knowing the consumers within the circumstances which include government guidelines, competition and regulations so that the competitive advantage can be attained by the organisations which can be helpful for obtaining success by the industry as well. In connection with this, it can be depicted that the amount of money that has been invested in the business in order to purchase the products can be dependent on a myriad of factors. The change that can be observed in customer preferences and the modifications in business patterns can be crucial in perceiving the changes in marketing strategies as well so that the marketing strategies can evolve over time and this kind of evolution can remain victorious in accomplishing the business objectives of the company in an industry.  
[bookmark: _Toc148371043]2.5 Digital marketing as a technique of global marketing of Technology companies
According to Tariq et al. (2022), digital marketing mainly focuses on promoting the brand and connecting with potential customers through the use of the Internet and other digital communication tools. Technology companies use social media platforms, use sources of e-mails and use web-based advertising techniques for connecting with customers which in turn helps them in increasing the customer engagement rate of their business organisations. Technology companies collect consumer data, study the purchasing patterns of the consumers and then design their digital marketing strategies that can attract a wide range of customers. Digital marketing includes a set of tools and techniques that helps in collecting data from different sources and then using this data to make well-informed decisions for enhancing the overall performance of the business organisations. These strategies also help the technology companies in reaching wider segments of customers, targeting specific customers and maintaining the consistency and the brand image of the companies in the international market. 
In the opinion of López et al. (2019), digital marketing strategies are helping transform business organisations and making the brand look more appealing to customers. Digital marketing campaigns have gained much popularity in recent years and are helping technology companies to boost their sales through the use of these strategies. The leading technology companies are using these strategies to improve the purchasing experiences of their customers and strengthen their relationships with their targeted customers. Following the traditional marketing techniques is very time-consuming and also needs much effort from the employees, thus technology companies are shifting to the use of digital marketing strategies which is comparatively less time-consuming and help these companies easily connect with their targeted customers. 
From the perception of Katsikeas et al. (2020), using digital marketing strategies within the global market also helps in increasing the brand visibility of these business firms and helps the firms in attracting new segments of customers across the international market. In the new era, using digital marketing strategies creates new opportunities for business firms, helps them to establish their business irrespective of economic, political and cultural differences and connects with new segments of buyers. It also helps them to analyse the current competition in the market and design the marketing strategies that help them to compete against the other firms within the international market. Technology companies also analyse the changing demand in the market and then design their products and use digital marketing strategies to promote their products and attract new customers to buy these products. 
[bookmark: _Toc148371044]2.6 Influence of digital marketing on changing the purchasing patterns of consumers on the global level
From the perception of Nuseir and Aljumah (2020), digital marketing has become essential for boosting sales and the brand image of the companies at the global level. The consumer can easily get information about the different products through the use of social media platforms and company websites and thus can compare the different products and select the product which meets up to their expectations. They can also write their reviews and feedback regarding the products and thus the business firms can collect this data to improve their product quality and enhance their overall sales. Most business firms by using digital marketing strategies design personalised advertisements, create blogs and other attractive content and promotes their business through the use of social media channels such as Facebook and Instagram which helps them maintain their brand visibility within the international market.    
According to Gu et al. (2021), the global economy fluctuates during the pandemic period and thus following traditional marketing strategies became a challenging task for business firms during this period. Moreover, the purchasing patterns of the consumers also had a drastic change during this period. Hence most business firms adopted digital marketing strategies to connect with wider sections of customers, analyse the purchasing patterns of the customers and highlight the features of the products to attract new segments of the customers. The use of digital marketing strategies is also very cost-effective, helps in gaining customer insights and helps business firms design different customer loyalty programs for targeting the customers and increasing the overall sales of their firm at the international level. The customers can also interact with the brand using e-commerce platforms, can check the product descriptions using the e-commerce platforms and select the most desirable product. Hence the techniques of digital marketing have a major influence on changing the purchasing patterns of customers.   
In the opinion of Varghese and Agrawal (2021), digital marketing platforms which mainly include social media channels help business firms to interact with their audience, and share their content with the audience which increases the overall sales of their business firm. The leading social media channels such as Facebook, Pinterest, Instagram and Twitter help these firms in connecting with the global audience and create a huge number of repeat purchases. Most of the firms have also created their personalised website through which they highlight their newly launched and offer new discount coupons to attract customers.   
[bookmark: _Toc148371045]2.7 Impact of digital marketing on increasing the sales of global brands
According to Steenkamp (2020), using the strategies of digital marketing helps global brands in reaching out to different segments of customers across different geographic locations. It helps global companies in gaining insights into the changing demand within the market, identifying the needs and the demands of the consumers and designing their products that can easily attract different age groups of customers. The rapid increase in internet-based technologies has helped in supporting digital marketing initiatives and reshaping the image of the company in front of its customers. The global e-commerce sales were around $3.5 trillion in the year 2019 and it is expected to increase up to $6.5 trillion by the end of 2023. Hence the business firms operating within the global environment use e-commerce platforms to popularise their products and increase their customer engagement rate at the global level. According to a survey, nearly 1.3 % of the respondents stated that digital marketing strategies have helped in boosting up the performance of business firms in the UK during the yaer 2021 (Contribution of digital marketing to UK Companies Success, 2023). Hence digital marketing strategies can be used for tracking the behaviour and preferences of consumers and designing products for meeting up to the changing demand so the customers.    
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Figure 5: Contribution of digital marketing to the performance of companies in the United Kingdom (UK) in 2022
(Source:  Contribution of digital marketing to UK Companies Success, 2023)
 In the opinion of Shankar et al. (2022), the use of digital marketing techniques has grown rapidly during the pandemic period and thus most leading companies operating within the global platform are using these strategies for uplifting their overall business performance. The technology companies such as Apple are also using digital marketing strategies of social media promotion and collaboration with celebrities to popularise their brand in front of a global audience. Other techniques such as e-mail campaigns and delivering personalised messages to customers are also attracting global customers and influencing them to change their purchasing patterns.  Digital marketing strategies such as pay-per-click are also helping the global brand to spread awareness about their products, analyse the market dynamics and attract new groups of the audience. The use of social media platforms in order to promote and highlight the features of the products helps in creating repeat customers at the global level and creates a loyal customer base towards the particular products. The use of modern technology and advanced devices also helps in predicting and targeting the potential customer and increasing the sales of business firms at the global level.        
[bookmark: _Toc148371046]2.8 Advantages of digital marketing strategies on global businesses
From the viewpoint of Ritz et al. (2019), digital marketing includes promoting goods and services using the latest digital technologies such as the Internet and other digital mediums. The use of digital marketing strategies and other technologies has helped to improve the performance of the business organisation and make these firms more resilient to the changing market environment. It increases the global reach of these firms and helps them to connect with different groups of audiences despite the vast geographical barriers. It is also very cost-effective and thus is preferable in place of the traditional methods of marketing.  By using these strategies global business firms can easily identify the right audience, can target this audience, generate new leads and thus can improve the brand reputation and the overall image of the company at the antenatal level.  They also use the techniques of search engine optimisation which in turn helps the customers to easily search the products and order the products that are most preferable for them. 
According to Bizhanova et al. (2019), digital marketing has helped entrepreneurs in prioritising their operations and tracking the behaviour of consumers to increase the sales of their business organisation. The use of the internet has also enabled these firms in highlighting the most important features of their products and popularising their products among the global audience. The tools of digital marketing help in precisely targeting the audience based on their individual tastes and preferences, tracking their behaviour and ensuring that the business firm is able to create repeat customers. The technology companies also customise their content, offer discount coupons and other cashback offers, and conduct customer loyalty programs which in turn provide personalised experiences to the customers and help in building up the image and the reputation of these firms in the global market. 
In the opinion of Desai and Vidyapeeth (2019), business firms use digital marketing channels including social media, websites, email and search engine optimization to connect with the audience and build up the brand image and reputation of the company. Social media marketing helps in connecting with the younger generation of people who are more engaged in using social media platforms on a daily basis. The techniques of email marketing also help the company in promoting their content, discount coupons and events directly to the customers and increase the customer traffic on the website of these global companies. Moreover, digital campaigns can easily be modified according to the changing market trends and considering the feedback of the customers and thus can help these companies in staying ahead in the existing competition. Hence the use of digital marketing strategies can be extremely beneficial for increasing the sales and revenue of the global business. 
[bookmark: _Toc148371047]2.9 Challenges of adopting digital marketing strategies for Global businesses
From the perception of Senyo et al. (2019), the use of digital marketing techniques and other innovations has rapidly changed the business world. But at the same time, adopting these techniques has certain limitations and restrictions. Most of the emerging companies have limited resources and skilled labour because of this they fail to upgrade their digital marketing strategies for targeting the customers. Moreover, customers belonging to rural and socially deprived areas do not have proper access to internet connections and thus it is very difficult for business firms to reach this group of audiences by using digital marketing campaigns. There can also be some technique issues and other glitches due to which the companies may not be able to properly track the behaviour and the purchasing pattern of the audience which can easily manipulate and change the marketing strategies used by these global companies. 
According to Ukko et al. (2019), adopting digital transformation may pose challenges to global companies in connecting with the audience and selling their products and services to the targeted audience. The digital landscapes and understanding the digital algorithms also sometimes becomes a complex process and thus the business firms may face difficulty in evolving their marketing strategies according to the latest trends in the market. Technical glitches and other related issues may also affect the experience of the users and may reduce the effectiveness of the digital marketing campaign. The global market is also very competitive and thus all the leading firms within the technology industry are using different digital marketing strategies to attract their customers which is making the online space very crowded. Due to this, emerging business firms within the technology industry face challenges in capturing the attention of the audience and promoting their products in front of the global audience.           
From the viewpoint of Saura (2021), business firms operating within the global environment face various challenges in adopting digital marketing strategies. Most customers upload their data while purchasing products from any online website. The business firms in turn use this data and designs their digital marketing campaigns for targeting the selected audience. But the issues of data privacy and the misuse of personal information of the customers can lead to major trust issues among the customers which can adversely affect the sales and the brand image of these companies in the global market. Moreover, the crowded online space also makes it very difficult and challenging for business firms to maintain their brand image in front of the targeted customers. 
[bookmark: _Toc148371048]2.10 Impact of digital marketing on global marketing of international brands
According to Makrides et al. (2020), digital marketing tools help in expanding the business across global platforms and increase the reachability of the business to customers worldwide. The use of traditional marketing had various limitations as it was restricted by geographical barriers and thus organising international marketing campaigns was very expensive and labour-intensive. On the other hand, conducting digital marketing campaigns needs only the accessibility of the internet and thus it is very feasible for global business firms to adopt different digital marketing strategies. Even small business firms and different local companies are using digital marketing strategies to grow their business and increase the visibility of their brand on the global level.   
From the perception of Al-Azzam and Al-Mizeed (2021), adopting digital marketing strategies are very cost-effective and increases the awareness of the different brands in the international market. Social media platforms and content marketing are also helping global business firms in meeting their marketing goals. Making the customers aware of the brand, and highlighting the features of products also helps in attracting the customers and increasing the popularity of the brand at the global level. There are multiple digital marketing strategies such as B2B business strategies which help in gaining international leads and help in increasing the reach of a business firm. The other form so consent such as Podcasts, Blogs, Emails, eBooks, social media posts and webinars also helps international firms in promoting their business and customers to expand their business.  
From the viewpoint of Tariq et al. (2022), the use of digital marketing increases the customer engagement rate of business firms and helps in creating more loyal customers towards these brands. These firms also use data analytics and optimisation techniques for measuring the results of digital campaigns and implementing new strategies for improving their future campaigns. The techniques of website optimisation and mobile app optimisation also help these firms in designing effective digital marketing strategies for targeting customers and increasing the sales and revenue of their companies in the international market.  Using these strategies also improves the customer experience which in turn creates a wide range of repeat customers and popularises these international brands.   
[bookmark: _Toc148371049]2.11 Use of digital marketing strategies for the case of Apple
In the opinion of Fondevila et al. (2020), Apple Inc. is one of the leading companies operating within the technology sector and thus is adopting various digital marketing strategies for launching its new products, ordering the special discounts and proxying its new services across the global markets. The company has also used various digital marketing tactics to create brand awareness and engage with a wide range of customers and increase the sales of the company for the past few years.  They are using the social media marketing channels such as Facebook, Instagram and Twitter to promote the new designs of their products and create huge customer traffic on these platforms. Apple Inc is also creating email marketing campaigns and offering subscriptions to the customers which also helps them in maintaining their customer retention rate in the global platform. 
From the perception of Wondimu (2022), apple Inc uses innovative techniques for attracting customers and increasing its sales. Apple Inc. focuses on creating high-quality content that helps in engaging and connecting with the audience and creating repeat customers towards the brand. The company also focus on creating blog posts and other videos that highlight the main features of its products and provide the audience with educational information regarding the products. The company providing high-quality of products and using the advanced digital marketing strategies have successfully increased the trust of the customers and have created loyal customers buying the products offered by Apple. The company also prioritises customer engagement and considers the needs and expectations of the customers and uses innovative strategies to stay ahead of the competition. They also use the data and other analytics tools to increase the effectiveness of the campaign and help the business firm to make informed decisions. Hence adopting digital marketing strategies helps Apple Inc. in attracting different segments of customers and maintaining the brand image of the company across the international market.       
       
[bookmark: _Toc148371050]2.12 Theoretical Implications
With the objective of making out how the impact of digital marketing can direct global marketing in the organisations such as Apple in the technology industry, it can be mentioned that digital marketing can revolutionise the way the techniques of global marketing can be perceived in the current scenario. In this context, the Customer-led Positioning Theory can be suitable in order to illustrate how consumers can shape the organisational structures and business objectives in the present situation (France et al. 2015). This theory suggests that the consumers have been the backbone of the business in an industry and the suggestion related to the requirements of the products can be obtained from the consumers as well. 
[image: ]
Figure 6: Customer-led Positioning Theory
(Source: How to create a customer centric strategy for your business, 2023)

With this kind of knowledge and information gained from the customers, the organisation can understand what kind of products can be manufactured so that the consumers can remain satisfied with the business objectives of the organisation and keep coming back to the organisation (Bade Sudarshan Chakravarthy and Karunakaran, 2022). With the help of this kind of approach, the consumers can provide perspectives to the product team with the help of collecting pertinent information regarding price range and product function as well as features of the products in the current scenario. In this scenario, it can be perceived that the influence of digital marketing can be impactful on global marketing in the modern era with the objective of focusing on the areas of business so that the business objectives can be obtained within a certain period of time.          
[bookmark: _Toc148371051]2.13 Conceptual Framework
[image: ]
Figure 7: Conceptual Framework
(Source: Self-Created)

In the above-displayed image, it has been mentioned how the elements of digital marketing can be impactful in enhancing marketing strategies in the global business scenario. The developed marketing strategies have been influential in shaping an effective as well as efficient global marketing initiative with the help of which the business objectives can be obtained within a definite duration. 
[bookmark: _Toc148371052]2.14 Literature Gap
The literature gap restricts the process of any research work. In this case, there are various articles which describe the use of digital marketing for increasing the sales and the global reach of business firms. But there are limited articles which desire the digital marketing strategies used by Apple Inc. Hence the lack of articles acted as the research gap and created barriers for the researcher in the process of this particular research work.     
[bookmark: _Toc148371053]2.15 Summary of the Chapter
The chapter on literature review provides a detailed discussion of various academic articles which are related to the research topic. These articles are collected from the sources such as Google Scholar and help the audience in connecting with the research topic. It also discusses the theories that are related to the topic and provides a conceptual framework that provides in-depth knowledge about the particular research topic.  The literature gap which can affect the research process has also been explored in this chapter.  The chapter also provides detailed knowledge about the use of different digital marketing tools for improving the overall performance of any business organization. 
[bookmark: _Toc148371054]Chapter 3: Research Methodology
[bookmark: _Toc148371055]3.1 Introduction
In this section, the methods of the research study that have been conducted can be depicted. In this regard, research philosophy, research approach and research design have been illustrated as these procedures have been crucial with the objective of conducting the research in a systematic manner. Apart from that, data collection and data analysis methods have been discussed in this discourse. The ethical consideration along with the limitations of the research has been depicted here as well. In addition to that, a research timeline has been provided in order to complete the research study in a logical way. 
[bookmark: _Toc148371056]3.2 Research Philosophy
A research philosophy has been a set of beliefs that can be instrumental in guiding the way a research study can be executed and in this respect, it can be articulated that different researchers adopt different research philosophies with the objective of conducting the research in a structured manner. Along with that, it can be stated that research philosophy has been directly impactful in influencing the research methodology such as the research design and data collection methods (Ryan, 2018). In this connection, it can be iterated that research philosophy has been dealing with nature, origin and establishment as well as the development of knowledge by gathering necessary information which can be essential for carrying out the research. In this respect, it can be depicted that four forms of research philosophies can be utilised in order to perform the research in a coherent manner. These four types of research philosophies are- positivist research philosophy, interpretivism research philosophy, pragmatist research philosophy and realistic research philosophy. 
With the objective of conducting the research in a systematic manner, the researcher has undertaken an interpretivism research philosophy. With the help of the interpretivism research philosophy, the reality of an individual through their experience of that reality can be depicted (Alharahsheh and Pius, 2020). An interpretivism research philosophy has been effective with the objective of carrying out the research on the mentioned topic and with the help of this research philosophy, the researcher has collected relevant information regarding the impact of digital marketing on global marketing, a case study of Apple.    
[bookmark: _Toc148371057]3.3 Research Approach
A research approach has been a form of procedure that can be selected by the researcher in order to gather, evaluate and assess the necessary information that can be significant to carry out the research (Leavy, 2022). With the help of the research approach, the plan and procedure of conducting the research can be managed in a consistent manner. Along with that, it can be mentioned that on the basis of the research approach, the nature of the research problem can be addressed in a structured manner. Apart from that, the research approach can be imperative in order to validate the accuracy of findings that can be helpful in gathering the data regarding the completion of the research. A research approach can be instrumental in verifying the theories that can be important to carry out the research in a way that can be useful in integrating the necessary information at different stages of the research.  
To carry out the research on the mentioned topic, the researcher has adopted an inductive research approach so that pertinent information can be collected for developing theories on the basis of specific observations as well (Doyle et al., 2020). By embracing the inductive research approach, the researcher has identified several patterns so that theories that can be necessary to conduct the research can be applied. In addition to that, an inductive research approach can be useful in exploring different scenarios with the objective of performing the research study in the current scenario.    
[bookmark: _Toc148371058]3.4 Research Design
A research design has been an overall research strategy that can be utilised to conduct the research that depicts a brief as well as reasonable plan with the objective of tackling the research questions that can be raised in the research study of a topic. Along with that, a research design has been helpful in organising different factors of the research projects so that research can be performed in a structured manner (Research design: What it is (plus 20 types) | indeed.com, 2023). The research design can be impactful for conducting the research with the help of gathering and evaluating necessary information as well as illustrating the data that has been pertinent to the research. The research design consists of different styles such as exploratory, observational, descriptive and experimental research designs.
With the objective of conducting the research on the aforementioned topic, the researcher has undertaken the descriptive research design. By implementing the descriptive research design, the researcher has identified statistical data that has been impactful in attaining striking as well as useful results that can be instrumental and imperative for carrying out the research. The researcher has adopted a descriptive research design because the descriptive research design can direct the research by helping the researcher to document an occurring phenomenon in order to carry out the research in a logical way (Rahi, 2017). In addition to that, the necessary data that has been gathered can be analysed and an in-depth understanding of the research problem can be addressed as well. As a consequence of collecting data by applying a descriptive research design, the researcher has been able to visualise the necessary information and make predictions accordingly.     
[bookmark: _Toc148371059]3.5 Data Collection Method
To perform research in an effective manner, the data collection procedure has been another important step with the help of which the collection as well as the measurement of the necessary information can take place. Along with that, the research questions can be addressed and the outcomes can be evaluated by utilising the data collection method. In this context, it can be iterated that the data collection method consists of some prevailing procedures such as surveys, observations and interviews as well as experiments and secondary data analysis (Sutton and Austin, 2015). The information that the researcher gathers can be interpreted and supported or negated in relation to conduct the research in contemporary society. 
In this connection, it can be stated that the researcher has embraced both qualitative secondary and quantitative primary methods of data collection by implementing a survey since with the help of these kinds of data collection methods, the researcher has utilised the existing information with the objective of obtaining the answers to the research questions (O’Reilly and Kiyimba, 2015). In addition to that, the researcher has perceived consumer behaviour in terms of depicting the impact of digital marketing on Apple and the decision-making approach in relation to the businesses in the current scenario can develop as well with the help of analysing the data by implementing a secondary data collection method. In order to gather information for conducting the research, the researcher has collected significant information from Google Scholar, various online portals and websites as well.   
[bookmark: _Toc148371060]3.6 Sampling
In this regard, it can be mentioned that primary data has been gathered by conducting a survey among the 100 employees of the digital marketing team of Apple. With the help of the random sampling method, the participants have been chosen from the population of Apple’s large digital marketing workforce.     

[bookmark: _Toc148371061]3.7 Data Analysis Method
The data analysis method has been important since with the help of this method, the process of exploring, transforming and assessing the information collected for carrying out the research can take place. In this respect, valuable decisions can be made and any kind of modification can be adopted in relation to conduct the research in an effective manner (What is data analysis? (with 7 methods of analyzing data), 2023). By implementing the data analysis method, the risks that can be observed in making any kind of decision can be curtailed with the help of crucial perceptions and thoughts as well as statistics so that the research study can be conducted in a structured manner. In this regard, it can be mentioned that a qualitative data analysis method has been embraced by the researcher so that a particular pattern and themes can be recognised accordingly.
For gathering primary data by quantitative data, the researcher has gathered and calculated the numerical parts by changing them into percentages. In this context, it can be stated that numerical information has been portrayed by presenting charts, tables and graphs. The graphical representation of the primary data has helped in identifying the patterns in the responses of the surveyed participants.   
To conduct the research in an efficient way, the researcher has adopted a thematic data analysis method. By utilising a thematic data analysis method, the requirements of the research study have been met. Along with that, new perceptions and notions regarding the research have been generated which have been imperative in regulating the research in a coherent manner (Vaismoradi et al., 2016).  With the help of thematic analysis, the researcher has been able to make themes that can be instrumental in directing the research in a proper direction. By applying thematic analysis, practical results in the field of study have been gained.       
[bookmark: _Toc148371062]3.8 Ethical Consideration
In the research study, ethical considerations have been crucial since with the help of ethical considerations, a set of principles can be maintained since this phase has been significant for guiding the research designs and practices as well. In this respect, confidentiality and security have been preserved so that the research can be carried out in a reasonable manner. The ethical consideration consists of informed consent, confidentiality, voluntary participation and anonymity which can be essential in conducting the research in the current scenario. In this regard, for observing the primary data collection method, the consent of every participant has been taken into consideration and all the norms in terms of conducting the survey have been maintained as well.     
Ethical considerations have been considered an important trait that acts as an aid in observing the research project in an ethical manner without causing any kind of harm to the objects that have been utilised in order to continue with the research (Suri, 2020). Hence, with the objective of performing the research in a systematic tactic, it can be mentioned that this research study is devoid of any kind of manipulation and exaggeration of the relevant data that has been utilised in the context of research.       
[bookmark: _Toc148371063]3.9 Limitation of the Research
This research revolves around the concept and the impact of digital marketing on global marketing by mentioning the significance of Apple in the present situation. In this regard, it can be stated that the research on the aforementioned topic has been conducted with the help of a secondary method of data collection. In this respect, it can be mentioned that the primary data collection method has not been utilised in this discourse. Along with that, it can be stated that due to a shortage of time, the survey has been carried out with the help of 100 employees of the digital marketing of Apples. In this regard, it can be noted that a survey among the global consumers could have taken place if the restriction related to time had not been observed. 
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3.10 Research Timeline 

Figure 8: Timeframe
(Source: Researcher)

[bookmark: _Toc148371065]3.11 Summary of the Chapter
This chapter consists of various processes of methodology that can be important in carrying out the research in a logical manner. In this respect, the research design and research approaches have been depicted in this discourse as well. Apart from that, data collection and data analysis methods have also been figured out for conducting the research in a reasonable manner. Additionally, the research timeline has also been provided in order to perform the research accordingly.  

[bookmark: _Toc148371066]Chapter 4: Result and Findings
[bookmark: _Toc148371067]4.1 Introduction of the chapter
In this section, various articles have been collected in order to address the research objectives so that the research can be conducted with the help of significant information. In this regard, the articles have been analysed by maintaining an in-depth evaluation so that the research on the aforementioned topic can be carried out in the current scenario. 
[bookmark: _Toc148371068]4.2 Secondary Data Collection
[bookmark: _Toc148371069]4.2.1 Results Related to Objective 1

	Authors 
	Articles 

	Baltes, (2015)
	From this article, it has been observed that the emergence of digital marketing has been significant in transforming the conventional mode of marketing in contemporary society. In this respect, it can be understood that content marketing has been instrumental in raising awareness about a specific brand that can address the requirements of the consumers in the current scenario. With the help of various forms of digital marketing, a relationship between the organisation and buyers can be established since the support made of trust and faith has been imperative in order to make the organisation focus on fulfilling the demands of the consumers. 

	Yasmin et al., (2015) 
	In this article, it has been depicted that digital marketing has been one form of marketing that can be implemented and applied with the objective of promoting the products or services of an organisation. Apart from that, the author has also suggested that with the help of digital marketing that can modify the trends in global marketing, the business leaders of the organisations can reach and influence the consumers to gain the service and provide their valuable feedback or suggestions for the betterment of the organisations. In this context, it has been articulated in this article that digital marketing or e-marketing can be helpful in transferring goods and services from sellers to consumers and in this regard, it can also be noteworthy to mention that several online portals have been engaged in the process of global marketing. 

	Kannan, (2017)
	Throughout the article, it has been perceived that digital marketing has transformed over time. With the advent of digital marketing, various digital technologies or technological innovations have become essential in increasing the number of consumers in the current scenario and the retention of the customers, as well as maintenance of customer preferences, have brought to the fore the significant changes in relation to administer the business in a concrete manner. Along with that, it can be observed by going through the article that technological advancements have been rapidly changing the environment in which businesses have been operated in the international market.   

	Pan and Crotts, (2016)
	From this article, it has been identified that digital marketing in the form of social media marketing has been imperative in the process of decision-making in any industry in contemporary society. In this regard, it can be articulated that social media platforms such as Facebook, Instagram and Twitter have been necessary with the objective of preserving two-way communication in terms of operating a business in the modern era. Apart from that, it can be known from the article as well, that social media content acts as an aid in order to promote the businesses of organisations with the help of the services and products that the organisations have been offering.  



[bookmark: _Toc148371070]4.2.2 Results Related to Objective 2

	Authors 
	Articles 

	Moorman, (2022)
	From this article, it has been figured out that Apple’s consistent marketing excellence along with the maintenance of the discipline has been impactful in holding the business in an evolving marketing scenario. In this regard, it can be pointed out that Apple’s constant focus on the experiences of the consumers has been crucial in expanding the business in the technological era. Along with that, the products of Apple have incorporated several forms of facilities that can be catered to the consumers so that each and every experience of the buyers can be integrated and connected accordingly.      

	Rohm et al., (2021)
	Throughout this article, it can be observed that the last 20 years have evolved in a great way in the aspect of digital marketing by the expansion of the business of Apple. In this respect, it can be noted that the efficient employees of Apple have been operating the business in the current scenario and the business leaders of the mentioned organisation have understood the necessity of training and proper guidance as well as support with the help of which the modifications in the global market can be brought as well. The promotional aspects of Apple have been imperative in order to enhance as well as attain the business objectives that have been aimed at for such a long period of time.    

	Wulfsohn, (2021)
	From this article, it has been understood that the privacy-driven changes of Apple have been necessary in order to promote the modifications within the organisation. In this regard, it can be stated that Apple’s mobile regulation system maintains a cross-app tracking which can be beneficial for the consumers as well. Along with that, it can be iterated that Apple’s iOS 14 permits the users to address the necessary requirements in the current scenario so that the measurement of the techniques with the help of which the operation of the business has been administered can be possible as well.    

	Nieborg, (2016)
	From this article, it has been figured out that Apple has made solutions to many problems related to structural issues with the help of incorporating Internet connectivity as well. Along with that, the game industry’s competitive dynamics have been altered by the necessary aspects of Apple so that the techniques and features to promote the changes in the international market can be portrayed in contemporary society. In addition to that, Apple’s App Store can be instrumental with the objective of feeding into risk-averse consumer behaviour. Hence, it can be perceived that Apple’s digital marketing techniques and campaigns have been significant in bringing changes in the operation of business in the current scenario. 



[bookmark: _Toc148371071]4.2.3 Results Related to Objective 3

	Authors 
	Articles 

	Mao et al., (2020)
	Throughout this article, it has been identified that the impact of digital marketing or e-marketing has been important in highlighting brand image as well as global brand positioning and consumer engagement in the present situation. In this regard, it has been identified that brand image has been essential in order to recognise the brand identity so that global brand positioning can be preserved as well. The relationship among the brand personality, flow and purchase intention has been responsible for maintaining the influence of digital marketing on global brand positioning and consumer engagement.     

	Dinner et al., (2015)
	From this article, it has been identified that the impact of digital marketing on global brand positioning and customer involvement has been necessary. In this respect, it can be portrayed that Apple’s iOS has been more receptive to the applications that have been significant for the purpose of retailing. Along with that, it can be mentioned that Apple focuses more on the products and the experiences of the consumers so that they can witness valuable experiences in the current scenario. In order to influence global positioning and consumer engagement in the present situation, the mobile operating system of Apple has evolved as well.  

	Rabbanee et al., (2020)
	In the article, it has been figured out that social media marketing or digital marketing has been impactful in helping the consumers to communicate with the business leaders in a logical manner. In this respect, it can be mentioned that international brands such as Apple have been concentrating more on the procedure of advertisement and campaigns so that the business can be dynamic and the consumers can remain focused on purchasing the manufactured products from the organisation in the upcoming years.  

	
	



[bookmark: _Toc148371072]4.3 Primary Data Collection
1. What is your Gender?

	Options
	Response Frequency
	Total Respondents
	Percentage of Responses

	Male
	38
	106
	35.8%

	Female
	57
	106
	53.8%

	Non-binary
	11
	106
	10.5%

	Prefer not to say
	0
	106
	
00%







Graph  1

Findings:
From the above data it can be observed that there are 35.8%  Male employees, 53.8% female employees and the rest of the 10.5% belong to the LGBTQ community. 
2. What is your Age?

	Options
	Response Frequency
	Total Respondents
	Percentage of Responses

	18
	17
	106
	16%

	18-24
	27
	106
	25.5%

	25-34
	16
	106
	15.2%

	35-44
	17
	106
	16%

	45-54
	29
	106
	27.3%





Graph  2
Findings:
From the above data it can be found that 16% employees were under the age of 18, 25.5% employee’s age was in between 18 to 24, 15.2% employee’s age was in between 25 to 34. Moreover, 16% of employees’ age was in between 35 to 44 and the rest 27.3% employee’s age was between 45 and 54. 
3. For how long have you been working at Apple Inc?

	Options
	Response Frequency
	Total Respondents
	Percentage of Responses

	0-1 year
	27
	106
	25.5%

	1-3 years

	26
	106
	24.5%

	3-5 years

	24
	106
	22.6%

	5 years and above 

	29
	106
	27.4%




Graph 3

Findings:
From the above analysis, it can be stated that 25.5% employees have world in Apple for the period of 0 to 1 years, 24.5% have work 1-3 years, 22.6% have sustained 3-5 years in the company and the rest 27.4% have worked more than 5 years. 
4. Are you currently holding a managerial position in the marketing team of the company?

	Options
	Response Frequency
	Total Respondents
	Percentage of Responses

	Yes
	68
	106
	64.2%

	No
	38
	106
	35.8%



Graph 4

Findings:
From the above analysis, it can be found observed that 64.2% of employees were agreed that they are currently holding a managerial position in the marketing team of Apple and the rest 35.8% the employees disagreed that  they do not hold the managerial position in the digital marketing team. 
5. How often do you work on Apple's digital marketing campaigns?

	Options
	Response Frequency
	Total Respondents
	Percentage of Responses

	Frequently

	51
	106
	47.7%

	Occasionally

	35
	106
	32.7%

	Rarely

	12
	106
	11.2%

	Never
	9
	106
	8.4%





Graph 5
Findings:
In the above observation, it can be noticed that 47.7% of employees worked frequently on Apple's digital marketing campaigns, 32.7% responded that they worked occasionally and also 11.2% responded that they worked rarely and the rest 8.4% were responded that they never worked on the digital marketing campaigns. 

6. How would you rate the effectiveness of Apple's digital marketing in reaching its global audience?

	Options
	Response Frequency
	Total Respondents
	Percentage of Responses

	Very effective
	42
	106
	39.3%

	Somewhat effective
	38
	106
	35.5%

	Not very effective
	21
	106
	19.6%

	Ineffective 
	6
	106
	5.6%






Graph 6
Findings:
From the above data, it can be noticed that 39.3% of employees of Apple responded that the digital marketing activities at the company is very effective, 35.5% agreed that somewhat effective. In contrast, 19.6% of employees stated that the Digital marketing is non ineffective and also rest 5.6% agreed abut is ineffective. 
7. Which of the following Apple digital marketing channels do you see consumers engaging with most often? (Select all that apply)

	Options
	Response Frequency
	Total Respondents
	Percentage of Responses

	Social media (Facebook, Twitter, Instagram, etc.)

	52
	106
	44.8%

	Email marketing

	20
	106
	20%

	Apple website

	23
	106
	22.4%

	Online advertisements

	11
	106
	12.8%




Graph 7
Findings:
44.8% employees believe that social media is most used digital marketing channel in which consumers are engaged most. On the other hand, 20% said that email marketing is the most used channel while 22.4% of employees believe that Apple's website is the most used channel and the rest 12.8% believe that online advertisement channels are mostly used by consumers. 

8. How influential are Apple's social media posts in shaping the perception of the consumers in terms of products/services?

	Options
	Response Frequency
	Total Respondents
	Percentage of Responses

	Very influential

	49
	106
	46.3%

	Somewhat influential

	33
	106
	31.1%

	Not very influential

	15
	106
	14.2%

	Not influential at all

	9
	106
	8.5%




Graph 8
Findings:
From the above data analysis, it can be observed that 46.3% employees agreed that the Apple's social media posts are very influential in order to shape the perception of the consumers in terms of products or services. On the other hand, 31.1% of employees said that somewhat influential and about 14.2% of employees said that posts are not very influential and the rest 8.5% were fully agreed with not influential. 
9. Do you believe that Apple's digital marketing efforts have contributed to its global popularity?
	Options
	Response Frequency
	Total Respondents
	Percentage of Responses

	Strongly agree

	61
	106
	57.5%

	Agree

	25
	106
	23.6%

	Disagree

	11
	106
	10.4%

	Strongly disagree

	9
	106
	8.5%




Graph 9


Findings:
About 57.5% of employees believe that Apple's digital marketing efforts have contributed to its global popularity and also 23.6% employees also agreed with it. In contrast, 10.4% of employees disagreed and also rest 8.5% also disagreed. 
10. In your opinion, has Apple's digital marketing made its products more accessible to a wider global audience?
	Options
	Response Frequency
	Total Respondents
	Percentage of Responses

	Definitely
	55
	106
	51.9%

	Somewhat
	23
	106
	21.7%

	Not really
	17
	106
	16%

	Not at all
	11
	106
	10.4%



Graph 10
Findings:
From the above findings, it can be noticed that 51.9% employees answered definitely as they strongly agreed that Apple's digital marketing made its products more accessible to a wider global audience. On the other hand, 21.7% said that somewhat and 16% said that not really and the rest 10.4% also disagreed regarding this fact. 
11. How often do you interact with Apple's digital content (e.g., videos, blog posts, tutorials)? 
	Options
	Response Frequency
	Total Respondents
	Percentage of Responses

	Very Often 

	49
	106
	46.2%

	Often 
	27
	106
	25.5%

	Occasionally 
	25
	106
	23.6%

	Rarely
	5
	106
	4.7%




Graph 11

Findings:
Most of the employees about 46.2% answered that they interact with Apple's digital content in a regular basis. 25.5% of employees said that they often use it. 23.6% of employees use it occasionally and rest 4.7% use it rarely. 
12. Do you think Apple's digital marketing strategies effectively engage customers compared to traditional marketing methods?

	Options
	Response Frequency
	Total Respondents
	Percentage of Responses

	Much more effective

	56
	106
	52.8%

	Somewhat more effective

	25
	106
	23.6%

	Equally effective

	20
	106
	18.9%

	Less effective

	5
	106
	4.7%




Graph 12
Findings:
From the above data, the graphical representation shows that 52.8% of the employees who have been surveyed are inclined towards the fact that digital marketing approaches of apple are more effective in comparison with traditional marketing approaches. 23.6% of the participants think that digital marketing initiatives are somewhat effective, while 18.9% have agreed that both digital and traditional marketing approaches are equally efficient. However, only 4.7% have shown a negative response that traditional marketing has been more effective. Hence, the response suggests that digital marketing efforts are more effective in a global context to engage more consumers of Apple. 
13. Have Apple's digital marketing campaigns influenced the customers’ decisions to purchase their products?

	Options
	Response Frequency
	Total Respondents
	Percentage of Responses

	Strongly influenced
	50
	106
	47.2%

	Moderately influenced 
	23
	106
	21.7%

	Slightly influenced 
	20
	106
	18.9%

	Not influenced at all
	13
	106
	12.3%




Graph 13
Findings
From the above primary data, it can be identified that 47.2% of the digital marketing team’s employees at Apple strongly believe that the company’s digital marketing campaigns have been effective in influencing the consumers’ decision to purchase a product. Whereas, 21.7% of the participants think that these campaigns are moderately influential towards global consumers’ decisions, 18.9% are in favour of thinking the campaigns are minimally influential, and the rest of the 12.3% believe that the digital campaigns are not at all influential. Therefore, based on the majority of the responses, it can be interpreted that the digital campaigns of the company have been influential in persuading the decisions of consumers to purchase Apple products. 
14. Do the customers think Apple's digital marketing provides enough information to make informed purchasing decisions?
	Options
	Response Frequency
	Total Respondents
	Percentage of Responses

	Definitely

	41
	106
	38.7%

	Mostly

	28
	106
	26.4%

	Somewhat
	28
	106
	26.4%

	Not at all

	9
	106
	8.5%




Graph 14
Findings 
From the above primary data, it has been understood that 38.7% think that digital marketing of Apple definitely provides enough information to make informed purchase decisions. Whereas, 26.4% think that the digital marketing of Apple mostly provides adequate information to make informed purchase decisions. In this regard, 26.4% of consumers think that digital marketing can provide somewhat information for making informed purchase decisions. The rest 8.5% think that Apple’s digital marketing does not cater adequate information to make purchase decisions.    
15. How well does Apple's digital marketing showcase the brand's innovative nature?

	Options
	Response Frequency
	Total Respondents
	Percentage of Responses

	Very well 

	45
	106
	42.5%

	Moderately well 

	34
	
106
	32.1%

	Not very well 

	18
	106
	17%

	Poorly

	9
	106
	8.5%




Graph 15
Findings 
From the primary data, it can be evaluated that 42.5% have been in favour of the statement that Apple’s digital marketing can very well showcase brand’s innovative nature. Whereas, 32.1% believe that Apple’s digital marketing moderately showcases the innovative nature of the brand. Apart from that, 17% think that the brand's digital marketing does not at all showcase the brand’s innovative nature, whereas, 8.5% think that the brand’s digital marketing techniques poorly present the brand’s innovative nature.  
16. Has Apple's digital marketing enhanced the customers’ perception of the brand's modern and cutting-edge image?
 
	Options
	Response Frequency
	Total Respondents
	Percentage of Responses

	Significantly enhanced

	44
	106
	41.5%

	Somewhat enhanced
	33
	106
	31.1%

	Not really enhanced

	18
	106
	17%

	Not at all enhanced

	11
	106
	10.4%




Graph 16
Findings 
From the above primary data, it has been perceived that 41.5% believe that Apple’s digital marketing has significantly enhanced the consumers’ perception of the brand’s modern as well as cutting-edge image. Considering that, it can also be stated that 31.1% think that the brand’s digital marketing has somewhat enhanced the insights of the consumers related to the brand’s modern and cutting-edge image. Then 17% state that Apple’s digital marketing does not really enhance the customers’ perception of the brand’s modern and cutting-edge image. At last rest of 10.4% believe that apple’s digital marketing does not at all enhance the consumers’ mind of the brand’s image. 
17. How often do the customers see Apple's digital marketing campaigns being replicated or emulated by other companies?

	Options
	Response Frequency
	Total Respondents
	Percentage of Responses

	Very often
	33
	106
	31.1%

	Often
	25
	106
	23.6%

	Occasionally

	17
	106
	16%

	Rarely

	31
	106
	29.2%




Graph 17
Findings
From the above-displayed primary data, it has been observed that merely 31.1 % and 23.6% have mentioned that they notice Apple’s digital marketing campaigns being replicated by other companies in the modern era. However, 16% have asserted that other global brands have occasionally emulated digital marketing campaigns from Apple’s digital marketing campaigns. In this regard, it can be mentioned that 29.2% have depicted that they have seen other global brands rarely emulate the digital marketing campaigns from that of Apple.        
18. Do the customers think Apple's emphasis on digital marketing has reduced the effectiveness of traditional advertising methods?
	Options
	Response Frequency
	Total Respondents
	Percentage of Responses

	Yes, significantly 

	25
	106
	23.6%

	Yes, to some extent 
	41
	106
	38.7%

	No, not really 
	33
	106
	31.1%

	No, not at all

	7
	106
	6.6%




Graph 18
Findings 
From the above collected primary data, it has been identified that only 23.6% think that Apple's emphasis on digital marketing has reduced the effectiveness of traditional advertising methods. Whereas, 38.7% positively think that the focus of Apple has to some extent reduced the effectiveness of traditional advertising methods in contemporary society. Apart from that, 31.1% suggested that they think that Apple’s emphasis on digital marketing has not really curtailed the effectiveness of conventional advertising procedures. In this regard, only 6.6% have strongly stated that Apple’s emphasis has not diminished the fruitfulness of traditional advertising methods.   
19. How do you foresee the role of digital marketing evolving in the global marketing landscape?


	Options
	Response Frequency
	Total Respondents
	Percentage of Responses

	It will dominate completely
	28
	106
	26.3%

	It will play a major role 
	34
	106
	32.1%

	It will remain important but not dominant 

	22
	106
	20.8%

	It will become less relevant
	22
	106
	20.8%




Graph 19
Findings 
From the above-shown primary data, it has been perceived that 26.3% believe that the digital marketing will completely dominate the global marketing landscape. Whereas, 32.1% think that it will play a pivotal role in the near future in the international marketing landscape. On the other hand, 20.8% believe that Apple’s digital marketing will remain significant but not dominant and the rest 20.8% think that it will be less relevant in the upcoming years.  
20. Which digital marketing trends do the customers think will have the most impact on global marketing in the coming years? 
	Options
	Response Frequency
	Total Respondents
	Percentage of Responses

	Influencer marketing
	35
	106
	33%

	Augmented reality/virtual reality campaigns
	23
	106
	21.7%

	Personalized content

	18
	106
	17%

	Voice search optimization

	17
	106
	16%

	Video marketing

	13
	106
	12.3%




Graph 20
Findings 
From the above primary observation, it has been understood that 33% of the customers think that influencer marketing will have the most impact on global marketing in the upcoming years. Whereas, 21.7% believe that AR or VR will take the place in global marketing in the coming days as well. In this regard, 17% think that personalised content will be effective in taking the palace in international marketing in the future. And 16% of the consumers think that voice search optimisation will be strongly effective in the digital marketing approach in the international aspects. Apart from that, only 12.3% believe that video marketing will be influential in the near future. 

21. Overall, how positively do you view Apple's approach to digital marketing and its impact on global marketing?
	Options
	Response Frequency
	Total Respondents
	Percentage of Responses

	Very positively 

	50
	106
	47.2%

	Somewhat positively
	26
	106
	24.5%

	Neutral 

	24
	106
	22.6%

	Negatively

	6
	106
	5.7%




Graph 21
Findings
From the above observation, it can be observed that most of the individuals have suggested that they very positively think Apple’s approach can be influential in digital marketing. Whereas 24.5% have been moderately in favour of supporting the fact that the impact of Apple will have strong influence on the digital marketing aspects. But, 22.6% have been neutral in responding to and addressing the queries related to Apple’s impact on digital marketing.at last 5.7% believe that apple’s digital marketing approach negatively impact on global marketing.   
22. What suggestions do you have for Apple to further enhance its digital marketing strategies on a global scale?

	Options
	Response Frequency
	Total Respondents
	Percentage of Responses

	Multi-platform strategy 
	51
	106
	48.1%

	Storytelling and transparency

	28
	106
	26.4%

	Influencer marketing collaboration

	16
	106
	15.1%

	Sustainability messaging
	11
	106
	10.4%




Graph 22
Findings 
From the above-displayed primary data, it has been observed that 48.1% have supported the fact that Apple should provide a multi-platform strategy in order to improve its digital marketing strategies on a global scale. Whereas, 26.4% of the consumers have been of the opinion that storytelling and transparency must be maintained for developing Apple’s digital marketing strategies. 15.1% of consumers believe that influencer marketing collaboration must be helpful in enhancing the digital marketing techniques of Apple in the future. The rest 10.4% have suggested that sustainability messaging can be instrumental in developing marketing strategies of Apple on a global scale.      
[bookmark: _Toc148371073]4.4 Summary of the Chapter
This section comprises the illustration of the articles of renowned authors since these articles have been noteworthy to describe the objectives in a structured manner. In this respect, it can be articulated that the research objectives have been addressed in this discourse with the help of recognised articles.  
[bookmark: _Toc148371074]Chapter 5: Analysis and Discussion
[bookmark: _Toc148371075]5.1 Introduction
The discussion chapter evaluated the information which has been anlsysed based on both secondary research articles and primary data’s context. Both findings has been discussed thoroughly in this section which provided clear insights about the evidence based on the research objectives. 
[bookmark: _Toc148371076]5.2 Thematic Analysis
[bookmark: _Toc148371077]5.2.1 Theme 1: Digital marketing has great significance in the Global marketing aspects
According to Baltes (2015), content marketing helps businesses increase their online presence and brand visibility. By consistently creating and distributing high-quality content, businesses can reach a wider audience and establish themselves as industry leaders. Creating valuable and engaging content can drive more traffic to a website or social media platforms, increasing the chances of converting visitors into customers. In the opinion of Zilincan (2015), content optimized for SEO can also help improve search engine rankings, leading to more organic traffic. Giving significant substance reliably assists in assembling trust and validity with the main interest group. 
According to Peres et al. (2023), by tending to their trouble spots, responding to questions, and giving master experiences, organizations can set up a good foundation for themselves as confided in wellsprings of data in their industry. Supporting the statement from the literature review, another author states that adopting digital marketing strategies can be cost-effective and it increases awareness about branding in the international market. Content marketing and social media platforms are important aspects that can help the business in order to meet its marketing goals (Al-Azzam and Al-Mizeed, 2021). Creating valuable content post-purchase can help businesses retain customers by offering additional value, sharing product updates, and providing ongoing support and education. This can increase customer loyalty and encourage repeat purchases. When compared to traditional advertising strategies, content marketing can be a cost-effective method of reaching and engaging a target audience. As per the analysis of the primary data, it has been found most of the employees of Apple stated that the digital marketing content of Apple is most effective for attracting consumer’s attention. 
From the viewpoint of Yasmin et al. (2015), digital marketing allows businesses to reach their target audience more effectively than traditional forms of marketing. With various online platforms and tools, businesses can target specific demographics, interests, and behaviours, ensuring their message reaches the right individuals. Using digital marketing has a key advantage in measuring as well as tracking the results of marketing in real-time. According to Panda and Mishra (2022), through the analytical tools, a business can effectively monitor the performance of its website traffic, conversion and also more. This approach can allow businesses to make data-driven decision-making and also continuous optimization in order to attain a better outcome. Supporting the point with the literature review, according to another author the use of traditional marketing approaches has various limitations as it is restricted by geographical barriers and also the international marketing campaigns (Makrides et al. 2020).  Digital marketing enables businesses to personalize their marketing efforts based on user behaviour and preferences. By leveraging data and automation tools, businesses can deliver tailored content, offers, and recommendations to individual customers, increasing the chances of conversion and customer satisfaction. Supporting the context, the primary data collection states that most of about 65% of employees of Apple said that digital marketing is more effective than Apple’s traditional marketing. 
According to Kannan (2017), digital technologies have provided businesses with greater access to their target audience. The widespread adoption of smartphones, tablets, and other internet-connected devices has made it possible to reach consumers anytime, anywhere. This has opened up new channels and opportunities for businesses to engage with their audience. Supporting the context with the primary data as per the experiences of the employees of Apple, they stated that Apple uses various digital technologies or tools including social media channels, online advertisement, and Email for their marketing. 
Connecting it with the literature review another author stated that using the latest digital technologies such as the Internet and other digital mediums or platforms can help to promote goods and services (Ritz et al. 2019). In the opinion of Gleiss et al., (2021), Digital technologies have made it easier for businesses to personalize their marketing messages and target specific customer segments. Supporting the statement with the primary data as about 53% of employees has strongly agreed that Apple's digital marketing campaigns influenced the customers’ decisions to purchase their products. The use of Customer-led Positioning Theory can be used by the company to improve its advertising and make its banners and social media advertisements more interesting and captivating. With the use of this theory, the company can gain insights about the customer’s preferences and thus can design their advertising campaigns for meeting up to the changing demands of the customers. 
According to Pan and Crotts 2016), social media marketing is an effective tool for digital marketing which can help to promote products as well as services easily. Using social media platforms can help organisations to promote their services and also inform people about newly launched products. With the help of social media marketing channels marketers can able to attract their customer’s attention and also able to increase their sales revenue. 
Connecting the context with the literature review another author stated that digital marketing showcasing fundamentally centres around advancing the brand and interfacing with possible clients using the Internet and other digital communication tools. In order to connect with customers, technology companies make use of social media platforms, email sources, and web-based advertising strategies. This helps them increase the rate at which customers engage with their business organizations (Tariq et al. 2022). Supporting the statement by the primary data as about 50% of employees stated that Apple’s digital marketing team mostly uses social media platforms in order to engage its employees and also attract its customers. They use social media channels to share product and service-related videos which helps the organisations to make aware people about their products as well as services (Ukko et al., 2019). 
[bookmark: _Toc148371078]
5.2.2 Theme 2: Apple’s digital marketing techniques and campaigns have been impactful in contemporary society
From the viewpoints of Moorman (2022), it can be considered that the digital marketing techniques and campaigns of Apple have been influential in preserving the bsuiness agendas in the current scenario. In this regard, it has been understood that Apple has gained knowledge from its own mistakes and put efforts into creating and catering excellent service to the consumers so that they can witness effective results from the services provided by the organisation. With the help of its digital marketing techniques, Apple intends its buyers to witness constructive experiences by adopting strategies that can be useful in addressing and mitigating the hurdles in the business (Rindova and Courtney, 2020). Along with that, Apple has always concentrated on the concerns of potential customers who ponder over certain changes in the business in a different manner since by implementing the changes in the organisation, different digital marketing techniques can be attained. In this regard, Apple has emphasised to establish a community so that more consumers can be included in that community and effective modifications can be experienced in relation to bringing forth constructive changes in the upcoming years as well. In the opinion of Fondevila et al. (2020), Apple has adopted various digital marketing techniques and strategies so that new products can be launched and special discounts can be offered in this respect.
From the observation of primary data and the interaction with the consumers, it has been obtained that the digital marketing strategies of Apple have been strongly effective in relation to administer the business in contemporary society. In this regard, it has also been understood from the survey in the above section, that the digital marketing strategies of Apple has been productive and impactful rather than that of other rival organisation in the present situation. In support of that, Wondimu (2022) has mentioned that Apple has been innovative in building and applying several techniques so that its sales can increase and productibility can lead towards gaining profitability within the organisation. In this regard, Apple put endeavours to establish its strategies in a way by utilising what the consumers can remain focused and attracted towards the business objectives of the brand and they never try to shift towards other organisations in a similar industry in the coming years. From the survey conducted among the customers, it can be perceived that digital marketing strategies have been influential in helping customers to make informed purchase decisions. Along with that, the customers have also opined that the digital marketing approaches of Apple have been very impactful in shaping the decisions of buyers in contemporary society.               
According to Rohm et al. (2021), the employees of Apple have gained training and proper guidance for serving the consumers in a systematic manner. In this respect, it can be stated that the promotional aspects of Apple that have been preserved and developed by utilising technological innovations can be supportive to enhance the business objectives of the organisation in contemporary society as well. Through the usage of different technological tools and digital marketing strategies, Apple can accomplish the business target within a certain period of time.   
According to Nieborg (2016), app advertising plays a significant role in digital marketing as it allows businesses to reach their target audience directly on their mobile devices. With the increasing usage of smartphones and mobile apps, app advertising provides a powerful platform for businesses to promote their products or services, increase brand awareness, and drive user engagement. According to Nissa and Mishra (2016), through application publicizing, organizations can use different promotion designs, like flag advertisements, interstitial promotions, in-application recordings, and local promotions, to target and draw in their crowd. 
This type of promotion offers a profoundly designated and practical method for interfacing with portable clients and driving positive business results (Ton, 2022). Connecting with the literature review another author stated that web-based advertising can help to engage customers effectively as in this current era most people use mobile phones and other technological devices from which they can see advertisements and make aware of the products as well as services (López et al. 2019).  Supporting the point with the primary data most employees about 40 % of employees stated that Apple reduced traditional advertising methods in order to attract its customer attention and increase its sales revenue. 
From the viewpoint of Wulfsohn (2021), Apple has transformed the advertising landscape in numerous ways, bringing disruptive innovations and setting new standards for the industry. The company has launched app store search advertising, enabling developers to promote their apps at the top of search results. This has given smaller developers a chance to compete with bigger players, increasing app discoverability. Apple's smooth and outwardly engaging promotion crusades have set another norm for publicizing style (Schweller, 2018). Their moderate and exquisite plan approach has impacted the whole business. Apple's App Store has become a significant platform for mobile gaming, resulting in immense ad revenue for the gaming industry. As the theoretical concepts of the Customer-led positioning model, digital marketing can help to increase customer’s purchasing motivation thus these concepts can be aligned with the strategy of the Apple (Jobber et al. 2019). The company can utilise this concept towards attracting people towards its business products. 
From the opinion of Kotler et al. (2020), Apple's advancements in gaming technologies and ecosystem have opened up new opportunities for advertisers. The company has been a champion of maintaining udder’s transparency as well as privacy. This allows its advertisers to deliver personalised and relevant ads to its service users while still prioritizing privacy. Connecting it with literature, Apple Inc. involves inventive procedures for drawing in clients and expanding its deals. Apple Inc. centres around the making of an excellent substance that aids in drawing in and associating with the crowd and making rehash clients towards the brand (Wondimu, 2022). Supporting the point with the primary data as most of the employees agreed that Apple’s advertisement strategies are most effective to attract its potential customers. 
[bookmark: _Toc148371079]5.2.3 Theme 3: The strategies regarding the digital marketing of Apple have been influential for global brand positioning and customer involvement
From the perspective of Mao et al. (2020), it has been perceived that for monitoring the brand image and brand identity, digital marketing of Apple has been necessary since digital marketing can be effective for enhancing the global brand positioning of Apple in the current scenario. According to Akhrorova (2021), customer involvement has been crucial for supporting international campaigns in the technological era. Along with that, it has been understood that brand communication and brand personality can be impactful in increasing the purchase intention of consumers in contemporary society. In this respect, it can be observed from the primary data collection process that digital marketing will become the most impactful aspect in the upcoming years since technological advancements have been essential in order to enhance the digital marketing aspects in the imminent days. In this regard, it has been understood from the collection of primary data that consumers can communicate with the digital content of Apple on a regular basis since the digital marketing strategies have been instrumental in directing the procedure of business of Apple in a logical manner. 
In support of that, Krishen et al. (2021) have stated that the application and utilisation of digital marketing have changed the global marketing platforms or channels as with the help of this kind of useful approach, several well-recognised companies such as Apple have attained positive result by catering a high-quality service to the consumers in the current scenario. In addition to that, it has been drawn from the above-displayed primary data, that the digital marketing strategies of Apple have been beneficial and strong in relation to compete with other rival organisations in the international market. Along with that, it has also been understood that it has been difficult for other rival brands in the present situation to emulate the digital marketing strategies or techniques of Apple since it has been strongly built and incorporated with a lot of endeavours that can bring forth positive impact on the society as well. In the opinion of Dinner et al. (2015), in terms of dealing with the global brand positioning of Apple, it can be mentioned that the Apple App Store has been significant in establishing the brand as a well-reputed brand in the competitive market as consumers can maintain a strong relationship with the business leaders of the organisation in a structured manner. In this context, it can be articulated that Apple has been focusing on the requirements of the consumers since by addressing the concerns of the buyers, an organisation can establish its foundation on a strong ground. In this respect, it can be stated that Apple has also undertaken this technique as a result of what the consumers can be involved in the business scenario of Apple and can suggest feedback and suggestions for the betterment of the organisation in the near future. Along with that, from the primary data collection procedure that has taken place to gain valuable insights from the consumers, it has been observed that most of the buyers prefer different social media platforms such as Facebook, Twitter and Instagram for directly involving with the business agendas of the organisation and with the help of this form of consumer engagement, Apple has been managing its business in terms of acquiring the consumers who can be the backbone of the business in the global market as well. 
According to Ryan (2016), the strategies that have been established by the implementation of various social media channels can be crucial in preserving the relationship between the business leaders and the buyers in the present situation. Apart from that, various innovative approaches can be figured out with the advent of technological advancements in contemporary society as the technological pieces of equipment have been instrumental in navigating the business in the coming years as well. In this connection, it has been observed that Apple’s iOS system has been crucial in bringing forth positive changes by modifying the techniques in the organisational aspects with the help of which the business objectives can be attained. In this regard, it can be iterated that the evolving software and operating system of Apple has been imperative for changing the strategies that can be dominant with respect of regulating the business in the technological era. From the perspective of Rabbanee et al. (2020), it can be observed that technological evolution acts as an aid in modifying the process of advertising and making campaigns since these have been effective tools for the positioning of Apple as a well-reputed brand which has been managing its business through the aspects of digital marketing.  
From the viewpoints of Makrides et al. (2020), it can be illustrated that digital marketing tools have been impactful in enhancing and expanding business in different nations because, with the help of these digital marketing tools, the interaction with the consumers can be operated in a coherent manner. In addition to that, several established organisations including Apple have been advertising their campaigns by concentrating more on social dynamics. In the opinion of Liébana et al., (2020), Apple has been focusing on being connected with micro-cultures within local online communities so that this organisation can portray its business agendas and obtain business objectives within a definite period of time. In this regard, from the opinion of Sundaram et al. (2020), it has been observed from the survey that consumers have been of the opinion that Apple should focus on multi-platform strategies so that it could improve its business aspects or objectives in a structured manner. In terms of dealing with the strategically approaches, it can be obtained from the survey with the customers of Apple that feedback mechanism approaches and multi-lingual customer assistance can be among other respective features that need to be aligned with the businesses of Apple for witnessing a positive change in the organisation and business as well (Varghese and Agrawal, 2021).                        
[bookmark: _Toc148371080]5.3 Summary of the Chapter
This section has been revolving around the discussion regarding the articles that have been gathered for attaining the viewpoints of the authors related to the aforementioned topic. In addition to that, the depiction of the survey questions has also been provided in alignment with the description of the points of view of the several authors in this regard.    

[bookmark: _Toc148371081]Chapter 6: Recommendation and Conclusion
[bookmark: _Toc148371082]6.1 Conclusion
In conclusion the research dissertation has been created based on the topic impact of Digital marketing on global marketing considering the activities of Apple. The evaluation of this research work can help to attain clear insight into the impact of Digital marketing on the global market which can be most effective for the companies to get ideas about how to establish a successful business model in future. In this current era, it is important to have a great idea about digital marketing which is most important to order to attain better business outcomes. 
[bookmark: _Toc148371083]6.2 Outcomes of the research
6.2.1 Outcomes related to Objective 1
From the outcomes of objective 1, it has been observed that digital marketing or content marketing has been instrumental in shaping the business objectives of Apple with the help of various online portals and websites. In this regard, it has been noted that the creation of several striking contents can be useful in increasing and developing the business of Apple in the current scenario. Apart from that, by accessing the online portals, the queries of the consumers can be addressed and any kind of difficulty can be eradicated. In connection with this, it has been observed that digital marketing acts as an aid for attracting the buyers and fulfilling all their concerns in a logical way.     
6.2.2 Outcomes related to Objective 2
From the outcomes of objective 2, it can be depicted that digital marketing techniques and strategies have been significant in shaping the business objectives of Apple since by implementing the strategic approaches, Apple intends its consumers to experience a high-quality service in contemporary society so that they can be satisfied by obtaining an excellent service from the organisation as well. In this regard, Apple has focused more on creating and establishing innovative thoughts and ideas so that they can be materialised for enhancing the business targets of the brand in the near future.  
6.2.3 Outcomes related to Objective 3
From the outcomes related to objective 3, it has been identified that the digital marketing strategies and campaigns of Apple have been essential for making the brand image and brand identity of the organisation. In this respect, it can be iterated global positioning of the brand has been effective and in this regard, the engagement of the consumers has been crucial for establishing the organisation. In this regard, it can be perceived that the digital marketing strategies have been helpful in competing in the international market along with other competitors and it can be documented that other competitors have remained mostly unsuccessful in emulating the digital marketing techniques and strategies of Apple in the modern era.     
[bookmark: _Toc148371084]6.3 Limitation of the research
Due to time constraints, the researcher has surveyed among the Apple’s digital marketing employees and not has been able to take surveys among global employees. Dur to this fact, if the researcher has enough to take the survey, the more relevant information can be gathered by the researcher which can help to make this research paper more informative. On the other hand, due to money constraints, it was also not possible for the researcher to gather data through taking interviews with the employees of global organizations. Due to these reasons, this research paper has not been filled with more accurate information which provided an opportunity for the future researcher. 
[bookmark: _Toc148371085]6.4 Recommendation
To improve the digital marketing strategies of Apple, it can be stated that Apple needs to adopt a multi-platform strategy so that it can address the concerns of the consumers with the help of several social media and traditional platforms that can be instrumental in shaping the business objectives of the organisation. Along with that, storytelling techniques and transparency must be embraced in terms of managing the business as well. Apart from that, the collaboration and partnerships of Apple with influencer marketing platforms can be beneficial in relation to regulate the business in the present situation. In addition to that, sustainability messaging can be also useful in modifying digital marketing strategies with the help of innovative ideas.
On the other hand, it can be noteworthy to depict that Apple can implement a feedback mechanism for developing their digital campaigns within a definite period of time. Along with that, multilingual customer assistance can be another trait that the brand can offer with regards to maintain the relationship with the consumers and guiding them accordingly to reduce hurdles related to their products. Data privacy must be enhanced since confidentiality regarding the shared data can be necessary for developing trust and faith among the buyers as well. In this context, it can be stated that accessibility can be established by focusing on the improvement that needs to take place in this organisation.    

[bookmark: _Toc148371086]6.5 Future research scope
As the researcher has not been able to take a survey of the global employees and the researcher consulted surveyed among Apple’s digital marketing employees thus this can be  a great opportunity for the researcher to conduct the study on the similar topic though conducting survey among global employees which can help to gather more relevant information. This approach can help the future researcher to conduct a research study associated with relevant information in future which can be effective to attract reader’s attention. 





[bookmark: _Toc148371087]Reference List 
(2023) Research design: What it is (plus 20 types) | indeed.com. Available at: https://www.indeed.com/career-advice/career-development/research-design (Accessed: 31 August 2023). 
(2023) What is marketing globalization? (with benefits and strategies) - indeed. Available at: https://www.indeed.com/career-advice/career-development/what-is-marketing-globalization (Accessed: 23 August 2023). 
(2023a) The Evolution of Global Marketing. Available at: https://www.nzdl.org/cgi-bin/library?e=d-00000-00---off-0aginfo--00-0----0-10-0---0---0direct-10---4-------0-0l--11-en-50---20-help---00-0-1-00-0--4----0-0-11-10-0utfZz-8-00&cl=CL2.13&d=HASHebb417febddba7178b257d.3.4&gt=1 (Accessed: 23 August 2023). 
(2023a) What is data analysis? (with 7 methods of analyzing data). Available at: https://www.indeed.com/career-advice/career-development/methods-of-analyzing-data (Accessed: 31 August 2023). 
Akhrorova, S., 2021. THE INFLUENCE OF DIGITAL MARKETING IN COMPETITION LAW: OVERVIEW. Herald pedagogiki. Nauka i Praktyka, 1(5).
Al-Azzam, A.F. and Al-Mizeed, K., 2021. The effect of digital marketing on purchasing decisions: A case study in Jordan. The Journal of Asian Finance, Economics and Business, 8(5), pp.455-463.
Alharahsheh, H.H. and Pius, A., 2020. A review of key paradigms: Positivism VS interpretivism. Global Academic Journal of Humanities and Social Sciences, 2(3), pp.39-43.
Apple | AAPL Stock Price, company Overview & News (2023) Forbes. Available at: https://www.forbes.com/companies/apple/?sh=4cb026b15355 (Accessed: 23 August 2023).
Bade Sudarshan Chakravarthy, U.R. and Karunakaran, K., 2022. Impact of digital marketing in the business performance of e-commerce companies. Journal of Positive School Psychology, pp.6980-6986.
Bala, M. and Verma, D., 2018. A critical review of digital marketing. M. Bala, D. Verma (2018). A Critical Review of Digital Marketing. International Journal of Management, IT & Engineering, 8(10), pp.321-339.
Baltes, L.P., 2015. Content marketing-the fundamental tool of digital marketing. Bulletin of the Transilvania University of Brasov. Series V: Economic Sciences, pp.111-118.
Bizhanova, K., Mamyrbekov, A., Umarov, I., Orazymbetova, A. and Khairullaeva, A., 2019. Impact of digital marketing development on entrepreneurship. In E3S web of conferences (Vol. 135, p. 04023). EDP Sciences.
Business (2023) Apple (India). Available at: https://www.apple.com/in/business/ (Accessed: 23 August 2023). 
Desai, V. and Vidyapeeth, B., 2019. Digital marketing: A review. International Journal of Trend in Scientific Research and Development, 5(5), pp.196-200.
Dinner, I.M., Van Heerde, H.J. and Neslin, S., 2015. Creating customer engagement via mobile apps: How app usage drives purchase behavior. Tuck School of Business Working Paper, (2669817).
Doyle, L., McCabe, C., Keogh, B., Brady, A. and McCann, M., 2020. An overview of the qualitative descriptive design within nursing research. Journal of research in nursing, 25(5), pp.443-455.
Fondevila-Gascón, J.F., Polo-López, M., Rom-Rodríguez, J. and Mir-Bernal, P., 2020. Social media influence on consumer behavior: The case of mobile telephony manufacturers. Sustainability, 12(4), p.1506.
France, C., Merrilees, B. and Miller, D., 2015. Customer brand co-creation: a conceptual model. Marketing Intelligence & Planning, 33(6), pp.848-864.
Gleiss, A., Kohlhagen, M. and Pousttchi, K., 2021. An apple a day–how the platform economy impacts value creation in the healthcare market. Electronic Markets, 31(4), pp.849-876.
Gu, S., Ślusarczyk, B., Hajizada, S., Kovalyova, I. and Sakhbieva, A., 2021. Impact of the covid-19 pandemic on online consumer purchasing behavior. Journal of Theoretical and Applied Electronic Commerce Research, 16(6), pp.2263-2281.
Gupta, N., 2020. Digital marketing: Trends, opportunities, and challenges. Asian Journal of Management, 11(4), pp.434-440.
Jobber, D., Lancaster, G. and Le Meunier-FitzHugh, K., 2019. Selling and sales management. Pearson UK.
Kannan, P.K., 2017. Digital marketing: A framework, review and research agenda. International journal of research in marketing, 34(1), pp.22-45.
Katsikeas, C., Leonidou, L. and Zeriti, A., 2020. Revisiting international marketing strategy in a digital era: Opportunities, challenges, and research directions. International Marketing Review, 37(3), pp.405-424.
Kotabe, M.M. and Helsen, K., 2022. Global marketing management. John Wiley & Sons.
Kotler, M., Cao, T., Wang, S. and Qiao, C., 2020. Marketing strategy in the digital age: applying Kotler’s strategies to digital marketing.
Krishen, A.S., Dwivedi, Y.K., Bindu, N. and Kumar, K.S., 2021. A broad overview of interactive digital marketing: A bibliometric network analysis. Journal of Business Research, 131, pp.183-195.
Laricchia, F. (2023) Topic: Apple, Statista. Available at: https://www.statista.com/topics/847/apple/#topicOverview (Accessed: 23 August 2023). 
Leavy, P., 2022. Research design: Quantitative, qualitative, mixed methods, arts-based, and community-based participatory research approaches. Guilford Publications.
Liébana-Cabanillas, F., García-Maroto, I., Muñoz-Leiva, F. and Ramos-de-Luna, I., 2020. Mobile payment adoption in the age of digital transformation: The case of Apple Pay. Sustainability, 12(13), p.5443.
López García, J.J., Lizcano, D., Ramos, C.M. and Matos, N., 2019. Digital marketing actions that achieve a better attraction and loyalty of users: An analytical study. Future Internet, 11(6), p.130.
Makrides, A., Vrontis, D. and Christofi, M., 2020. The gold rush of digital marketing: assessing prospects of building brand awareness overseas. Business Perspectives and Research, 8(1), pp.4-20.
Mao, Y., Lai, Y., Luo, Y., Liu, S., Du, Y., Zhou, J., Ma, J., Bonaiuto, F. and Bonaiuto, M., 2020. Apple or Huawei: Understanding flow, brand image, brand identity, brand personality and purchase intention of smartphone. Sustainability, 12(8), p.3391.
Moorman, C. (2022) Why Apple is still a great marketer and what you can learn, Forbes. Available at: https://www.forbes.com/sites/christinemoorman/2018/01/12/why-apple-is-still-a-great-marketer-and-what-you-can-learn/?sh=6b15924f15bd (Accessed: 31 August 2023). 
Navarro, J.G. (2023) Global Marketing Data Market Size 2021, Statista. Available at: https://www.statista.com/statistics/818754/global-marketing-data-market-size/ (Accessed: 23 August 2023). 
Nieborg, D.B., 2016. Free-to-play games and app advertising: The rise of the player commodity. In Explorations in critical studies of advertising (pp. 38-51). Routledge.
Nissa, R. and Mishra, P., 2016. New media & content mix of popular category of products advertised: A brief study. International Journal of Business and Management, 11(10), pp.252-252.
Noaimi, Z. (2023) The impact of digital marketing on the business, LinkedIn. Available at: https://www.linkedin.com/pulse/impact-digital-marketing-business-zaid-noaimi (Accessed: 23 August 2023). 
Nuseir, M.T. and Aljumah, A., 2020. The role of digital marketing in business performance with the moderating effect of environment factors among SMEs of UAE. International Journal of Innovation, Creativity and Change, 11(3), pp.310-324.
O’Reilly, M. and Kiyimba, N., 2015. Advanced qualitative research: A guide to using theory. SAGE Publications Ltd.
Pan, B. and Crotts, J.C., 2016. Theoretical models of social media, marketing implications, and future research directions. In Social Media in Travel, Tourism and Hospitality (pp. 73-86). Routledge.
Panda, M. and Mishra, A., 2022. Digital marketing. See discussions, stats, and author profiles for this publication at: https://www. researchgate. net/publication/358646409.
Peres, R., Schreier, M., Schweidel, D.A. and Sorescu, A., 2023. Blockchain meets marketing: Opportunities, threats, and avenues for future research. International Journal of Research in Marketing, 40(1), pp.1-11.
Published by & Statista Research Department and 26, J. (2023) Contribution of digital marketing to UK Companies Success 2022, Statista. Available at: https://www.statista.com/statistics/283091/digital-marketing-performance-uk/ (Accessed: 23 August 2023).
Rabbanee, F.K., Roy, R. and Spence, M.T., 2020. Factors affecting consumer engagement on online social networks: self-congruity, brand attachment, and self-extension tendency. European Journal of Marketing, 54(6), pp.1407-1431.
Rahi, S., 2017. Research design and methods: A systematic review of research paradigms, sampling issues and instruments development. International Journal of Economics & Management Sciences, 6(2), pp.1-5.
Rindova, V. and Courtney, H., 2020. To shape or adapt: Knowledge problems, epistemologies, and strategic postures under Knightian uncertainty. Academy of Management Review, 45(4), pp.787-807.
Ritz, W., Wolf, M. and McQuitty, S., 2019. Digital marketing adoption and success for small businesses: The application of the do-it-yourself and technology acceptance models. Journal of Research in interactive Marketing, 13(2), pp.179-203.
Rohm, A.J., Stefl, M. and Ward, N., 2021. Future proof and real-world ready: the role of live project-based learning in students’ skill development. Journal of Marketing Education, 43(2), pp.204-215.
Ryan, D., 2016. Understanding digital marketing: marketing strategies for engaging the digital generation. Kogan Page Publishers.
Ryan, G., 2018. Introduction to positivism, interpretivism and critical theory. Nurse researcher, 25(4), pp.41-49.
Saura, J.R., 2021. Using data sciences in digital marketing: Framework, methods, and performance metrics. Journal of Innovation & Knowledge, 6(2), pp.92-102.
Schweller, R., 2018. Opposite but compatible nationalisms: a neoclassical realist approach to the future of US–China relations. The Chinese Journal of International Politics, 11(1), pp.23-48.
Senyo, P.K., Liu, K. and Effah, J., 2019. Digital business ecosystem: Literature review and a framework for future research. International journal of information management, 47, pp.52-64.
Shankar, V., Grewal, D., Sunder, S., Fossen, B., Peters, K. and Agarwal, A., 2022. Digital marketing communication in global marketplaces: A review of extant research, future directions, and potential approaches. International Journal of research in Marketing, 39(2), pp.541-565. 
Steenkamp, J.B.E., 2020. Global brand building and management in the digital age. Journal of International Marketing, 28(1), pp.13-27.
Sundaram, R., Sharma, D.R. and Shakya, D.A., 2020. Power of digital marketing in building brands: A review of social media advertisement. International Journal of Management, 11(4).
SuperOffice (2023) How to create a customer centric strategy for your business, How to Create a Customer Centric Strategy For Your Business. Available at: https://www.superoffice.com/blog/how-to-create-a-customer-centric-strategy/ (Accessed: 23 August 2023). 
Suri, H., 2020. Ethical considerations of conducting systematic reviews in educational research. Systematic reviews in educational research: Methodology, perspectives and application, pp.41-54.
Sutton, J. and Austin, Z., 2015. Qualitative research: Data collection, analysis, and management. The Canadian journal of hospital pharmacy, 68(3), p.226.
Tariq, E., Alshurideh, M., Akour, I. and Al-Hawary, S., 2022. The effect of digital marketing capabilities on organizational ambidexterity of the information technology sector. International Journal of Data and Network Science, 6(2), pp.401-408.
Tariq, E., Alshurideh, M., Akour, I. and Al-Hawary, S., 2022. The effect of digital marketing capabilities on organizational ambidexterity of the information technology sector. International Journal of Data and Network Science, 6(2), pp.401-408.
Ton, H., 2022. The application of online marketing strategies to improve customer engagement: Case Biti’s Company.
Ukko, J., Nasiri, M., Saunila, M. and Rantala, T., 2019. Sustainability strategy as a moderator in the relationship between digital business strategy and financial performance. Journal of Cleaner Production, 236, p.117626.
Vaismoradi, M., Jones, J., Turunen, H. and Snelgrove, S., 2016. Theme development in qualitative content analysis and thematic analysis.
Varghese, S. and Agrawal, M.M., 2021. Impact of social media on Consumer Buying Behavior. Saudi Journal of Business and Management Studies, 6(3), pp.51-55.
Wondimu, Y. (2022) How apple leveraged digital marketing to dominate the Tech Industry, LinkedIn. Available at: https://www.linkedin.com/pulse/how-apple-leveraged-digital-marketing-dominate-tech-industry-wondimu#:~:text=The%20company%20uses%20email%20marketing,rank%20higher%20in%20search%20results. (Accessed: 23 August 2023). 
Wulfsohn, J. (2021) Council post: How Apple’s IOS 14 will change the advertising landscape, Forbes. Available at: https://www.forbes.com/sites/forbesagencycouncil/2021/04/16/how-apples-ios-14-will-change-the-advertising-landscape/ (Accessed: 31 August 2023). 
Yasmin, A., Tasneem, S. and Fatema, K., 2015. Effectiveness of digital marketing in the challenging age: An empirical study. International journal of management science and business administration, 1(5), pp.69-80.
Zilincan, J., 2015, September. Search engine optimization. In CBU International Conference Proceedings (Vol. 3, pp. 506-510).





Percentage of responses

Percentage	
Male	Female	Non-binary	Prefer not say	0.35799999999999998	0.53800000000000003	0.105	0	


Percentage of Responses	
18	18-24	25-34	35-44	45-54	0.16	0.255	0.152	0.16	0.27300000000000002	


percentage of responses	
0-1 year	1-3 years	3-5 years 	5 years and above	0.255	0.245	0.22600000000000001	0.27400000000000002	


Percentage of Responses	
yes	no	0.64200000000000002	0.35799999999999998	

Percentage of Responses


Sales	
Frequently
	Occasionally	Rarely	Never	0.47699999999999998	0.32700000000000001	0.112	


Percentage of Responses	
Very effective	Somewhat effective	Not very effective	Ineffective 	0.39300000000000002	0.35499999999999998	0.19600000000000001	5.6000000000000001E-2	


Percentage of Responses	
Social media (Facebook, Twitter, Instagram, etc.)	Email marketing	Apple website	Online advertisements	0.44800000000000001	0.2	0.224	0.128	


Percentage of Responses	
Very influential	Somewhat influential	Not very influential
	Not influential at all	0.46300000000000002	0.311	0.14199999999999999	8.5000000000000006E-2	


Percentage of Responses	
Strongly agree	Agree	Disagree
	Strongly disagree	0.57499999999999996	0.23599999999999999	0.104	8.5000000000000006E-2	


Percentage of Responses	
Definitely	Somewhat	Not really	Not at all	0.51900000000000002	0.217	0.16	0.104	


Percentage of Responses	
Very Often 	Often 	Occasionally 	Rarely	0.46200000000000002	0.255	0.23599999999999999	4.7E-2	


Percentage of Responses	
Much more effective	Somewhat more effective	Equally effective	Less effective	0.52800000000000002	0.23599999999999999	0.189	4.7E-2	


Percentage of Responses	
Strongly influenced	Moderately influenced 	Slightly influenced 	Not influenced at all	0.47199999999999998	0.217	0.189	0.123	


Percentage of Responses	
Definitely	Mostly	Somewhat	Not at all	0.38700000000000001	0.26400000000000001	0.26400000000000001	8.5000000000000006E-2	


Percentage of Responses	
Very well 	Moderately well 
	Not very well 	Poorly	0.42499999999999999	0.32100000000000001	0.17	8.5000000000000006E-2	


Percentage of Responses	
Significantly enhanced	Somewhat enhanced	Not really enhanced
	Not at all enhanced	0.41499999999999998	0.311	0.17	0.104	


Percentage of Responses	
Very often	Often	Occasionally	Rarely	0.311	0.23599999999999999	0.16	0.29199999999999998	


Percentage of Responses	
Yes, significantly 	Yes, to some extent 	No, not really	No, not at all	0.23599999999999999	0.38700000000000001	0.311	6.6000000000000003E-2	


Percentage of Responses	
It will dominate completely	It will play a major role 	It will remain important but not dominant 	It will become less relevant	0.26300000000000001	0.32100000000000001	0.20799999999999999	0.20799999999999999	


Percentage of Responses	
Influencer marketing	Augmented reality/virtual reality campaigns	Personalized content	Voice search optimization	Video marketing	0.33	0.217	0.17	0.16	0.123	


Percentage of Responses	
Very positively 	Somewhat positively	Neutral 	Negatively
	0.47199999999999998	0.245	0.22600000000000001	5.7000000000000002E-2	


Percentage of Responses	
Multi-platform strategy 	Storytelling and transparency	Influencer marketing collaboration	Sustainability messaging	0.48099999999999998	0.26400000000000001	0.151	0.104	

Page 68 of 79

image2.png
Americas @ Europe ll Greater China Japan l Rest of Asia Pacific

100%





image3.png




image4.png
Executive summary
Introduction.

Literature Review / Background.
Methodology.

Results.
Discussion.
Conclusion
References.





image5.png
Sep Oct Nov Dec Jam Feb  Mar
2023

‘ ‘ oM
T T
-

May aun Jul Aug




image6.png




image7.png
Fesdbsckarves

Contmunus
inprovement

focused e tront
cusTomER
CENTRICITY

et mater




image8.png
CONSTITUENTS OF
DIGITAL MARKETING

IMPACT OF DIGITAL
MARKETING ON
GLOBAL BUSINESS

T
¥

|
v

Search Engine Optimisation
(sE0)

Pay per Click (PPC)
Content Marketing
Blog Entries
Video Content
Social Media Marketing
Email Marketing

Affiliate Marketing

Increment in brand
recognition

Generation of leads
Support in deals

Involvement of customers
and audience

Customer communication
Content distribution
Customer information

Encourage information

EFFCETIVE GLOBAL
MARKETING
INITIATIVE





image1.png
PRIFYSGOL CYMRY —————
Y Drindod Dewi Sant

UNIVERSITY OF WALES

Trinity Saint David




