Adapting to the New Normal: How Changing Consumer Expectations are Reshaping Brand Strategies for Apple Inc. and Samsung Electronics

By Andrei Stafi
UWTSD Number: 2114799
July 2024















Dissertation submitted as part of the requirements for the award  BA (Hons) Business Management


[image: http://www.sustainabilityexchange.ac.uk/images/2015117_ls_university_of_wales_trinity_saint_david_logo_1_large.jpg]
Student: Andrei Stafi
UWTSD Number: 2114799


DECLARATION

This work has not previously been accepted in substance for any degree and is not being concurrently submitted in candidature for any degree


Signed……………………………………………

Date………………………………………………








Acknowledgements
I would like to express my deepest gratitude to my supervisor, Gwyneth Jones, for her invaluable guidance and support throughout the development of this dissertation. Her insights and expertise were instrumental in shaping this research.
I sincerely thank my lecturers Maria Heffernan, Julie Thomas, Brynach Heffernan, Christian Felices, Melanie Squire, Laura James, and Marie Pitson. Their teachings and encouragement have contributed significantly to my academic growth and the completion of this work.
I am also grateful to my fellow students Shikder Sujan, Mohammed Ahmed, Elena Pruteanu, Corina Cernat, Enache Laura, and Claudia Elena Baragau for their camaraderie and support during this journey.
Finally, I would like to thank my beloved wife and two kids for their unwavering love and support, which gave me the strength and motivation to persevere. Their understanding and patience have been a source of great inspiration.

Thank you.






Abstract
This dissertation investigates how changing consumer expectations reshape Apple Inc. and Samsung Electronics brand strategies. The study explores key themes such as personalisation, digital transformation, and sustainability, examining how these elements influence consumer behaviour and brand loyalty.
A mixed-methods approach was employed, combining quantitative data from 118 survey respondents with qualitative insights from 12 semi-structured interviews. The survey, distributed via social media platforms and email to university students and lecturers, provided statistical validity to the findings. The results indicate a strong preference for personalisation and digital innovation among consumers, with sustainability also emerging as a critical factor in brand choice.
Apple's strategy focuses on creating a seamless ecosystem and emphasising privacy and security, while Samsung prioritises innovative features and customisation options. Both companies have made significant strides in digital transformation and sustainability efforts to align with evolving consumer expectations. The findings suggest that continued innovation in these areas is essential for maintaining competitive advantage and fostering long-term customer loyalty.
This research contributes to the marketing and consumer behaviour literature by providing insights into how leading technology firms navigate changing market demands. The study's implications highlight the importance of adapting brand strategies to meet modern consumer expectations, offering valuable lessons for other businesses aiming to enhance customer engagement and satisfaction.
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Chapter One
Introduction, Aims and Objectives
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1.0 [bookmark: _Toc171083155]Introduction

Consumer expectations have evolved significantly in the digital era, influencing how brands strategise to maintain their market position. Apple Inc. and Samsung Electronics, two leading technology companies, exemplify this transformation. The shift towards personalisation, digital transformation, and sustainability has become pivotal for brands seeking to meet modern consumer demands. Advances in technology and increasing social awareness have altered consumer behaviour, compelling brands to innovate their engagement and communication methods (Kotler & Keller, 2016). Today's consumers demand more personalised, immediate, and ethical interactions with brands (Hollensen, 2020).
The COVID-19 pandemic accelerated the shift towards digital platforms, changing shopping habits and consumer expectations. E-commerce sales were projected to reach $4.2 trillion globally in 2020, underscoring brands' need to integrate digital strategies into their core operations (Statista, 2021). Apple and Samsung have navigated these changes by emphasising innovation and sustainability in their business models. Apple is renowned for its innovative product design and integrated ecosystem, while Samsung has focused on innovation and quality, mainly through its Galaxy smartphones (Linzmayer, 2004; Yoffie & Baldwin, 2020).
This study explores how Apple and Samsung adapt their strategies to meet changing consumer demands, focusing on loyalty, engagement, and differentiation in an increasingly digital marketplace.
1.1 [bookmark: _Toc171083156]Aims and Objectives

Aim: This research examines the impact of evolving consumer expectations on the brand strategies of Apple Inc. and Samsung Electronics. By focusing on personalisation, digital transformation, and sustainability, the study seeks to uncover how these technology firms adapt to maintain relevance and enhance consumer loyalty in a rapidly changing market landscape.
Objectives:
1. To conduct a comprehensive literature review on evolving consumer expectations and their influence on brand strategies, focusing on personalisation, digital transformation, and sustainability in leading technology companies.
2. To assess the adaptability and effectiveness of Apple's and Samsung's brand strategies in response to these changing consumer expectations using qualitative and quantitative research methods.
3. To analyse specific case studies from Apple and Samsung that successfully adapt to these trends identify pivotal strategies and practices that have enabled these companies to sustain consumer engagement and loyalty.

1.2 [bookmark: _Toc171083157]Study Structure

The dissertation is structured as follows:
· Chapter 1: Introduction - Overview of the study's background, aims, and objectives.
· Chapter 2: Literature Review - Summarises existing research on consumer expectations and brand strategies, focusing on personalisation, digital transformation, and sustainability.
· Chapter 3: Research Methodology - Describes the research design, data collection methods, and sample used in the study.
· Chapter 4: Findings and Analysis - Presents and analyses the data collected, discussing how Apple and Samsung have adapted their strategies.
· Chapter 5: Conclusion - Summarises the key findings, discusses their implications, and suggests directions for future research.

1.3 [bookmark: _Toc171083158]Importance of the Study

Understanding how consumer expectations reshape brand strategies is crucial for maintaining competitive advantage in the technology industry. This study contributes to marketing and consumer behaviour literature by providing insights into how leading technology firms like Apple and Samsung navigate evolving consumer demands. The findings can help other businesses develop strategies that align with modern consumer expectations, fostering long-term customer loyalty and market success. According to Lemon and Verhoef (2016), aligning business strategies with consumer expectations is essential for sustaining competitive advantage and achieving long-term success in dynamic markets.








Chapter Two
Literature Review
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[bookmark: _Toc171083159]2.0 Literature Review

[bookmark: _Toc171083160]2.1 Introduction

This chapter reviews the existing literature on evolving consumer expectations and their impact on brand strategies, focusing on Apple Inc. and Samsung Electronics. Key themes include customer-perceived value (CPV), digital transformation, personalisation, and sustainability, essential in understanding how these companies adapt to changing market demands (Islam, Haque and Rahman, 2021).

[bookmark: _Toc171083161]2.2 Background on Apple Inc. and Samsung Electronics

Apple Inc. and Samsung Electronics are two of the most influential players in the global technology market. Their histories, market strategies, and competitive dynamics offer valuable insights into how consumer expectations can reshape brand strategies.

Apple Inc.
Apple Inc. was founded by Steve Jobs, Steve Wozniak, and Ronald Wayne in 1976, aiming to develop and sell personal computers. Over the years, Apple has transformed from a niche computer manufacturer into a global technology giant renowned for its innovative products, such as the iPhone, iPad, MacBook, and Apple Watch (Isaacson, 2011). Apple's market strategy has been characterised by a strong emphasis on design, user experience, and a tightly integrated ecosystem of products and services. 
[image: ]
History of Apple
Source: www.reddit.com 


Apple's market share in the smartphone industry has been significant but fluctuating. As of 2021, Apple held approximately 23.4% of the global smartphone market, making it the second-largest smartphone manufacturer behind Samsung (Statista, 2021). Apple's ability to maintain a premium brand image while commanding a substantial market share underscores its successful adaptation to consumer expectations for high-quality, innovative products (Grewal, Roggeveen, & Nordfält, 2017).
Samsung Electronics
Samsung Electronics, a South Korean conglomerate Samsung Group subsidiary, was founded in 1969. Initially focused on producing home electronics, Samsung has since expanded into a broad range of technology sectors, including semiconductors, telecommunications, and consumer electronics. Samsung's rise to prominence in the global smartphone market began in earnest with the launch of its Galaxy series in 2010 (Lee & Yoo, 2019).
[image: ]
History of Samsung
Source: www.samsung.com

Samsung has consistently been the market leader in the global smartphone market, holding a 20% market share in 2021 (IDC, 2021). Samsung's strategy is offering diverse products catering to different market segments, from high-end flagship models to more affordable options. This strategy allows Samsung to capture a broader customer base and adapt to varying consumer needs and expectations (Park & Park, 2020).
Market Dynamics and Competitive Landscape
The competition between Apple and Samsung is a prime example of how evolving consumer expectations drive brand strategies. Both companies have had to innovate and adapt to maintain their competitive positions continuously. For instance, Apple's focus on privacy and security features has responded to increasing consumer concerns about data protection (Kissel, 2015). Conversely, Samsung's investment in cutting-edge technologies, such as foldable screens and advanced camera systems, caters to consumers' desire for the latest innovations (Rao, 2013).
Despite their strengths, both companies face significant challenges. While successfully maintaining a high-end brand image, Apple's premium pricing strategy limits its market share in price-sensitive markets (Kapferer, 2012). On the other hand, Samsung's broad product range can dilute its brand identity and lead to inconsistencies in product quality and user experience (Chun, 2016).
Brand Strategy
Brand strategy is a comprehensive plan that outlines how a brand will be positioned in the market to achieve its business goals. For companies like Apple and Samsung, a robust brand strategy is critical in maintaining their competitive edge in technology. This strategy involves the development of a brand's mission, vision, values, target audience, and competitive positioning. Effective brand strategy requires consistent communication and delivery of the brand's message through various channels to create a robust and positive perception in the minds of consumers (Keller, 2013). For instance, Apple's brand strategy focuses on innovation, premium quality, and a seamless ecosystem of products and services. On the other hand, Samsung emphasises cutting-edge technology, versatility, and a wide range of product offerings (Keller, 2013; Aaker & Joachimsthaler, 2000). These strategies help companies differentiate themselves from competitors and build long-term customer relationships.
Engagement
Engagement refers to the level of interaction and emotional connection between a brand and its customers. For Apple and Samsung, high engagement levels are crucial as they indicate strong consumer interest and involvement with the brand. Engagement can be measured through metrics such as social media interactions, website traffic, and customer feedback (Van Doorn et al., 2010). For example, Apple's engagement strategies include creating anticipation for new product launches and fostering a community through events like the Apple Worldwide Developers Conference (WWDC). Samsung engages its customers by highlighting innovative features and utilising interactive marketing campaigns (Brodie et al., 2013). High engagement levels result in stronger relationships and increased loyalty, which are vital for sustaining market leadership.
Loyalty
Loyalty in the context of branding refers to the extent to which consumers consistently prefer and purchase a particular brand over others. Brand loyalty is especially significant for technology giants like Apple and Samsung, as it translates into repeat purchases and positive word-of-mouth promotion. Loyal customers are less sensitive to price changes and more likely to try new products or services the brand offers (Oliver, 1999). Apple builds loyalty through its premium quality products and integrated ecosystem, which provides a seamless user experience across devices. Samsung offers a diverse range of high-quality products to cater to different market segments, fostering loyalty among its customer base (Chaudhuri & Holbrook, 2001). Building brand loyalty requires delivering consistent value, maintaining high-quality products and services, and fostering strong customer relationships (Chaudhuri & Holbrook, 2001).

[bookmark: _Toc171083162]2.3 Evolving Consumer Expectations

Advances in technology and increased social awareness have significantly altered consumer behaviour in recent years. Consumers now demand more personalised, immediate, and ethical interactions with brands (Hollensen, 2020). Personalisation has become a crucial element in consumer engagement, with studies showing that 80% of consumers are more likely to purchase from brands that offer personalised experiences (Smith, 2020). This shift towards personalisation requires brands to leverage data analytics and artificial intelligence to tailor their marketing efforts to individual consumer preferences (Kaplan & Haenlein, 2020).
In addition to personalisation, consumers expect immediacy in their interactions with brands. The proliferation of smartphones and the internet has led to a demand for instant access to information, products, and services (Hollensen, 2020). Brands must adapt by enhancing their digital infrastructures and promptly responding to consumer needs. This immediacy is critical in maintaining consumer satisfaction and loyalty (Lemon & Verhoef, 2016).
Furthermore, ethical interactions and corporate social responsibility (CSR) have become increasingly important to consumers. Modern consumers are more conscious of their purchases' social and environmental impacts and prefer brands that demonstrate a commitment to sustainability (Jones et al., 2022). Research indicates that 66% of consumers are willing to pay more for sustainable products (Lubin & Esty, 2014). This expectation for ethical behaviour requires brands to adopt transparent and responsible practices throughout their operations.
For Apple and Samsung, adapting to these evolving consumer expectations involves continuous innovation and strategic alignment with consumer values. Both companies have made significant efforts to integrate personalisation, immediacy, and ethical practices into their brand strategies. However, they must address challenges such as data privacy concerns and genuine CSR initiatives to fully meet consumer expectations and maintain their competitive edge (Acquisti, Brandimarte, & Loewenstein, 2015; Carroll & Shabana, 2010).


[bookmark: _Toc171083163]2.4 Personalisation in Brand Strategies

Apple and Samsung have embraced personalisation as a core component of their brand strategies, recognising its importance in enhancing consumer engagement and loyalty. Personalisation involves tailoring products, services, and interactions to meet individual consumers' specific needs and preferences. This strategy improves customer satisfaction and fosters long-term loyalty and repeat purchases (Pine & Gilmore, 2011).
Apple's Approach to Personalization
Apple's ecosystem, which includes the iPhone, iPad, Mac, and Apple Watch, is designed to provide a seamless and personalised user experience. The company's use of data analytics and machine learning enables it to offer personalised recommendations and services to its customers. For instance, Apple's algorithms analyse user data to suggest apps, music, and other content that align with individual preferences (Yoffie & Baldwin, 2020). Additionally, features like Siri and the Shortcuts app allow users to automate tasks and create personalised workflows, enhancing the user experience (Norman, 2013).
However, while Apple's personalisation efforts are highly regarded, the company faces data privacy and security challenges. Consumers are increasingly concerned about how their personal information is collected and used. Apple addresses these concerns by implementing robust data protection measures and emphasising its commitment to user privacy in its marketing communications (Acquisti, Brandimarte, & Loewenstein, 2015). This approach helps build consumer trust and differentiates Apple from competitors who may not prioritise privacy to the same extent.


Samsung's Approach to Personalisation
Samsung also leverages data analytics to understand consumer preferences and deliver personalised marketing campaigns. The company's Galaxy series offers various customisable features that enhance the user experience. For example, Samsung's One UI allows users to customise the interface, themes, and widgets to suit their tastes (Lee, 2020). The Good Lock app provides even more advanced customisation options, enabling users to tweak nearly every aspect of their device's interface (Vogelstein, 2013).
Samsung's personalisation strategy extends to its marketing efforts as well. By analysing consumer data, Samsung can tailor its advertising and promotional activities to target specific segments with relevant content. This data-driven approach ensures that marketing messages resonate with consumers, increasing the effectiveness of campaigns and driving higher engagement (Kaplan & Haenlein, 2020).
Despite these strengths, Samsung must continually innovate to meet evolving consumer expectations. As personalisation becomes more sophisticated, consumers will expect even more tailored experiences. Samsung must stay ahead of these trends by investing in new technologies and continually enhancing its personalisation capabilities.

[bookmark: _Toc171083164]2.5 Digital Transformation

The digital era has transformed how brands interact with consumers. Digital transformation involves integrating digital technologies into all business areas, fundamentally changing how the company operates and delivers value to customers (Westerman et al., 2018). For brands like Apple and Samsung, digital transformation is essential for staying competitive in a rapidly evolving market.
Apple's digital transformation strategy includes its robust online presence and integration of digital services such as the App Store, Apple Music, and iCloud. These services enhance the customer experience and create additional revenue streams for the company (Yoffie & Baldwin, 2020). Samsung has also invested heavily in digital transformation, focusing on online retail and digital marketing to reach a broader audience. The company uses social media platforms and digital advertising to engage consumers and promote its products (Liu et al., 2019).

[bookmark: _Toc171083165]2.6 Sustainability and Ethical Consumption

Sustainability has emerged as a critical factor in consumer decision-making. Consumers are increasingly aware of environmental and social issues and prefer brands that commit to sustainability (Jones et al., 2022). Research indicates that 66% of consumers are willing to pay more for sustainable products (Lubin & Esty, 2014).
Apple has made significant strides in sustainability, focusing on reducing its carbon footprint, using recycled materials, and ensuring ethical labour practices in its supply chain. The company's commitment to sustainability is evident in its annual Environmental Progress Reports and initiatives such as the Apple Renew program, which encourages customers to recycle their old devices (Apple, 2023). Samsung has also prioritised sustainability, implementing eco-friendly practices in its manufacturing processes and reducing greenhouse gas emissions. The company has received recognition for its efforts in sustainability and corporate social responsibility (Samsung, 2023).


[bookmark: _Toc171083166]2.7 Impact of COVID-19 on Consumer Behaviour

The COVID-19 pandemic has further accelerated changes in consumer behaviour, significantly impacting how consumers interact with brands. With lockdowns and social distancing measures in place, consumers increasingly turned to online shopping and digital services, highlighting the importance of digital channels for brands (Statista, 2021).
Surge in E-commerce and Digital Services
During the pandemic, e-commerce sales surged as physical stores faced restrictions and consumers sought the safety and convenience of online shopping. This shift underscored the necessity for brands to strengthen their online presence and digital capabilities (Sheth, 2020). For instance, global e-commerce sales grew by 27.6% in 2020, reflecting the accelerated adoption of digital shopping behaviours (eMarketer, 2020).
Apple's Adaptation to COVID-19
Apple adapted to these changes by enhancing its online platforms and expanding its virtual services. The company leveraged its robust digital infrastructure to provide seamless online shopping experiences through its website and app. Apple also introduced virtual consultations and support services, allowing consumers to receive personalised assistance from the safety of their homes (Yoffie & Baldwin, 2020). Additionally, Apple increased its focus on digital content and services, such as the App Store, Apple Music, and Apple TV+, to cater to the growing demand for digital entertainment and productivity tools during the pandemic (Khan, 2021).
Samsung's Adaptation to COVID-19
Similarly, Samsung enhanced its online platforms and digital services to meet the growing demand for virtual interactions. The company invested in its e-commerce capabilities, offering a wide range of products and services through its online store. Samsung also implemented virtual customer support and consultation services, ensuring that consumers could receive assistance and make informed purchasing decisions without visiting physical stores (Liu et al., 2020). Moreover, Samsung expanded its digital marketing efforts, utilising social media and other online channels to effectively engage with consumers and promote its products (Kim, 2020).
Long-term Implications for Consumer Behaviour
The pandemic-induced shift towards online shopping and digital services will likely have long-term implications for consumer behaviour. As consumers become accustomed to the convenience and flexibility of digital interactions, brands must continue investing in their digital capabilities to maintain competitiveness. This includes enhancing e-commerce platforms, providing virtual support services, and leveraging digital marketing strategies to engage with consumers effectively (Grewal et al., 2020).
Challenges and Opportunities
While the shift to digital channels presents significant opportunities, it also poses challenges. Brands must ensure their digital platforms are secure, user-friendly, and capable of handling increased traffic. Additionally, they need to address potential issues related to data privacy and cybersecurity, as the rise in online activities has also increased cyber threats (KPMG, 2020).
The pandemic has highlighted the importance of agility and adaptability in brand strategies. Companies that quickly respond to changing consumer behaviours and leverage digital technologies will be better positioned to succeed in the post-pandemic landscape (McKinsey & Company, 2021).

[bookmark: _Toc171083167]2.8 Consumer-Perceived Value (CPV)

Customer-perceived value (CPV) is central to understanding consumer preferences and behaviours. CPV has several dimensions, including functional, emotional, social, and epistemic values, influencing consumer choices (Sheth et al., 1991). Functional value relates to the performance and quality of the product, and emotional value pertains to the feelings or affective states the product generates, social value refers to the product's ability to enhance social self-concept, and epistemic value involves the product's capacity to satisfy curiosity or provide novelty (Sweeney & Soutar, 2001).
A comparative study on CPV between Apple and Samsung among students in Japan and Bangladesh revealed that brand loyalty is higher among Apple users in Japan due to the strong brand image and perceived quality. In comparison, Samsung users in Bangladesh show higher loyalty due to the open-source Android operating system and lower product prices (Rahman & Haque, 2021). This study underscores the importance of understanding regional differences in consumer preferences and how they shape brand strategies.

[bookmark: _Toc171083168]2.9 Conclusion

This literature review provides a comprehensive analysis of the evolving consumer expectations and their impact on brand strategies, mainly focusing on Apple Inc. and Samsung Electronics. The critical examination of key themes such as customer-perceived value (CPV), digital transformation, personalisation, sustainability, and the impact of COVID-19 has revealed significant insights into how these companies adapt to changing market demands.

Evolving Consumer Expectations
Advances in technology and increased social awareness have dramatically reshaped consumer behaviour. The demand for more personalised, immediate, and ethical interactions with brands has become a defining characteristic of modern consumers (Hollensen, 2020). The necessity for brands to leverage data analytics and artificial intelligence to offer personalised experiences is evident, as consumers increasingly expect tailored interactions that cater to their specific preferences (Kaplan & Haenlein, 2020).
Personalisation in Brand Strategies
Apple and Samsung have both effectively incorporated personalisation into their brand strategies. Apple's integrated ecosystem and use of machine learning for personalised recommendations have set a benchmark in the industry (Yoffie & Baldwin, 2020). However, concerns regarding data privacy remain a critical challenge (Acquisti, Brandimarte, & Loewenstein, 2015). Samsung's extensive customisation options through its One UI and Good Lock app highlight its commitment to meeting consumer personalisation needs (Lee, 2020). Both companies must continue to innovate to stay ahead of consumer expectations and address privacy concerns proactively.
Digital Transformation
The digital era has necessitated a comprehensive transformation in how brands operate and engage with consumers. Apple's robust online presence and digital services, such as the App Store and iCloud, have enhanced the customer experience and created new revenue streams (Yoffie & Baldwin, 2020). Samsung's digital marketing and online retail investment has broadened its audience reach (Liu et al., 2019). The importance of integrating digital technologies across business operations is underscored by the need to stay competitive in a rapidly evolving market (Westerman et al., 2018).
Sustainability and Ethical Consumption
Sustainability has emerged as a critical factor influencing consumer decisions. Apple and Samsung have made significant strides in implementing eco-friendly practices and reducing their environmental footprints (Jones et al., 2022). Apple's commitment to using recycled materials and achieving carbon neutrality by 2030 and Samsung's efforts to reduce greenhouse gas emissions reflect their responsiveness to consumer expectations for ethical behaviour (Apple, 2023; Samsung, 2023). However, continuous efforts and transparency are required to maintain consumer trust and effectively address environmental concerns (Carroll & Shabana, 2010).
Impact of COVID-19 on Consumer Behaviour
The COVID-19 pandemic has accelerated the shift towards online shopping and digital services. Apple and Samsung's enhancements to their online platforms and virtual services demonstrate their ability to adapt to changing consumer behaviours (Zhou et al., 2020). The long-term implications of this shift highlight the need for brands to invest in their digital capabilities and address challenges related to data privacy and cybersecurity (KPMG, 2020).
Consumer-Perceived Value (CPV)
Understanding CPV is essential for developing effective brand strategies. The comparative study between Apple and Samsung users in Japan and Bangladesh emphasises the importance of regional differences in shaping consumer preferences and loyalty (Rahman & Haque, 2021). Brands must consider these variations to tailor their strategies effectively and enhance customer satisfaction.
In conclusion, the literature review highlights that Apple and Samsung's ability to adapt to evolving consumer expectations through personalisation, digital transformation, sustainability, and agility in response to market changes is crucial for maintaining their competitive edge. Continuous innovation, addressing privacy concerns, and genuine CSR initiatives are essential for these companies to meet modern consumer expectations and ensure long-term success.















Chapter Three
Research Methodology
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[bookmark: _Toc171083169]3.0 Research Methodology

[bookmark: _Toc171083170]3.1 Introduction

This chapter details the methodology employed to investigate how evolving consumer expectations influence Apple Inc.'s and Samsung Electronics's brand strategies. The study employs a mixed-methods approach to gather and analyse data, combining qualitative insights with quantitative data to provide a comprehensive understanding of consumer behaviour, expectations, and brand perceptions.
A mixed-methods approach is selected for its ability to integrate qualitative and quantitative research methods, offering a holistic exploration of the research questions. This chapter outlines the specific methods used, including semi-structured interviews and structured questionnaires, and explains the rationale behind choosing these methods.
Qualitative methods, such as semi-structured interviews, were used to delve deeply into consumers' perceptions and experiences with Apple and Samsung. These methods effectively explore complex behaviours and motivations, providing rich, in-depth data that can uncover the underlying reasons behind consumer choices (Bryman, 2016).
Quantitative methods involved distributing structured questionnaires to a larger sample of Apple and Samsung users. This approach allows for collecting numerical data that can be statistically analysed to identify patterns and relationships between variables (Field, 2013). Combining these methods ensures a thorough analysis, enabling the validation and generalisation of the findings (Creswell & Plano Clark, 2017).
In addition to primary research methods, secondary research was conducted by reviewing existing literature, including academic journals, books, case studies, websites, and industry reports. Secondary research provided a theoretical foundation for the study and informed the development of the research questions and methodology (Bell, 2014).
Ethical considerations were paramount, ensuring that all research activities adhered to ethical standards, including obtaining informed consent from participants, ensuring confidentiality, and protecting personal data (Israel & Hay, 2006). 

[bookmark: _Toc171083171]3.2 Research Design

This study adopts a mixed-methods approach, integrating qualitative and quantitative research methods. This approach is chosen for its ability to thoroughly explore the research questions, combining in-depth qualitative insights with extensive quantitative data (Creswell, 2014). The mixed-methods approach is particularly appropriate for this study as it allows for a holistic understanding of the factors influencing consumer expectations and brand strategies.

[bookmark: _Toc171083172]3.3 Research Approach

A pragmatist philosophy underpins this research, incorporating both deductive and inductive approaches. The research design follows a sequential exploratory pattern, beginning with qualitative data collection to gain in-depth insights, followed by quantitative data to validate and generalise the findings (Saunders, Lewis, & Thornhill, 2016).



[bookmark: _Toc171083173]3.4 Data Collection Methods

[bookmark: _Toc171083174]3.4.1 Qualitative Data

Semi-structured Interviews: Conducted with industry experts and consumers to gather detailed insights into their perceptions and experiences with Apple and Samsung's brand strategies. The interviews focused on factors influencing brand choice, personalisation, digital transformation, and sustainability. A total of 12 interviews were conducted.

[bookmark: _Toc171083175]3.4.2 Quantitative Data

A structured questionnaire was distributed to a larger sample of Apple and Samsung users to quantify their expectations and satisfaction with the brands' strategies. The survey included consumer behaviour, personalisation, digital transformation, and sustainability questions. A total of 118 responses were collected.
The questionnaire was created using Microsoft Forms, a versatile online survey tool allowing easy creation, distribution, and analysis of surveys. The platform was chosen for its user-friendly interface and ability to ensure anonymous responses, thus encouraging more honest and candid feedback from participants (Microsoft, 2023).
The questionnaire was shared via the social media platform Facebook to reach a broader audience. Facebook, a global social networking site, allows users to create profiles, share content, and join groups based on common interests (Statista, 2022). The questionnaire was posted in targeted groups dedicated explicitly to Samsung and Apple users by leveraging Facebook's extensive network. These groups provided direct access to active users of both brands, ensuring that the survey reached individuals who could provide relevant insights into their consumer experiences and expectations (Hargittai, 2018).
Additionally, the questionnaire was shared via email with students and lecturers from the University of Wales Trinity Saint David. This method included a diverse sample, encompassing different demographics and perspectives. Email invitations briefly explained the study's purpose and importance, encouraging recipients to participate.
The questionnaire was designed to be simple and quick to complete, with 12 questions structured in a straightforward multiple-choice format. This design choice aimed to minimise the time commitment required from respondents, encouraging higher participation rates. On average, completing the questionnaire took 2-3 minutes, making it accessible and convenient for many participants.

[bookmark: _Toc171083176]3.5 Piloting

A pilot questionnaire was distributed to 5 known respondents to ensure clarity and effectiveness. This process helped identify and rectify any ambiguities, ensuring the questions were well-understood and capable of gathering the required data. Following feedback from the pilot, necessary adjustments were made to improve the questionnaire (Bell, 2014).

[bookmark: _Toc171083177]3.6 Conducted Interviews

After analysing the questionnaire data, semi-structured interviews were conducted with 12 participants to gather deeper qualitative insights. The interviews provided a more detailed understanding of the reasons behind consumers' preferences and perceptions, complementing the quantitative data from the questionnaire. This approach allowed for more decadent data collection, comprehensive consumer expectations, and analysis of brand strategies.

[bookmark: _Toc171083178]3.7 Secondary Research

Secondary research involved reviewing existing literature, including academic journals, books, case studies, websites, and industry reports. The literature review in Chapter 2 informed the primary research design and helped formulate the research questions. Secondary data provided a theoretical foundation and context for analysing primary data.

[bookmark: _Toc171083179]3.8 Sample Type and Size

A convenience sampling approach was used to gather responses. This method allowed for quick and easy data collection from readily available respondents. The initial goal was to collect 100 completed questionnaires, but through the use of social media and a snowball sampling effect, 118 responses were obtained. This larger sample size enhanced the reliability and validity of the data.
Sample Breakdown:
· 60% Apple users, 40% Samsung users
· Age range: 18-55+
· Gender: 37% Male, 63% Female


[bookmark: _Toc171083180]3.9 Data Analysis

Qualitative Analysis:
· Thematic Analysis: Identified and analysed patterns in the qualitative data from interviews. Key themes included factors influencing brand choice, personalisation features, digital innovations, and sustainability efforts (Braun & Clarke, 2006).
Quantitative Analysis:
· Statistical Analysis: Conducted using SPSS software to analyse survey data. Descriptive statistics summarised the data, while inferential statistics tested hypotheses and determined the significance of findings (Field, 2013).

[bookmark: _Toc171083181]3.10 Validity and Reliability

Methodological triangulation was used to ensure validity by combining multiple data sources and collection methods, consistency in issuing questionnaires and conducting interviews under constant conditions to enhance reliability. Standardised procedures and tools ensured the repeatability and accuracy of the data collected (Saunders, Lewis, & Thornhill, 2016).

[bookmark: _Toc171083182]3.11 Ethical Considerations

All research activities adhered to ethical standards, including obtaining informed consent from participants, ensuring confidentiality, and protecting personal data. The relevant institutional review board granted ethical approval. Participants were informed about the study's purpose, rights, and measures to ensure anonymity (Israel & Hay, 2006).
[bookmark: _Toc171083183]3.12 Limitations

Several limitations were acknowledged:
· Time Constraints: Limited the scope of data collection.
· Sample Size: While sufficient for this study, larger samples could provide more generalisable results.
· Potential Bias: Efforts were made to minimise researcher bias through reflexivity and methodological rigour.

[bookmark: _Toc171083184]3.13 Outcomes

The data collected and analysed provided insights into the following areas:
1. The importance of personalisation, digital innovation, and sustainability to consumers.
2. The satisfaction levels of Apple and Samsung users with respect to these factors.
3. Key themes from qualitative interviews highlight the reasons behind consumer preferences and the impact of brand strategies.
These outcomes will be discussed in detail in the following chapters, comprehensively analysing how changing consumer expectations influence brand strategies for Apple and Samsung.
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This chapter presents the analysis and findings of the research conducted on how changing consumer expectations are reshaping brand strategies for Apple Inc. and Samsung Electronics. The chapter is divided into several sections, each addressing different aspects of the data collected from the surveys and interviews. The quantitative data from the surveys is analysed using statistical methods, while the qualitative data from interviews is examined through thematic analysis.

[bookmark: _Toc171083187]4.2 Demographic Profile of Respondents

Understanding the demographic profile of the respondents is crucial as it provides context for interpreting the data. The demographic data collected includes gender, age, and occupation.
Table 1: Demographic Profile of Respondents
	Demographic Variable
	Categories
	Frequency
	Percentage

	Gender
	Male
	42
	36.52%

	
	Female
	73
	63.48%

	Age
	18-24
	18
	15.65%

	
	25-34
	56
	48.70%

	
	35-44
	29
	25.22%

	
	45-54
	9
	7.83%

	
	55+
	5
	4.35%

	Occupation
	Student
	22
	19.13%

	
	Employed
	59
	51.30%

	
	Self-employed
	25
	21.74%

	
	Unemployed
	11
	9.57%



The demographic profile of the respondents shows a balanced representation of genders and a diverse range of ages and occupations. This diversity ensures that the findings represent different consumer groups, providing a comprehensive understanding of consumer expectations and brand strategies (Saunders, Lewis, & Thornhill, 2016).

[bookmark: _Toc171083188]4.3 Quantitative Data Analysis

The quantitative data from the survey is analysed to understand consumer behaviour, expectations, and satisfaction with Apple and Samsung products. This analysis involves statistical techniques to identify patterns and relationships within the data, providing insights into how these brands meet consumer needs and where improvements can be made (Field, 2013).

[bookmark: _Toc171083189]4.3.1 Brand Usage and Loyalty

The first set of questions aimed to identify the current brand usage and loyalty among respondents. Understanding brand usage patterns helps analyse brand loyalty and potential areas for improving consumer retention.






Figure 1: Current Brand of Smartphone Used by Respondents
[image: ]The data indicates that more respondents use Apple smartphones than Samsung. This finding is significant as it reflects the brand preference within the sample population and can guide the strategic focus for both companies in maintaining and growing their user base (Kotler & Keller, 2016).
Table 2: Duration of Brand Usage
	Duration
	Apple (Frequency)
	Samsung (Frequency)

	Less than 1 year
	11
	5

	1-3 years
	10
	14

	3-5 years
	26
	15

	More than 5 years
	18
	12



The duration of brand usage provides insights into customer loyalty. Many respondents have used their respective brands for over three years, indicating strong brand loyalty. This is important for understanding customer retention and long-term satisfaction with the brand (Aaker, 2012).


Figure 2: Likelihood of Purchasing the Same Brand in the Future
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The likelihood of repurchasing the same brand is a crucial indicator of customer loyalty and satisfaction. The high number of respondents indicating they are very likely to repurchase suggests strong brand loyalty and satisfaction with the current brand's offerings. This is crucial for both Apple and Samsung in planning their future marketing and product development strategies (Oliver, 2014).

[bookmark: _Toc171083190]4.3.2 Importance of Personalization, Digital Innovation, and Sustainability

Respondents were asked about the importance of personalisation, digital innovation, and sustainability in their choice of smartphone brand. These factors are critical as they reflect current consumer trends and expectations.




Figure 3: Importance of Personalization
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A majority of respondents indicated that personalisation is very important to them. This highlights the need for brands to offer customisable features to meet individual consumer preferences. Personalisation has been shown to enhance user satisfaction and loyalty (Pine & Gilmore, 2011).
Figure 4: Importance of Digital Innovation
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Digital innovation is a top priority for respondents, with a significant majority rating it as very important. This underscores the importance of continuous innovation in technology and features to stay competitive in the market. Brands that lead in digital innovation tend to have a competitive edge and higher customer retention rates (Christensen, 2013).
Figure 5: Importance of Sustainability
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Sustainability is also a key concern for respondents, with a majority considering it very important. This indicates a growing consumer awareness and preference for eco-friendly and ethically produced products. Companies prioritising sustainability can enhance their brand image and appeal to environmentally conscious consumers (Ottman, 2011).

[bookmark: _Toc171083191]4.3.3 Satisfaction with Brand Features

Satisfaction with personalisation features, digital innovations, and sustainability efforts were assessed to understand how well Apple and Samsung meet consumer expectations.






Figure 6: Satisfaction with Personalization Features
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The data shows that a substantial number of respondents are very satisfied with the personalisation features of their current brand. This suggests that both Apple and Samsung effectively meet consumer expectations regarding personalisation. However, there is still room for improvement, especially for those who are neutral or dissatisfied (Anderson & Srinivasan, 2003).





Figure 7: Satisfaction with Digital Innovations[image: ]
Satisfaction with digital innovations is generally high among respondents, indicating that both brands successfully introduce appealing new features. Continuous innovation is crucial for maintaining consumer interest and satisfaction (Prahalad & Ramaswamy, 2004).
Figure 8: Satisfaction with Sustainability Efforts
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Satisfaction with sustainability efforts shows a positive trend, but some respondents remain neutral or dissatisfied. This suggests that while both companies have made strides in sustainability, there is still potential for further improvement to meet consumer expectations fully (Peattie, 2010).
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The qualitative data from the interviews were analysed using thematic analysis, which involves identifying, analysing, and reporting patterns (themes) within the data. This approach provides deeper insights into consumer preferences and the reasoning behind their choices (Braun & Clarke, 2006). Thematic analysis is particularly useful for understanding consumers' underlying motivations and attitudes, offering a richer and more nuanced interpretation of the qualitative data collected (Nowell et al., 2017).
The process involved several steps: familiarisation with the data, generating initial codes, searching for themes, reviewing themes, defining and naming themes, and producing the final report. This rigorous approach ensures that the analysis is systematic and thorough, capturing the complexity of consumer experiences and expectations (Clarke & Braun, 2013).
The themes identified from the interviews highlight critical factors influencing consumer behaviour, including the importance of personalisation, digital innovation, and sustainability. These insights complement the quantitative findings and provide a holistic understanding of how Apple and Samsung can better enhance their brand strategies to meet consumer demands. The list of interview responses can be found in Appendix B.

[bookmark: _Toc171083193]4.4.1 Factors Influencing Brand Choice

Key factors identified include:
· Ecosystem Integration (Apple): Many respondents value the seamless integration across Apple devices, which enhances user convenience and loyalty (Isaacson, 2011).
· Innovative Features (Samsung): Respondents appreciate Samsung's innovative features, such as advanced camera technology and the flexibility of the Android system (Rao, 2013).
· Flexibility and Customization (Samsung): Samsung's customisation options are highly valued, allowing users to tailor their devices to their preferences (Vogelstein, 2013).
· Privacy and Security (Apple): Apple's focus on privacy and security is a significant factor for many users, enhancing trust and loyalty (Kissel, 2015).
· Customer Service and Support (Apple): Excellent customer service and support from Apple were highlighted as crucial factors influencing brand loyalty (Pine & Gilmore, 2011).

[bookmark: _Toc171083194]4.4.2 Personalisation

Interviewees highlighted the importance of personalisation, with examples including:
· Customizable Home Screens and App Organization (Apple): Users appreciate the ability to customise their home screens and organise apps according to their preferences (Norman, 2013).
· Themes and Widgets (Samsung): Samsung's options for themes and widgets allow users to personalise their devices extensively (Kane, 2017)
· Automation and Shortcuts (Apple): Apple's automation features and shortcuts enable users to create personalised workflows, enhancing efficiency and user satisfaction (Norman, 2013).
· Good Lock App for Interface Tweaks (Samsung): Samsung's Good Lock app provides advanced customisation options, allowing users to tweak various interface aspects (Vogelstein, 2013).

[bookmark: _Toc171083195]4.4.3 Digital Innovations

Respondents praised the digital innovations of both brands, mentioning:
· Apple's LiDAR Scanner and AR Capabilities: The integration of the LiDAR scanner has enhanced augmented reality experiences, making Apple devices more appealing to tech-savvy consumers (Isaacson, 2011).
· Samsung's Foldable Screen Technology: Samsung's introduction of foldable screen technology is seen as a significant innovation, attracting consumers interested in cutting-edge technology (Rao, 2013).
· Regular Software Updates and Security Features (Both Brands): Apple and Samsung are commended for their regular software updates, which keep devices secure and up-to-date with the latest features (Christensen, 2013).

[bookmark: _Toc171083196]4.4.4 Sustainability

Sustainability was a significant factor for many interviewees, with positive feedback on the following:
· Apple's Use of Recycled Materials and Carbon Neutrality Goals: Apple's commitment to using recycled materials and its goal to become carbon neutral by 2030 are highly appreciated by environmentally conscious consumers (Ottman, 2011).
· Samsung's Efforts to Reduce Carbon Footprint and Use Eco-friendly Materials: Samsung's initiatives to reduce its carbon footprint and use eco-friendly materials resonate well with consumers prioritising sustainability (Peattie, 2010).

[bookmark: _Toc171083197]4.5 Discussion

The quantitative and qualitative data findings provide a comprehensive view of how consumer expectations influence brand strategies for Apple and Samsung. The importance of personalisation, digital innovation, and sustainability is evident, with both brands receiving positive feedback in these areas. However, there are areas where each brand could improve to meet consumer expectations better.
Respondents' high importance on personalisation suggests that both Apple and Samsung should continue developing features that allow for greater customisation. Digital innovation remains a critical factor, and both brands must maintain their focus on introducing new and exciting features to keep consumers engaged. Sustainability is increasingly becoming a significant concern for consumers, and continued efforts in this area will likely enhance brand loyalty and attract new customers.

[bookmark: _Toc171083198]4.6 Conclusion

This chapter presented the analysis and findings from the data collected through surveys and interviews. The results highlight the key factors influencing consumer behaviour and satisfaction with Apple and Samsung products. The response rate of 118 participants provides statistical validity to the findings, ensuring that the results are representative and reliable. 

Chapter Five
Conclusion
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This chapter concludes the dissertation by summarising the key findings, discussing their implications, and providing recommendations for future research. The study examined how evolving consumer expectations reshape brand strategies for Apple Inc. and Samsung Electronics, focusing on personalisation, digital transformation, and sustainability.

[bookmark: _Toc171083201]5.2 Summary of Key Findings

The study highlighted that technological advances and increased social awareness have significantly altered consumer behaviour. Consumers now demand more personalised, immediate, and ethical interactions with brands (Hollensen, 2020). The importance of personalisation in consumer engagement was evident, with 80% of consumers more likely to purchase from brands offering personalised experiences (Smith, 2020). Apple and Samsung have responded to this shift by leveraging data analytics and artificial intelligence to tailor their marketing efforts to individual consumer preferences (Kaplan & Haenlein, 2020).
Personalisation in Brand Strategies
Apple and Samsung have embraced personalisation as a core component of their brand strategies. Apple's ecosystem, including the iPhone and Mac, provides a seamless and personalised user experience through data analytics and machine learning (Yoffie & Baldwin, 2020). Similarly, Samsung uses data analytics to deliver personalised marketing campaigns and offers customisable features in its Galaxy series (Lee, 2020). However, both companies face challenges related to data privacy and the need for continuous innovation to meet evolving consumer expectations.
Digital Transformation
The digital era has transformed how brands interact with consumers, making digital transformation essential for staying competitive. Apple's digital transformation strategy includes a robust online presence and digital services such as the App Store and iCloud, enhancing the customer experience (Yoffie & Baldwin, 2020). Samsung has invested heavily in online retail and digital marketing, using social media platforms to engage consumers (Liu et al., 2019). The importance of integrating digital technologies across business operations is underscored by the need to stay competitive in a rapidly evolving market (Westerman et al., 2018).
Sustainability and Ethical Consumption
Sustainability has emerged as a critical factor in consumer decision-making, with 66% of consumers willing to pay more for sustainable products (Lubin & Esty, 2014). Apple has focused on reducing its carbon footprint and using recycled materials, while Samsung has implemented eco-friendly practices in its manufacturing processes (Apple, 2023; Samsung, 2023). Both companies must continue their efforts to address environmental concerns and maintain consumer trust.
Impact of COVID-19 on Consumer Behaviour
The COVID-19 pandemic has accelerated changes in consumer behaviour, particularly the shift towards online shopping and digital services (Statista, 2021). Both Apple and Samsung have adapted by enhancing their online platforms and offering virtual services to meet the growing demand for digital interactions (Zhou et al., 2020). The long-term implications of this shift highlight the need for brands to invest in their digital capabilities and address challenges related to data privacy and cybersecurity (KPMG, 2020).
Consumer-Perceived Value (CPV)
Understanding CPV is essential for developing effective brand strategies. The study found that Apple users in Japan showed higher brand loyalty due to the strong brand image and perceived quality. In contrast, Samsung users in Bangladesh valued the open-source Android operating system and lower product prices (Rahman & Haque, 2021). Brands must consider regional differences to tailor their strategies effectively and enhance customer satisfaction.

[bookmark: _Toc171083202]5.3 Implications of the Study

The findings of this study have several implications for Apple, Samsung, and other technology firms.
1. Personalisation and Data Privacy: Personalisation enhances consumer engagement and raises concerns about data privacy. Brands must implement robust data protection measures and communicate their commitment to privacy to build consumer trust (Acquisti, Brandimarte, & Loewenstein, 2015).
2. Continuous Innovation: To maintain a competitive edge, brands must continually innovate their products and services. This includes leveraging advanced technologies like artificial intelligence and machine learning to offer personalised experiences and meet consumer expectations (Kaplan & Haenlein, 2020).
3. Sustainability: Brands must prioritise sustainability to meet the growing consumer demand for eco-friendly products. This involves adopting transparent and responsible practices throughout their operations and communicating their efforts effectively to consumers (Jones et al., 2022).
4. Digital Transformation: The digital platform shift necessitates a comprehensive strategy. Brands must invest in their digital capabilities, enhance their online presence, and offer virtual services to meet consumer needs in a post-pandemic world (Grewal et al., 2020).

[bookmark: _Toc171083203]5.4 Recommendations for Future Research

Future research should explore the following areas to build on the findings of this study:
1. Regional Differences in Consumer Expectations: Investigating how regional differences influence consumer expectations and brand strategies can provide more nuanced insights into global consumer behaviour.
2. Long-term Impact of COVID-19: Examining the long-term impact of the COVID-19 pandemic on consumer behaviour and brand strategies can offer valuable insights into how brands can adapt to future crises.
3. Technological Advancements: Exploring the role of emerging technologies, such as artificial intelligence and blockchain, in shaping consumer expectations and brand strategies can provide a deeper understanding of the future of branding.
4. Sustainability and Ethical Consumption: Further research into the effectiveness of sustainability initiatives and their impact on consumer behaviour can help brands develop more effective strategies to meet the growing demand for ethical consumption.
This study has highlighted the importance of evolving consumer expectations in reshaping brand strategies for Apple and Samsung. The findings underscore the need for brands to prioritise personalisation, digital transformation, and sustainability to meet modern consumer demands. By addressing these areas, brands can enhance consumer satisfaction and loyalty and achieve long-term success in a dynamic market landscape.
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	Interview Gender
	Amount

	Female
	6

	Male
	6



	Introduction:

	Question 1: Can you briefly introduce yourself and your background?

	Interviewee 1: " I am a software engineer with a background in mobile application development. I've been using Apple products for over a decade."

	Interviewee 2: "I'm a marketing manager specialising in digital marketing strategies. I've been a loyal Samsung user for the past 5 years."

	Interviewee 3: "I'm a graphic designer, and I have been using both Apple and Samsung products for the past 7 years."

	Interviewee 4: "Hi, I'm a student majoring in business administration, and I've been using Samsung smartphones since 2015."

	Interviewee 5: " I work in finance. I've been an Apple user since 2008."

	Interviewee 6: "I'm a photographer, and I prefer Samsung for its camera quality. I've been using their phones for the last 4 years."

	Interviewee 7: "I'm a high school teacher, and I've been using Apple products for the last 8 years."

	Interviewee 8: "I'm a freelance writer, and I've been using Samsung devices for the past 3 years."

	Interviewee 9: " I am an IT consultant. I've been using Apple products since 2010."

	Interviewee 10: "I'm a digital artist, and I've been using both Apple and Samsung products interchangeably for the last 6 years."

	Interviewee 11: "Hi, I'm a marketing consultant, and I've been using Samsung smartphones for about 5 years now."

	Interviewee 12: "I'm an architect, and I've been an Apple enthusiast for over a decade."

	Consumer Behaviour:

	Question 2: Can you describe your history with Apple or Samsung products? How long have you been using them?

	Interviewee 1: "I've been using Apple products since 2007, starting with the first iPhone. I appreciate the seamless integration across their devices."

	Interviewee 2: "I switched to Samsung about three years ago because I was intrigued by their Galaxy series. I had been using another Android brand before that."

	Interviewee 3: "I started with Samsung around 2015 and switched to Apple in 2019. Both have their unique advantages."

	Interviewee 4: "I've been loyal to Samsung since I bought my first Galaxy S5 in 2014."

	Interviewee 5: "I've used Apple products exclusively since I bought my first MacBook in 2010."

	Interviewee 6: "I began using Samsung smartphones in 2016 because of their reputation for innovation."

	Interviewee 7: "I've stuck with Apple since 2012 because I value the user experience and ecosystem."

	Interviewee 8: "I've been alternating between Samsung and Apple devices since 2014, depending on the features I need at the time."

	Interviewee 9: "I've been using Apple products consistently since 2008, starting with the iPhone 3G."

	Interviewee 10: "My history with Samsung began in 2017, and I haven't looked back since."

	Interviewee 11: "I have been using Samsung products for over 5 years, starting with the Galaxy Note series."

	Interviewee 12: "I've been a fan of Apple since 2009, with my first product being an iPod Touch."

	Question 3: What factors influenced your decision to choose Apple/Samsung over other brands?

	Interviewee 1: "For me, Apple's ecosystem is a big factor. The way my iPhone, MacBook, and iPad work together is unmatched."

	Interviewee 2: "I chose Samsung for its innovative features and the flexibility of Android. Their camera quality also influenced my decision."

	Interviewee 3: "The design and user experience of Apple products really appeal to me."

	Interviewee 4: "Samsung's hardware quality and customisation options made me choose them."

	Interviewee 5: "Apple's focus on privacy and security played a major role in my decision."

	Interviewee 6: "Samsung's competitive pricing and feature-rich devices were key factors."

	Interviewee 7: "The seamless integration of Apple's ecosystem convinced me to stick with them."

	Interviewee 8: "I appreciate Samsung's innovation and their open-source platform."

	Interviewee 9: "Apple's reputation for quality and reliability influenced my choice."

	Interviewee 10: "I was impressed by Samsung's display technology and battery life."

	Interviewee 11: "Apple's customer service and support are top-notch, which is important to me."

	Interviewee 12: "I chose Samsung because of their superior camera technology and large screen sizes."

	Personalisation:

	Question 4: How important is personalisation to you in a smartphone? Can you provide examples of personalisation features that you appreciate?

	Interviewee 1: "Personalisation is very important to me. I love how Apple allows me to customise my home screen layout and app organisation."

	Interviewee 2: "Samsung's customisation options are fantastic. I appreciate the ability to change themes and widgets to suit my preferences."

	Interviewee 3: "I like how Apple lets me create shortcuts and automate tasks with Siri."

	Interviewee 4: "Samsung's ability to customise the always-on display and use different themes is great."

	Interviewee 5: "I enjoy using Apple's widgets and app library features to personalise my experience."

	Interviewee 6: "Samsung's Good Lock app allows me to tweak almost every aspect of my phone's interface."

	Interviewee 7: "Apple's focus mode and customisable notifications are features I use frequently."

	Interviewee 8: "Samsung's edge panels and the ability to use custom launchers are big pluses for me."

	Interviewee 9: "I appreciate Apple's consistent design language across apps and devices."

	Interviewee 10: "Samsung's personalised app suggestions and Bixby routines enhance my user experience."

	Interviewee 11: "Apple's ability to sync settings across all my devices is a major benefit."

	Interviewee 12: "I love how Samsung lets me change the font and icon styles."

	Question 5: How well do you think Apple/Samsung meets your personalisation needs?

	Interviewee 1: "Apple does a great job with personalisation, but I wish they would allow more third-party customisations without jailbreaking the device."

	Interviewee 2: "Samsung exceeds my expectations in terms of personalisation. The One UI interface is user-friendly and highly customisable."

	Interviewee 3: "Apple meets most of my needs, but there's always room for more flexibility."

	Interviewee 4: "Samsung's customisation options are more than sufficient for my needs."

	Interviewee 5: "Apple's ecosystem is well-integrated, but I sometimes find it a bit restrictive."

	Interviewee 6: "Samsung provides extensive personalisation options that I find very satisfying."

	Interviewee 7: "Apple does well, but I'd love to see more options for customising the interface."

	Interviewee 8: "Samsung's personalisation features are perfect for me. I rarely feel limited."

	Interviewee 9: "Apple's personalisation features are good, but I'd appreciate more freedom in design."

	Interviewee 10: "Samsung's customisation capabilities are excellent and meet all my needs."

	Interviewee 11: "Apple's personalisation features are adequate, but more flexibility would be nice."

	Interviewee 12: "Samsung provides a high level of personalisation, which keeps me happy."

	Digital Transformation:

	Question 6: How do you feel about the digital innovations (e.g., new features, software updates) introduced by Apple/Samsung?

	Interviewee 1: "Apple's innovations are always impressive. The recent addition of the LiDAR scanner on the iPhone has really enhanced my AR experiences."

	Interviewee 2: "Samsung is constantly pushing the envelope with features like the foldable screen technology. Their regular software updates also keep the device running smoothly."

	Interviewee 3: "Apple's focus on privacy and their new features like Face ID are very important to me."

	Interviewee 4: "Samsung's innovations in camera technology and battery life improvements are impressive."

	Interviewee 5: "Apple's ecosystem improvements, like the continuity features between devices, are game-changers."

	Interviewee 6: "Samsung's focus on multi-tasking features and productivity tools is very useful."

	Interviewee 7: "Samsung's digital innovations, like their Galaxy Fold series, show their commitment to leading-edge technology."

	Interviewee 8: "Samsung's digital enhancements in display technology and user interface are consistently ahead of the curve."

	Interviewee 9: "Apple's innovations in software, especially iOS updates, keep the user experience fresh and secure."

	Interviewee 10: "Samsung's rapid integration of new technologies like 5G has been impressive."

	Interviewee 11: "Apple's new features, such as the integration of health and fitness data, are very beneficial."

	Interviewee 12: "Samsung's innovations in camera technology, like the Space Zoom feature, are fantastic."

	Sustainability:

	Question 7: How important is sustainability to you when it comes to technology products?

	Interviewee 1: "Sustainability is very important to me. I appreciate Apple's commitment to using recycled materials."

	Interviewee 2: "Sustainability is crucial. Samsung's efforts in reducing their carbon footprint are commendable."

	Interviewee 3: "I value sustainability highly and prefer brands that focus on eco-friendly practices."

	Interviewee 4: "Sustainability is a significant factor in my purchasing decisions, and I'm glad Samsung is taking steps in this direction."

	Interviewee 5: "I think sustainability is important, and I support Apple's initiatives to be carbon neutral by 2030."

	Interviewee 6: "Sustainability is very important to me, and Samsung's use of eco-friendly materials is a big plus."

	Interviewee 7: "I am very conscious of sustainability, and Apple's efforts in this area make me feel better about my purchases."

	Interviewee 8: "Sustainability is a key concern for me. Samsung's recycling programs are a great initiative."

	Interviewee 9: "I consider sustainability to be very important and prefer brands that prioritise it."

	Interviewee 10: "Sustainability is a high priority for me, and Apple's renewable energy use is impressive."

	Interviewee 11: "I believe sustainability is essential, and I appreciate Samsung's commitment to reducing e-waste."

	Interviewee 12: "Sustainability is crucial, and Apple's commitment to sustainability significantly influences my loyalty."
















[bookmark: _Toc171083209]Appendix D: Interim report
Consumer Expectations and Brand Strategies Questionnaire
118 questionnaires were completed.
Key Findings:
· 63.48% of respondents were females.
· 48.70% of respondents were aged 25-34.
· 51.30% of respondents were employed.
· 61% of respondents use Apple smartphones compared to Samsung.
· 35.90% of respondents have used their current brand for 3-5 years.
· 52.99% of respondents indicated they are very likely to repurchase the same brand, suggesting strong brand loyalty and satisfaction with current offerings.
· 57.26% of respondents indicated that personalisation is very important to them.
· 61.54% of respondents consider digital innovation very important.
· 55.56% of respondents regard sustainability as very important.
· 59.83% of respondents are very satisfied with the personalisation features of their current brand.
· 60.68% of respondents are very satisfied with the digital innovations provided by their current brand.
· 57.26% of respondents are very satisfied with their current brand overall


Interview
12 respondents completed the Interview.
Essential factors in customers' decisions:
· Ecosystem integration
· Innovative features
· User experience
· Customisation options
· Privacy and security
· Competitive Pricing
· Digital innovation
· Sustainability
[image: ]
Page 2 of 2

image3.png
A brief history of Apple

Market cap (in $bn)

Jobs resigns,
founds NeXT

$20bn

CEO: Sculley

1984 ad
Lisal

Interim CEO: Jobs

PowerBook

CEO: Spindler

NeXT acquisition

CEO: Amelio

MacBook Air
iPhone

MacBook Pro

$100bn
MacBook

iTunes

$3T

Beats acquisition ~ Apple TV+

Jobs dies,

CEO Cook iPhone X

M2
Apple Music

Apple Pay,
Apple Watch

iCloud|

Largest company,
beating Exxon Mobil

Apple
,le 80.35




image4.jpg
1938-1969 1969-1979 1979-1993
§SAMSUNG §SAMSUNG @
1979-1980 1980-1993 1993-2005

SAMSUNG

2005-PRESENT




image5.png
4. Which brand of smartphone do you currently use?

More Details
@ Apple 65
@ samsung 46

Other 6
[ ]





image6.png
6. How likely are you to purchase the same brand of smartphone in the future?

More Details
@ Verylikely 64
@ Likely 32
@ Neutral 15
@ \Unlikely 5
@ Very unlikely 1





image7.png
7. How important is personalization to you when choosing a smartphone brand?

More Details Insights

@ Veryimportant 68
@ important 35
@ Neutral 9
@ Not very important 5

@ Notimportant at all 0




image8.png
8. How important is digital innovation (e.g., new features, cutting-edge technology) to you when choosing a

smartphone brand?

More Details
@ Veryimportant 72
@ Important 31
@ Neutral 9
@ Not very important 5

@ Notimportant at all 0





image9.png
9. How important is sustainability (e.g, eco-friendly materials, ethical production) to you when choosing a
smartphone brand?

More Details

@ Ve imporant &
@ important 1
® Newl s
@ Notvey importsnt s

@ Notimporant atal 2





image10.png
10. How satisfied are you with the personalization features of your current smartphone brand?

More Details

@ Very satisfied 0

[ ]

® Newl 3
@ Dissisted s
® Ve cisstsfed 0




image11.png
11. How satisfied are you with the digital innovations provided by your current smartphone brand?

More Details

@ Ve ssisfes 7
@ ssished 2
® Newl B
@ Dissisted 3

@ Verydisstisfed 1




image12.png
12. How likely are you to recommend your current smartphone brand to others?

More Details

@ Ve ssisfes &
@ ssished E
® Newl 4
@ Dissisted 3
® Ve cisstsfed 4
® o 1





image13.png
Consumer Expectations and

Student: Andrei Stafi - BA (Hons) Developing Leadership and Management

= W T
L





image14.png
onsumer Expectations and Brand

What is your gender? [}

O wan
O women

O preernottosay

O other

What is your age? [}

O 1
O sn
O 5
O s
O s+

What is your occupation?
[

@ G
O employes
O setempionea
@ T

O retres

Page 104

ionnaire





image15.png
Consumer Expectations and Brand Strategies Questionnaire

About your smartphone o]

Which brand of smartphone do you currently use?
[

Aople
O samsung

) otner

How long have you been using your current brand of smartphone?
[

O tesstvan yemr
O 13yems
O 35years

O voretran s yesrs

How likely are you to purchase the same brand of smartphone i the future?
[

Very likely
O ueey
O News!
O unikey

O veyuniiey





image16.png
Consumer Expectations and Brand Strategies Questionnaire

Your expectation and Preferences fur

How important is personalization to you when choosing a smartphone brand? [

O
O mportant

O Neval
O Notvery mporiant

O Notimportantatal

How important s digital innovation (e.g. new features, cutting-edge technology) to you when
choosing a smartphone brand?
[

@ o
O mportant

O Neval
) Notvery mporiant

O Notimportantatal

How important s sustainability (e.g. eco-friendly materials, ethical production) to you when
choosing a smartphone brand?
[

@ oz
O mportant

O Nevl
) Notvery mporiant

O Notimportantatal

e =





image17.png
Consumer Expecta egies Questionnaire

Your brand perception ©

How satisfied are you with the personalization features of your current smartphone brand?
[

O very satsies
O setstied
O Neval

O osatstea

O Ve asasrea

How satisfied are you with the digital innovations provided by your current smartphone
brand?

m

O very saties
O setsted
O Neval

O osatstea

O Ve asastea

How likely are you to recommend your current smartphone brand to others?
[

O verystfies

O setsted
O Nevl

O osatistea

O Ve asaisrea

e N





image18.png
v

Thank you for taking the time to complte tis questonnaire. Your nsights and feedback are nvaluable o my research on how changing consumer expectations are reshaping bran srategies for AppleInc and Samsung Electronics.Your particpation willgrealy contribute o understanding these trends and answer my dissertation!
Al responses will b n fine with the Data Protection Act and wil reman anonymous.
1 appreciate your support and contribution o his stuy.
Kind regarcs,
Andrei st

214759 stuent owzd ac o
Universit of Wales Sait Trnity David




image19.png
S

QLY

Interview questions (s andeisan

Introduction:

Question 1: Can you briefly introduce yourself and your background?

Consumer Behavior:

Question 2: Can you describe your history with Apple or Samsung products? How long have you been using them?

Question 3: What factors influenced your decision to choose Apple/Samsung over other brands?

Personalization:

|Question 4: How important is personalization to you in a smartphone? Can you provide examples of personalization features that you appreciate?

Question 5: How well do you think Apple/Samsung meets your personalization needs?

Digital Transformation:

Question 6: How do you feel about the digital innovations (e.g.. new features, software updates) introduced by Apple/Samsung?

Sustainability:
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