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Evaluating the impact of Digital Marketing on Consumer Behavior: Case study of Samsung and Apple

[bookmark: _Toc178570351]Introduction 
The digital revolution has irreversibly transformed the corporate environment, replacing traditional marketing tactics with innovative digital techniques. The use of digital marketing, which encompasses a broad variety of online platforms and methods, has emerged as an essential component in the growth and success of enterprises. Companies have never-before-seen opportunities to interact with target audiences, create brand loyalty, and drive sales because to the internet's unparalleled reach and engagement capabilities.   
One of the most important aspects of digital marketing is the unparalleled precision with which it can target certain audiences. The use of digital platforms enables businesses to target and connect with specific customer groups based on demographics, interests, behaviour, and other relevant factors. This is in contrast to the use of traditional media, which often reaches a large audience (Chaffey and Ellis-Chadwick, 2019). This thorough targeting makes it feasible to maximise return on investment (ROI) and make better use of marketing resources. It also makes using marketing resources more efficient.   
The use of interactive platforms is another way that digital marketing makes it possible for businesses to have deeper and more meaningful relationships with their customers. For instance, social media provides businesses with a platform that allows for feedback, engagement, and direct contact, all of which make it easier for them to win over the trust and loyalty of their clients. Additionally, digital channels enable individualised customer experiences by tailoring offers and messages to the preferences of each individual customer. This results in increased customer satisfaction and loyalty. 
The quantitative aspect of digital marketing is yet another big advantage of this kind of marketing. Unlike traditional marketing activities, which often rely on subjective judgements, digital marketing campaigns can be tracked and assessed in real time using analytics tools. This is in contrast to the traditional marketing initiatives. Through the use of this data-driven plan, businesses are able to optimise their strategies, ascertain what strategies are successful and which are not, and make decisions that are well-informed.   
Companies now have access to a broad variety of opportunities to connect with their target audience, build their brands, and stimulate growth thanks to the development of the area of digital marketing, which has evolved into a dynamic and complex ecosystem. Because of its ability to precisely target individuals, establish relationships, evaluate performance, and adapt to changing consumer behaviours, digital marketing is rapidly becoming an essential component of the business strategies of all modern companies.

[bookmark: _Toc178570352]Competitive nature of the tech industry, particularly between Apple and Samsung
The Fierce Rivalry Between Apple and Samsung
The technological industry is characterised by very high stakes, intense competition, and rapid innovation. This dynamic is particularly obvious in the smartphone industry, where Apple and Samsung have established themselves as the top businesses in the industry. It is often believed that they are involved in one of the most significant rivalries in the history of modern corporations.   
The Competitive Landscape
Numerous studies have shown how intensely competitive the information technology industry is. The severe struggle between existing competitors, the threat of new entrants, the bargaining power of suppliers and buyers, and the risk of replacement products are some of the primary factors that influence competition, according to Porter's Five Forces model, which was developed in 1980 (Porter, 1980). In the smartphone sector, these characteristics are more prominent than in other industries due to the rapid advancement of technology, the demand of customers for the most recent features, and the high cost of research and development.   
Apple and Samsung: A Duel for Dominance
Apple and Samsung have been challenging one other in an extremely harsh manner. Both companies have made substantial efforts in marketing, research and development, and the promotion of their brands. In addition to product features and specifications, it is important to consider design aesthetics, user experience, and brand image while evaluating their competition.   
· Competition for Market Share Apple and Samsung have been engaged in a never-ending battle for market share amongst themselves. Samsung has adopted a multi-pronged strategy, which allows it to appeal to a wider spectrum of clients via its diverse product choices. On the other hand, Apple has always focused on the luxury segment.
· The competition has often made its way into the context of the judicial system. In order to illustrate how intensely they fight with one another, the high-profile patent infringement lawsuit that the two firms have been involved in has garnered attention from all across the globe (Albasoos and Musallami, 2020).   
· Both companies have consistently pushed the boundaries of technology by introducing products and features that are considered to be ground-breaking inventions. This constant pursuit for innovation has resulted in advancements for the sector, but they have also led to a rise in the level of competition.

[bookmark: _Toc178570353]The Importance of Understanding Consumer Behavior in the Digital Age
The digital revolution has significantly altered the manner in which consumers interact with brands, rendering it more imperative than ever to understand consumer behaviour (Mishra, 2023). The incredible quantity of data that is generated by consumers and the expansion of digital channels presents businesses with a number of opportunities as well as challenges (Leeflang et al., 2014).   
In this age of digital technology, there has been a significant shift in the conduct of consumers. Rather than only being passive recipients of information, customers are increasingly transitioning into active participants in the market. Because individuals have access to a wealth of information, they are able to investigate products, assess their prices, and seek the advice of their peers before making a decision on which ones to purchase. As a consequence of this transition, customers now own more power and have higher expectations, which calls for a more in-depth understanding of the needs and preferences that they have.   
For the purpose of developing digital marketing strategies that are successful, it is essential to have a solid understanding of how customers behave. Through the process of gaining insights into the preferences, decision-making processes, and motivations of customers, businesses have the ability to tailor their marketing messages and channels in order to successfully reach their target audience. Enhanced customer participation and loyalty, as well as ultimately increased revenue, are the results of this.   
Futhermore, the conduct of customers is dynamic and constantly shifting. According to Mishra (2023), customers' preferences and behaviors may undergo rapid transformations as a result of the rapid pace of technological advancements, as well as the evolving nature of social and economic challenges. Those businesses who do not adapt to these advances face the risk of becoming irrelevant in the marketplace altogether. Companies have the potential to stay ahead of the curve and benefit from emerging trends if they consistently observe and analyse the behaviour of their customers.   
[bookmark: _Toc172903468][bookmark: _Toc178570354]Aims:
The primary aim of our dissertation is to investigate the ways in which digital marketing strategies influence the behaviour of customers over an extended period of time, with a specific focus on the different digital marketing strategies used by Apple and Samsung.
[bookmark: _Toc172903469][bookmark: _Toc178570355]Objectives:
The objective of our dissertation is to:
· Analyse the ways in which Apple and Samsung have adapted their strategies for digital marketing throughout the course of time.
· Determine the extent to which the multi-channel digital marketing strategies of these companies have impacted the behaviour of customers at different stages of the procedure for making a purchase decision.
· Investigate the ways in which Apple and Samsung use A/B testing and customization tactics in order to effectively target certain market segments and influence consumers' purchasing decisions.
· Conduct research on the ways in which digital marketing may help both companies promote their brands and user-generated content.
[bookmark: _Toc172903470][bookmark: _Toc178570356]Research Questions:
Longitudinal Impact:
· What kinds of changes have occurred in the digital marketing strategies that Samsung and Apple have used over the course of the last few years?
· What kind of impact have these shifting strategies had on the amount of time and money that consumers spend on both brands?
Multi-Channel Effectiveness:
· To what degree do companies like Samsung and Apple utilise their websites, social media, influencer marketing, and other digital marketing channels to influence the behaviour of their customers?
· To what extent are the various digital channels that Samsung and Apple use effective in terms of their ability to influence customers at various stages of the decision-making process (awareness, deliberation, choice, and action)?
Brand Advocacy and User-Generated Content:
· What strategies do Apple and Samsung use in their digital marketing strategies to create online communities for their brands?
· In what ways may user-generated content, such as reviews and posts on social media platforms, influence the purchasing decisions of consumers for Samsung and Apple products?
[bookmark: _Toc178570357]Significance of the study:
The findings of this research have significant implications for both the academic world and the corporate world. It contributes to the growing body of research on the long-term consequences of digital marketing strategies on consumer behaviour, which is an important accomplishment from an academic point of view. Taking a look at the situations of Apple and Samsung, this study provides valuable insights into the ways in which leading technology companies adjust their digital marketing techniques over time and the influence that this has on the purchase patterns of consumers. Furthermore, the study that was carried out on user-generated content, A/B testing, and the efficiency of multi-channel marketing contributes to the expansion of our understanding of these essential areas of digital marketing.
From the perspective of the industry, businesses operating in the highly competitive technology sector may stand to gain from the tangible insights provided by the new study. By gaining an understanding of how companies such as Apple and Samsung have used digital marketing to influence customer behaviour, businesses have the opportunity to develop strategies that are more engaging for their target audience. Due to the fact that the research has a strong focus on long-term benefits, it highlights the importance of persistent digital marketing campaigns as well as the need for continual maintenance and modification. In addition, the research of multi-channel strategies, A/B testing, and user-generated content provides corporations that are wanting to increase their effectiveness in digital marketing with helpful suggestions.
The ultimate objective of this research is to provide substantial insights into both the academic theory and the industrial practice domains in order to bridge the knowledge gap that currently exists between the two. The deep connection that exists between consumer behaviour and digital marketing is brought to light by this study, which enables businesses to stay one step ahead of the competition in the digital environment, which is always evolving.

The purpose of this dissertation is to get an understanding of how digital marketing strategies influence the behaviour of customers over the course of time, with a particular focus on Apple and Samsung. It will explore the roles of user-generated content, A/B testing, customisation, and brand endorsement, as well as how these organisations have evolved their digital marketing strategies over the course of time. Additionally, it will evaluate how multi-channel strategies influence consumer choice. The study questions will cover a variety of topics, including the influence of user-generated content on purchase decisions, the growth of brand communities, consumer spending, the effectiveness of communication across many channels, and improvements to marketing strategies. Additionally, secondary data analysis on digital marketing trends will be included. Website and app analytics will also be included. In addition, focus groups will be performed in order to get an understanding of the perspectives of customers and the decision-making processes they use. In Chapter 5, the research questions will serve as the foundation for the synthesis and discussion of the results from both qualitative and quantitative data. This will ultimately lead to the formulation of conclusions and proposals, which will be presented.

[bookmark: _Toc178570358]Literature review
[bookmark: _Toc178570359]Digital Marketing and Consumer Behavior
[bookmark: _Toc178570360]Digital marketing and its components 
Digital marketing is the practice of promoting goods and services via online platforms and digital technology. The term encompasses a wide variety of strategies that are designed to establish a connection with and engage consumers in the digital dimension. The difference between digital marketing and traditional marketing is that digital marketing takes use of platforms such as websites, search engines, social media, email, and mobile applications. traditional marketing, on the other hand, relies on television, radio, and print media.   
One of the most important aspects of digital marketing is search engine optimisation (SEO), which involves enhancing the content and structure of a website in order to raise its visibility in the results of search engines. A complement to this is search engine marketing (SEM), which makes use of paid advertising in order to increase the amount of exposure that a website receives from search engines (Ologunebi and Taiwo, 2023). 
The marketing of social media platforms is yet another crucial component. According to Kaplan and Haenlein (2010), businesses communicate with audiences using social media platforms such as Facebook, Instagram, Twitter, and LinkedIn. The goal of these interactions is to improve brand awareness, develop customers, and boost website traffic. According to Smith (2015), email marketing continues to be an effective method for managing leads, maintaining relationships with customers, and promoting products and services via the use of focused email campaigns. 
The use of pay-per-click (PPC) advertising, affiliate marketing, mobile marketing, and content marketing—all of which include the creation of quality material with the goal of attracting and retaining customers—as well as pay-per-click (PPC) advertising, which involves paying for advertisements to appear at the top of search engine results—are all examples of marketing strategies.  

[bookmark: _Toc178570361]The Evolution of Digital Marketing and its Influence on Consumer Behavior
From the very beginning of its existence, modern digital marketing has seen a substantial revolution in the way in which companies interact with their customers. According to Chaffey & Ellis-Chadwick (2019), the early digital marketing endeavours concentrated mostly on email marketing and rudimentary websites. At the time, the internet primarily served as a static platform for the delivery of material. On the other hand, the advent of Web 2.0 brought with it interactive platforms like as blogs and social media, which made it possible for consumers to engage in interactions that were more dynamic and entertaining (Kaplan and Haenlein, 2010). 
As a result of the growing use of smartphones and other mobile devices, mobile marketing and app development came into existence (Gangwar, 2016). This was a significant factor that contributed to the expansion of digital marketing. According to Narang and Shankar (2019), a shift in strategy towards mobile-centric methods has occurred as a result of the increased dependency of customers on their mobile devices for information, communication, and the ability to make purchase decisions. Data-driven digital marketing is becoming more prevalent as a consequence of the fact that marketers are increasingly turning to analytics in order to get insights into the behaviour and preferences of their target audience. 
The manner in which digital marketing has evolved significantly has had a significant impact on the behaviour of customers. Consumers now have the ability to explore products and analyse prices before making a decision about which ones to purchase (Hawkins, 2004). This is made possible by the unequalled access to information that they have. Furthermore, users of social media have been given the opportunity to communicate their ideas and experiences, which has resulted in other individuals' purchasing decisions being impacted (Trusov, Bucklin, and Pauwels, 2009). As a consequence of the expansion of e-commerce, consumers are increasingly opting for the convenience of shopping online rather than going to traditional brick-and-mortar locations. This shift in consumer behaviour has also resulted in a change in their purchase habits (Sweeney and Soutar, 2001). 

[bookmark: _Toc178570362]Theoretical Frameworks for Consumer Behavior and Digital Marketing
In the context of digital marketing, it is essential to have a solid basis in relevant theoretical frameworks in order to adequately explain client behaviour. A great number of ideas provide illuminating information on the manner in which customers interact with digital platforms and respond to marketing signals.
Everett Rogers' Diffusion of Innovation Theory is essential reading for anybody interested in learning how novel ideas, goods, or services proliferate among people. Based on Rogers's (2003) research, this theory may be used to investigate the manner in which clients accept new digital platforms and technologies in the context of digital marketing. By way of illustration, researchers have used this theory in order to investigate the uptake of mobile applications and social media platforms (Kaya, 2013).
The Technology Acceptance Model (TAM), put out by Davis (1989), is another well-known concept. It is the focus of TAM to investigate the factors that influence the degree to which individuals embrace information technology. According to Venkatesh et al. (2003), TAM may be employed in the context of digital marketing in order to get an understanding of how consumers feel and plan to use digital channels for the purpose of evaluating products, looking for information, and making purchases. According to Lim and Ting (2012), TAM has been used in a variety of studies to investigate the adoption of digital marketing activities such as mobile commerce, online shopping, and other associated activities.
Developed by McKinsey & Company, the Customer Decision Journey (CDJ) model provides a modern view of the customer purchasing journey. The Consumer Decision Journey (CDJ) emphasises the complex and non-linear qualities of consumer decision-making in the digital age, in contrast to traditional models that place an emphasis on incremental advancement. Based on the findings of Lemon and Verhoef (2016), this paradigm places a focus on the value of many touchpoints and the role that digital channels play in influencing consumers at various stages of their journey. 

[bookmark: _Toc178570363]Digital Marketing and the Consumer Decision Journey
Due to the advent of digital marketing, the decision-making process of consumers has undergone a significant upheaval. From the first level of consumer awareness to the engagement that occurs after a purchase, it has an effect at every step of the customer experience.   
Awareness Stage: During the awareness stage, the majority of the success in building brand awareness is based on digital marketing. Content marketing, social media advertising, and search engine optimisation (SEO) are three of the most important strategies that are used to increase visibility and reach the audiences that are being targeted (Chaffey and Ellis-Chadwick, 2019). Research has shown that when individuals are presented with content that is both helpful and engaging, together with advertising that is pertinent to their interests, they may be moved from a state of indifference to one of thoughtfulness (Plessis, 2017). 
Stage of Consideration: During the stage of consideration, digital marketing provides clients with assistance in evaluating their options once they have become aware of a product or service. There is still a significant amount of importance placed on material shared on social networking platforms, display advertising, and search engine marketing (SEM). According to Hawkins (2004), customers actively seek information by actively searching for it via brand websites, product comparisons, and online reviews. Based to research conducted by Vajjhala, Vajjhala, and Rakshit (2022), two examples of digital marketing methods that have the potential to effectively impact a customer's decision to make a purchase are retargeting and targeted recommendations.
Purchase Stage: The use of internet marketing has made the purchasing procedure more straightforward. Customers increasingly find it simpler to make purchases as a result of the proliferation of e-commerce platforms, smartphone apps, and other online payment options nowadays. Social proof, which includes customer comments and evaluations, has a significant impact on the decisions that consumers make about their purchases (Trusov, Bucklin, and Pauwels, 2009). Furthermore, according to Xia, Kukar-Kinney, and Monroe (2010), digital marketing methods such as free delivery, discounts, and time-limited offers may motivate customers to make purchasing decisions more quickly.
Post-Purchase Stage: The act of making a purchase does not constitute the conclusion of the consumer experience. With digital marketing, people are more likely to advocate for and remain loyal to a brand. In Reichheld and Sasser's (2016) research, post-purchase communication tactics that develop relationships and drive repeat business include customer relationship management (CRM) platforms and email marketing, to name a few of examples. There is a possibility that customers may post their experiences on social media platforms, which can have an impact on potential customers and increase the reputation of the company (R., 2021).

[bookmark: _Toc178570364]Digital Marketing Strategies: A Comparative Analysis
[bookmark: _Toc178570365]Multi-channel marketing and its importance in the digital age
The term "multi-channel marketing" refers to a marketing approach that encompasses the use of several channels in order to establish connections and engage with customers. In contrast to traditional marketing, which places a significant focus on a single channel, multi-channel marketing takes into account the many different points of contact that consumers have with a particular company. According to Chaffey and Ellis-Chadwick (2019), this strategy comprises disseminating a cohesive and consistent message across a number of different channels. These channels include websites, social media, email, mobile apps, physical stores, and other channels. 
Within the context of the digital age, multi-channel marketing has become more significant. Consumers in the modern day have access to a wide range of technology and are becoming more connected. It is necessary for businesses to undergo transformations in order to meet the expectations of customers who desire seamless interactions across several platforms. According to Bulte and Wuyts (2007), businesses have the potential to enhance their brand awareness, engagement, and loyalty by executing a multi-channel strategy that effectively builds a comprehensive customer experience. 
Moreover, multi-channel marketing enables businesses to get valuable information about the ways in which consumers act across a variety of channels. Message customisation, optimisation of client engagement, and refining of marketing plan are all something that can be accomplished via the use of this data. By gaining an understanding of consumer preferences and travels, businesses are able to provide information that is more relevant and targeted, hence enhancing customer satisfaction and making more sales.

[bookmark: _Toc178570366]Evolution of Digital Marketing Strategies: Apple and Samsung
Two giants of the IT sector, Apple and Samsung, have greatly influenced the digital environment. The development of their digital marketing follows the same route as the growth of the industry as a whole. At the beginning of their operations, both companies depended significantly on traditional methods of advertising. However, as soon as the internet became available, individuals abruptly turned their focus to digital media.
Apple is well-known for its mysterious brand, and the company has consistently promoted itself via digital marketing in order to preserve its high-end image. When Apple originally began to focus on creating a seamless digital environment, the company's primary focus was on integrating hardware, software, and services. This strategy, which is sometimes referred to as a "walled garden," was developed with the intention of enhancing customer retention and loyalty to the brand (Rogers, 2003). The launch of the iTunes Store was a significant turning point since it not only expanded Apple's online presence but also positioned the corporation as a provider of content (Van Dijk, 2005). 
With its more active digital marketing approach, Samsung, on the other hand, placed a greater emphasis on the features and qualities of its devices. In the beginning of their online marketing endeavours, they put a significant focus on the technological superiority and product differentiation of their products. Over the course of its history, Samsung has modified its strategy in order to better serve a larger range of customer demographics. As a result, the company's marketing communications now include elements that appeal to consumers' lifestyles and emotions (Mansour, 2015).
Both companies have made significant expenditures in social media platforms in an attempt to strengthen their relationship with their respective consumer bases. In spite of maintaining a relatively low-key presence, Apple has been able to effectively express exclusivity and demand via the usage of social media platforms like as Instagram and Twitter. On the other hand, Samsung has taken a more proactive approach to social media, often using platforms like as Facebook and YouTube for the purpose of launching new products and providing customer care solutions. 
Since the beginning of this decade, both companies have placed a greater focus on mobile marketing and the creation of mobile applications. Samsung has raised the number of applications it provides in order to directly compete with Apple; yet, Apple's App Store has developed into a fundamental component of the digital ecosystem that the business maintains. Moreover, both companies have used data-driven marketing, which involves using analytics to get an understanding of client behaviour and then adjusting their marketing strategies accordingly.

[bookmark: _Toc178570367]Digital Marketing Mix: Apple vs. Samsung
Both Apple and Samsung have used a wide range of digital channels, such as social media, websites, mobile apps, email marketing, and others, in order to attract and retain clients and boost revenue. On the other hand, their approaches and areas of concentration are rather distinct.
Apple is well-known for its digital marketing strategy, which is noted for portraying an image of high-end and aspirational products. (Zuljallaly, 2020) The website has been constructed with a great deal of attention, with a particular emphasis on the story and aesthetics of the product. Apple's social media strategy is focused on the development of a sense of community and lifestyle identification, particularly on platforms like as YouTube and Instagram (Ian, 2023). It is important to note that their ecosystem for mobile applications, which is centred on the iPhone and iPad, is intricately connected to their software and hardware offerings. The fact that Apple has a tendency to be careful when it comes to email marketing does not change the fact that their efforts often have a significant impact and coincide with the debut of new products (Stratton, 2020).
On the other hand, Samsung takes a more active and diverse approach to digital marketing than those of its competitors. They provide a wider selection of products and services on their website, which is also loaded with various pieces of information. Samsung maintains a more comprehensive presence on social media, including the utilisation of a variety of platforms and the execution of marketing efforts that are more interactive. They provide a wide range of apps and services that may be used independently, and they have a more comprehensive mobile app approach. (Samsung, 2024) Samsung has established itself as the industry leader in email marketing by implementing individualised campaigns and targeting incentives.
In spite of the fact that both companies make use of the same digital marketing platforms, there are notable distinctions between them in terms of the content, tone, and overall approach that they use. Innovation and exclusivity are two of Apple's top priorities in order to pique the attention of customers in the company's products. To the contrary, Samsung focusses a significant emphasis on the accessibility, features, and value of their products. Through the strategic use of digital marketing, both companies have established powerful brands and amassed a loyal customer base; nevertheless, according to their respective target markets and distinctive brand identities, their tactics are distinct from one another.

[bookmark: _Toc178570368]A/B Testing and Personalization in Digital Marketing
Personalisation and A/B testing have become essential tactics in modern digital marketing. Through the use of A/B testing, which is a controlled experiment that compares two different versions of a marketing piece, marketers are able to make decisions on campaign optimisation that are based on data (Kohavi et al., 2014). Through the process of carefully testing several iterations of website components, email subject lines, or ad creatives, businesses have the opportunity to find the most effective techniques for enhancing the user experience and increasing conversions.   
Personalisation, on the other hand, refers to the process of tailoring marketing messages and material to each individual customer based on their demographics, preferences, and conduct (Goldfarb and Tucker, 2024). Through the use of data analytics and consumer insights, marketers are able to provide content that is not only highly relevant but also fascinating, therefore strengthening their connections with the audience they are trying to reach. It has been shown that using a customised strategy results in increased levels of customer satisfaction, loyalty, and sales.   
Personalisation and A/B testing are two practices that complement one another very well. Through the testing of a variety of customised experiences, marketers have the ability to boost the success of their campaigns and the return on investment they get by determining which methods are the most beneficial for different customer groups.


[bookmark: _Toc178570369]Impact of Digital Marketing on Consumer Behavior
[bookmark: _Toc178570370]The Impact of Digital Marketing on Consumer Purchasing Behavior
For businesses, the arrival of digital technology has brought about a fundamental transformation in the manner in which they engage with their customers, and digital marketing has emerged as an indispensable tool for moulding the behaviour of consumers. Numerous studies have shed light on the enormous impact that digital marketing has on the decision-making processes of customers. 
Research has repeatedly shown that social media, search engine optimisation (SEO), and content marketing are examples of digital marketing methods that have a major impact on customer awareness and brand perception (Pavlou, 2003). A substantial amount of traction has been gained by social media platforms in the creation of brand communities and the encouragement of customer engagement, both of which have the potential to impact purchasing decisions, as stated by Mayzlin and Godes (2002). In addition, it has been shown that the capability of digital marketing to provide individualised content is associated with a rise in customer satisfaction and their loyalty (Mohammad, 2022). 
Digital marketing, on the other hand, has an impact that extends beyond brand recognition and impression. Additionally, it has an impact on the behaviour of clients later on in the purchasing process. Based on research conducted by Chevalier and Mayzlin (2006), it has been shown that user-generated content and online reviews have the potential to significantly impact both product evaluations and intentions to make a purchase. In addition, remarketing and email marketing have been shown to be effective digital marketing tactics for increasing the number of sales and conversions. 
According to Mukhtar, Chandra, and Chandra (2023), the success of digital marketing is dependent on having a comprehensive awareness of the preferences and actions of consumers. In light of this, marketers are required to make consistent adjustments to their strategies in order to keep up with the ever-evolving preferences of their customers and the latest technological advancements.


[bookmark: _Toc178570371]The Role of Social Media in Influencing Consumer Decisions
Social media has completely changed how customers communicate with companies and choose what to buy. Because of its ability to facilitate the establishment of communities, the rapid flow of information, and the facilitation of communication in real time, it is a powerful weapon for influencing the behaviour of customers.   
The use of social proof is one of the primary ways in which social media may affect the decisions that consumers make. On social media platforms like as Facebook and Instagram, users have the ability to see the consumption patterns of their friends, family, and influential individuals, which serves to legitimise the use of certain products and services. According to Aral and Walker (2012), this phenomenon, which is sometimes referred to as the "bandwagon effect," has a significant influence on the customers' propensity to make purchases.   
Furthermore, the use of social media has brought word-of-mouth advertising into the realm of digital media. When customers engage with a big audience, they have the opportunity to discuss both positive and negative experiences they have had. According to Trusov, Bucklin, and Pauwels (2009), the opinions and recommendations of potential customers on the internet have the potential to affect their views and the decisions they make about their purchases.   
People's perceptions of brands are significantly impacted by the role that social media plays in the process. Through smart content selection, brands have the opportunity to create a desired image for themselves and to make a personal connection with the audience they are trying to reach. Kaplan and Haenlein (2010) state that visual storytelling and the cultivation of brand loyalty are particularly effective on social media platforms such as Instagram and Pinterest.
Additionally, social media has evolved into a platform that can be used to cultivate relationships with customers and clients. Companies are able to engage in face-to-face communication with customers, therefore resolving difficulties and gaining valuable feedback. This level of involvement has the ability to create trust and loyalty, which in turn may have an effect on the behaviour of consumers (Gronroos, 1994).

[bookmark: _Toc178570372]The Impact of Influencer Marketing on Consumer Behavior
In the digital era, influencer marketing has become a powerful tool for influencing customer behaviour. Marketers have the ability to effectively accomplish their goals of reaching and engaging target audiences by using the reputation and trust of influential individuals. Research indicates that customers are becoming more and more dependent on influencer recommendations when making judgements about what to buy (Azkiah and Hartono, 2023). According to Chavda and Chauhan (2021), this phenomenon seems to be due to the fact that followers perceive influencers as being relatable and genuine, which in turn causes them to sense a stronger connection to and confidence in them. 
Influencer marketing has an influence that extends beyond just increasing an individual's awareness of a business. It has a significant influence on the feelings and intentions of customers to make purchases. Through the presentation of products or services in a manner that is both real and fascinating, influencers have the ability to develop a feeling of ownership in their followers. In addition, influencers have the ability to combine the image and principles of a company with their own personal brand by effectively shaping the perceptions that customers have about the latter. 
However, the level of success that influencer marketing achieves is contingent upon a variety of different factors (Leung et al., 2022). Because consumers are becoming more selective about sponsored content, the legitimacy and reputation of influencers are becoming more important. Furthermore, according to Kumarat and Chandrakant (2023), the establishment of long-lasting relationships with consumers is contingent upon the influencer's character and the values of the business being compatible with one another. 

[bookmark: _Toc178570373]The Role of Mobile Marketing in Shaping Consumer Preferences
Mobile marketing, which makes advantage of the ubiquitous usage of smartphones to influence client preferences, affords businesses the opportunity to give customers with experiences that are both meaningful and engaging. As the usage of mobile devices continues to increase, marketers have come to the realisation that these devices have the potential to influence the behaviour of customers at various stages of the purchasing process. According to Al-alak and Alnawas (2010), research has shown that mobile marketing is an effective method for establishing brand awareness, fostering engagement, and raising conversion rates.
One of the most important ways that mobile marketing may affect the decisions that customers make is via personalisation. The ability to tailor offerings and communications to the specific interests of each person is made possible by marketers via the gathering and analysis of data pertaining to consumer behaviour. According to Saldaña, McGregor, and Zúñiga (2015), the degree of personalisation that is given leads in an increased likelihood of the client making a purchase as well as an enhanced customer experience. In addition, mobile devices provide a platform for interactive connection between consumers and brands. According to Kaplan and Haenlein (2010), interactive games, virtual reality, and augmented reality are all examples of features that have the potential to influence consumer perceptions and contribute to the creation of memorable brand experiences.
In addition, mobile marketing has a huge impact on consumer preferences since it gives customers the ability to have seamless shopping experiences. Customers have the ability to effortlessly explore things, make purchases, and get in touch with customer service staff by using mobile apps and websites that are adaptable. Customers are empowered and their purchase decisions are influenced by their capacity to compare costs, read reviews, and make educated judgements while on the move (Venkatesh et al., 2003). Additionally, mobile marketing makes it feasible for marketers to send out timely promotions and offers that are personalised to the user's behaviour and location. This is made possible by real-time consumer outreach. It's possible that this instantaneous effect will have a significant impact on consumer decision-making and brand loyalty.

[bookmark: _Toc178570374]Brand Building and User-Generated Content
[bookmark: _Toc178570375]Brand Equity and Its Relationship with Digital Marketing
The term "brand equity" refers to the impact that customers' knowledge of a brand has on their responses to a product or the advertising marketing for that product. Because it is an intangible asset, it is a representation of the strength and general reputation that a brand has in the market. Brand equity has been characterised by Aaker (1991) as "a set of assets and liabilities linked to a brand, its name, and symbol, that add to or subtract from the value provided by a product or service to a company and/or to that company's customers."   
There are a number of factors that have an effect on brand equity. Some of these factors include perceived quality, brand loyalty, brand associations, brand awareness, and other distinct brand assets. According to Keller (1993), businesses that have a strong brand equity are able to increase their market share, charge higher prices, and build a growing customer base that is loyal to the brand. 
The use of digital marketing is a significant enabler in the process of constructing and maintaining brand equity (V. and Gugloth, 2022). By using online channels, businesses have the opportunity to cultivate positive brand relationships, increase brand awareness, and engage in more in-depth engagements with their customers. Social media, email marketing, content marketing, and search engine optimisation (SEO) are some of the digital marketing methods that have the potential to have a significant impact on the equity of a brand. For instance, having a robust presence on social media may lead to the development of emotional connections with customers and assist firms in being more approachable. Content that is engaging has the potential to boost the reputation and image of a brand. It is also possible for effective SEO to boost the accessibility and visibility of a brand on the internet.

[bookmark: _Toc178570376]The Role of Digital Marketing in Building Strong Brands
Digital marketing has become a crucial factor in creating a brand's identity and building connections with customers. Companies now have opportunities that have never been seen before to develop more meaningful relationships with their target audience. These opportunities are made possible by the data-driven and interactive aspects of the platform. Keller (1993) states that a strong brand is determined by its ability to construct an extraordinary and positive brand image in the eyes of consumers. This is the defining characteristic of a powerful brand. Due to the fact that it provides venues for constant brand messaging, engagement, and experience building, digital marketing is a crucial component of this process.   
The use of social media, which is a cornerstone of digital marketing, has fundamentally altered the process of brand creation (Jeswani, 2023). When businesses use social media platforms such as Instagram, Facebook, and Twitter, they have the opportunity to cultivate true relationships with their consumers by sharing their values, experiences, and information about what goes on behind the scenes. It has been pointed out by Kaplan and Haenlein (2010) that social media provides businesses with a platform where they may engage in two-way conversations that foster community and loyalty. Furthermore, digital marketing makes it feasible for businesses to target certain groups with individualised message, which in turn increases the relevance and resonance of their brand.   
Additionally, to the enhancement of brand image, digital marketing plays a significant part in the enhancement of brand equity, which may be defined as the perceived value of a company. Through the use of digital platforms, brands have the potential to successfully construct a robust brand identity, foster brand loyalty, and enhance brand awareness (Aaker, 1991). As an example, the authority and trustworthiness of a brand may be significantly bolstered by the use of content marketing, which is a method of strategic marketing that centres on the production and dissemination of information that is valuable, current, and consistent. It is possible for brands to improve their image by establishing themselves as thought leaders in their respective fields via the production of content that is both engaging and instructional.

[bookmark: _Toc178570377]User-Generated Content and Brand Image
As stated by Naeem and Okafor (2019), user-generated content (UGC) has developed into a powerful instrument that may be used to influence how consumers perceive a company. User-generated content, often known as UGC, is a collective word that encompasses a wide range of content, including but not limited to photographs, videos, reviews, and posts on social networking forums. There is no doubt that it has an impact on the way that people see a brand. Demba (2015) asserts that user-generated content (UGC) often has a more significant influence on the level of trust that customers have in a company than traditional marketing communications.   
Two possible downsides are associated with user-generated content. Through the establishment of authenticity and the provision of genuine testimonials, positive user-generated content has the potential to boost brand image. When compared to marketing from corporations, consumers tend to place greater faith in recommendations from their peers. However, if negative user-generated content is not properly managed, it has the potential to damage the reputation of a company. It is of the utmost importance for businesses to monitor conversations taking place online and to respond promptly to concerns from customers.   
Additionally, user-generated content has the potential to foster a sense of community and engagement. When customers have the feeling that they have the ability to make information about a business, they are more likely to develop a stronger connection with the firm and become loyal to it. It is possible that this will result in increased brand advocacy as well as positive word-of-mouth advertising. It is essential for companies to exercise caution when selecting user-generated content (UGC), as pointed out by Perera, Nayak, and Nguyen (2020). This is necessary to avoid watering down their message and to ensure that their corporate identity remains consistent throughout. 

[bookmark: _Toc178570378]Apple vs Samsung
[bookmark: _Toc178570379]Overview of Apple and Samsung as leading tech companies 
Apple and Samsung, both of whom are titans in the information technology industry on a worldwide scale, each have their own distinct approach to innovation and market leadership (Sun, 2024). The company Apple was established in 1976, and since then, it has established a reputation for having excellent design, a focus on the requirements of the user, and a network of services, software, and hardware that is intimately woven together. This company has established itself as a leading luxury electronics brand by placing a strong focus on high-end products and maintaining a compelling brand image. In 1938, Samsung was established, and since then, the company has expanded its product line to include consumer electronics, consumer appliances, and semiconductors. Samsung has made a smooth shift into a technical pioneer and is now a formidable rival of Apple in a number of product categories. Despite the fact that it was originally recognised for its manufacturing prowess, Samsung has achieved this move.   
Both of these companies have seen remarkable growth and levels of profitability. Apple, which is notable for producing well-known products such as the MacBook and the iPhone, has consistently generated significant profit margins and revenue by using a pricing strategy that is considered to be premium. Samsung, on the other hand, has developed a complex approach in an effort to grow its market share. This strategy involves supplying a wide variety of products at a variety of price points. The implementation of this strategy has resulted in the company's position as one of the most successful technical companies in the world in terms of revenue.   
In recent times, Apple and Samsung have been engaged in a more intense level of rivalry, particularly in the field of smartphone manufacturing. Both companies have made substantial expenditures in research and development in order to maintain their competitive advantage and provide customers access to cutting-edge technologies. As businesses continue to transform the technical environment, their strategies and innovations will undoubtedly have an effect not just on the wider technology industry but also on the behaviour of consumers (Ross, 2023).

[bookmark: _Toc178570380]Digital Marketing Strategies of Apple and Samsung
Apple and Samsung have used digital marketing strategies that are distinct from one another yet are equally effective in order to increase sales and generate customer loyalty.
A premium brand identity has been established by Apple via a lot of hard work, and the company's digital marketing endeavours mirror this luxury stance. Through the use of emotive appeals and straightforward design, the company is able to connect with its clients and create tales that are exceptional. The well-known "Think Different" campaign that Apple ran was an excellent example of a great move that established the corporation as a pioneer in the field of innovation. Immersive brand experiences are the primary emphasis of both their brick-and-mortar stores and their online marketing efforts. Furthermore, by using its enormous brand value, Apple has been able to cultivate a loyal customer base that acts as advocates for the business. By using this strategy, which is often referred to as "earned media," they have significantly boosted their visibility on the internet (Urrutia, 2023).   
Samsung, on the other hand, has adopted a digital marketing strategy that is more forceful and diverse than many other companies. Through the use of digital media, Samsung, a corporation that is well-known for its rapid product innovation and inexpensive costs, has effectively extended its audience. The characteristics of their items, the latest advancements in technology, and the reasonable prices of their products are often highlighted in their digital advertisements. The success of Samsung may be ascribed in large part to social media platforms, which put a strong focus on communicating with people via the use of freebies, contests, and material that is interactive. In addition, Samsung has made substantial efforts in influencer marketing, which involves working together with both celebrities and those who are passionate about technology in order to promote its products. 2023 Panigrahi edition.   
Each of these companies is an expert in the use of digital platforms to establish thriving communities for their own brands. In contrast to Samsung, which has cultivated a brand image that is more friendly and inclusive, Apple has built an impression of exclusivity via the launch of new products and customer service. The digital marketing strategies used by these information technology organisations might provide valuable insights into the most effective ways to utilise digital channels in order to influence the behaviour of customers and propel the growth of corporations.

[bookmark: _Toc178570381]Impact of Digital Marketing on Consumer Behavior: Apple vs. Samsung
A variety of digital marketing strategies have been used by Apple and Samsung in order to influence the behaviour of their customers. Although both companies have used digital channels to communicate with customers all over the globe, there are a number of important contrasts in their approaches and the outcomes they have achieved.
The reputation that Apple has established for being innovative, exclusive, and providing a high-end user experience is well-deserved. When it comes to their digital marketing initiatives, they place a considerable emphasis on story, emotional connections, and product presentations. In order to successfully position its products as lifestyle statements, Apple has focused on building desire and aspiration among its customers. This has allowed the company to influence their perceptions of grandeur and belonging. This method has resulted in premium pricing and high brand loyalty, as shown by research conducted on luxury branding (Kapferer, 2008).   
While Samsung, on the other hand, has adopted a more diverse strategy to digital marketing, the company has placed a significant focus on the features, accessibility, and affordability of its devices. They often highlight technological advancements in their commercials, while also providing a positive comparison between their goods and those of their competitors. In an effort to appeal to a larger variety of customers, Samsung's digital marketing efforts place a significant emphasis on performance, affordability, and customising options. Through the implementation of consumer decision-making research (Hawkins, 2004), this approach has resulted in a rise in Samsung's market share as well as its visibility on a global scale.
Despite the fact that social media is a beneficial tool for both companies, Apple's emphasis on curating content and visual storytelling on platforms like as Instagram has enabled the company to engage with a younger audience that is more aware of current trends. On the other side, Samsung has used social media in order to foster community and involvement via the use of interactive marketing, user-generated content, and product demonstration demonstrates.


[bookmark: _Toc172289179][bookmark: _Toc178570382]Research Methodology
The purpose of this research is to give a comprehensive understanding of the ways in which digital marketing influences consumer behaviour in the context of Samsung and Apple by using a mixed-methods approach. This approach will include the collection of data using both quantitative and qualitative analysis approaches.
[bookmark: _Toc172289180][bookmark: _Toc178570383]Data Collection Methods:
Quantitative Data:
· Analysis of Secondary Data: In order to get an understanding of the patterns that have emerged in Samsung and Apple's digital marketing strategies, we will investigate the data that is now accessible from many sources, including industry journals, market research studies, and social media analytics platforms. A few examples of sources are the Pew Research Centre, Forrester, and Gartner, as well as social media analytics dashboards that are made specifically for businesses.
· Analytics for Websites and Applications: In order to get a deeper comprehension of user activity across a variety of digital platforms, we will analyse the traffic data from both businesses' websites and applications (provided that permission is made available). These analytics include things like bounce rates, conversion rates, and user engagement metrics, to name a few examples. It is possible to make use of this information in order to get an understanding of how customers interact with the different platform marketing components.
Qualitative Data:
· Focus Groups: We will organise focus groups including consumers who already own Samsung and Apple products or are contemplating making a purchase of either of those brands. We are going to explore how customers feel about these companies, how they perceive digital marketing activities (such as influencer marketing and brand storytelling), and how these initiatives impact the decisions that they make about their purchases. The use of focus groups allows for the collection of a wealth of qualitative data on the mental processes and decision-making processes of consumers.

[bookmark: _Toc172289181][bookmark: _Toc178570384]Data Analysis:
· Quantitative Data: These quantitative data will be evaluated using statistical techniques in order to discover links between digital marketing strategies and consumer behaviour metrics that have been collected from secondary data sources and website/app analytics (where permission has been granted).
· Qualitative Data: Thematic analysis will be performed on focus groups in order to identify significant themes and patterns in the experiences and choices of consumers. 
Survey
· Survey Design:
In order to collect data from a larger sample of customers, we will create an extensive online poll. Targeting those who possess cellphones or are thinking about purchasing one, the study will look at the following topics:
· Age, gender, and income demographics; 
· Smartphone ownership and brand preferences
· Knowledge of and recollection of recent advertising efforts from Apple and Samsung
· Perceptions of product qualities (innovation, value, and user experience) and brand image
· Impact of online, social media, and ad-supported digital marketing platforms on purchasing choices
· Utilising user-generated content (UGC) for analysis and research on brands
Survey Data: Utilising statistical tools, we will conduct an analysis of the survey data in order to discover any correlations that may exist between digital marketing strategies and KPIs that measure consumer behaviour. We will test hypotheses in order to identify the influence that certain marketing methods have on the intention to make a purchase and the loyalty to a brand.
A more comprehensive understanding of the ways in which digital marketing influences consumer behaviour may be obtained via the use of triangulation, which is the integration of qualitative and quantitative data. This will help in the validation of the findings. In contrast to qualitative data, which may provide more in-depth insights into the experiences and motivations of customers, quantitative data may provide a more complete picture of trends.

[bookmark: _Toc178570385]Analysis
The data from the survey focusses on the age distribution of those who participated. The age group that is most represented in the survey is the 25–34-year-old age range, which accounts for 50.9% of the total respondents. In light of this, it may be deduced that a significant proportion of the population under consideration falls within this age range. The total percentage of replies received in the age brackets of 18–24 and 25–34 years old is 83.0% altogether. Taking this into consideration, it seems that a significant share of the sample is comprised of younger individuals. Only 1.9% of the sample is comprised of respondents who fall into the age categories of 45–54 and 55+, whereas 13.2% of the sample is comprised of respondents who fall into the age category of 35–44. In light of this, it is clear that the survey received a relatively low number of responses among senior citizens.
According to the results of the study, the demographic profile of the population that was sampled is characterised by a very youthful age. This information may be helpful in gaining a better understanding of the features of a certain demographic or the audience that is being targeted. The conclusions that are obtained from research and their application to older populations may be affected by the presence of younger age groups, which may have certain implications.
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[bookmark: _Toc178570392]Table 1: Table of response “Age”

In accordance with the findings of the survey, the majority of respondents, which accounts for 60.4% of the sample as a whole, are male. In the sample, there are 39.6% female respondents, which is a significant presence but a lower proportion than the number of male respondents. The survey statistics indicate that the majority of the population in the sample is comprised of males. This information may be helpful in gaining a better understanding of the features of a certain demographic or the audience that is being targeted.
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[bookmark: _Toc178570393]Table 2: Table of responses “Gender”

The occupational category that most often appears in the responses is "Student," which accounts for 41.5% of the total. This suggests that a significant portion of the population that was sampled is currently enrolled in some kind of educational program. A considerable proportion of respondents are employed, with 17.0% of them working part-time and 35.8% working full-time. Taking everything into consideration, this indicates that 52.8% of the sample is functioning well. Respondents who are self-employed make up just 5.7% of the sample, which indicates that this occupational sector is represented by a very small percentage.
One possible factor that might influence the importance of the findings of the research or the extent to which the conclusions can be generalised to other professional groups is the student population that constitutes the bulk of the respondents to the survey. Because of the huge number of pupils, it is possible that problems about education, job, or the formation of a career plan may need to be the primary focus.
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[bookmark: _Toc178570394]Table 3: Table of responses “Occupation”

As far as the highest income bracket is concerned, "less than £30,000" accounts for 58.5% of the replies. As a result, it may be deduced that a sizeable proportion of the population under consideration has wages that are quite low. Over the course of time, the number of respondents who fall into higher income groups is decreasing. For example, just 1.9% of respondents have an annual income that is more than £100,000, whereas 3.8% have an annual income that falls between £75,000 and £100,000. Considering that just 1.9% of the sample falls into the "100,000+" and "Nil" categories, it may be inferred that only a tiny number of high earners and those who have not disclosed their income are included in these aforementioned groups. The fact that 1.9% of the respondents are students is indicative of the fact that a small proportion of the people in the sample does not now have an employment situation.
Taking into consideration the results of the survey, it seems that the majority of the sample group is comprised of individuals whose salaries range from low to moderate.
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[bookmark: _Toc178570395]Table 4: Table of responses “Income”

98.1% of those who participated in the survey said that they had a smartphone, which is a significant majority. It would seem from this that a significant proportion of the population that was sampled has mobile phones. There were just 1.9% of participants who said that they did not possess a smartphone. This suggests that practically all of the people who participated in the survey have a smartphone.
Based on the large number of people who possess smartphones, the community that was sampled seems to be technologically competent and motivated to utilise digital platforms and services. It is possible that the widespread usage of smartphones will have an impact on the selection of research methods and data collection techniques, as well as the application of mobile-centric approaches.
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[bookmark: _Toc178570396]Table 5: Table of responses “Do you own a smartphone?”
67% of those who participated in the survey said that they "Always" or "Often" use their mobile devices to read the news. It may be deduced from this that the primary method of obtaining news is via the usage of mobile phones among the demographic that was sampled. The proportion of respondents who said that they read the news on their mobile devices "Sometimes" (26.4%) or "Rarely" (5.7%) consisted of a smaller percentage. Only 3.8% of individuals who were polled said that they "Never" engage in this behaviour using their mobile devices. It is clear from the results of the poll that mobile phones play a significant role in the way that the sample population consumes news. Having this information may be helpful in gaining an understanding of the shifting media landscape as well as the preferences of news consumers.
[image: ]
[bookmark: _Toc178570397]Table 6: Table of responses “How often do you use your smartphone for the following activities?  [Reading news]”

There was a significant portion of respondents who said that they "Often," "Sometimes," or "Always" view videos on their mobile devices. This percentage was 69.8%. According to the data, cellphones are used by the majority of the people in the sample to watch videos. Participants said that they viewed films on their mobile devices "Rarely" (26.4%) or "Never" (1.9%), which is a lower proportion than the previous percentage.
A significant number of people in the sample population use their mobile phones as a platform for viewing videos, as shown by the results of the study. It is possible that having this information can help one better comprehend the ever-evolving media landscape as well as the preferences of video viewers. Given the frequency with which smartphones are used to view videos, it may be vital to focus on features of watching films on mobile devices. These characteristics include user preferences, consumption patterns, and the ways in which smartphone technology influences interaction with movies. 
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[bookmark: _Toc178570398]Table 7: Table of responses “How often do you use your smartphone for the following activities?  [Watching Videos]”

A significant proportion of respondents, 58.5 percent, said that they "Always" or "Often" use their mobile devices for the purpose of doing online shopping. Based on this, it can be deduced that among the population that was sampled, cellphones are the most common device used for making purchases online. In comparison, a smaller percentage of respondents said that they "Sometimes" (28.3%) or "Rarely" (13.2%) utilised their mobile devices to make online purchases. Only twenty-eight percent of individuals who were polled said that they "Never" do this using their mobile devices. The outcomes of the study indicate that as a way of doing online shopping, smartphones are quite popular among the group that was used for the poll. This information may be helpful in gaining an understanding of the shifting retail landscape as well as the preferences of people that shop online.
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[bookmark: _Toc178570399]Table 8: Table of responses “How often do you use your smartphone for the following activities?  [Online Shpping]”

The primary focus of the study findings is on the frequency with which respondents check social media on their mobile devices, namely Facebook and Twitter. 83% of those who participated in the survey said that they sometimes, often, or frequently check social media on their mobile devices. Because of this, it can be deduced that among the population that was sampled, cellphones are the primary device that is used for engaging in social media. There was a smaller number of participants who said that they checked social media on their mobile devices "Rarely" (17.0%) or "Never" (3.8%). The results of the study shed insight on the significance of mobile phones as a medium for social media participation among the demographic that was included for the evaluation. This information may be helpful in gaining an understanding of the ever-evolving social media ecosystem as well as the preferences of users.
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[bookmark: _Toc178570400]Table 9: Table of responses “How often do you use your smartphone for the following activities?  [Checking social media]”

The primary focus of the survey data is on the frequency with which respondents carry out information searches using their mobile devices, namely their smartphones. Among those who participated in the survey, 76% said that they "Often," "Always," or "Sometimes" use their mobile devices to do information searches. Within the population that was sampled, this suggests that mobile phones are the primary instrument that is used for the purpose of information search. Participants said that they "Rarely" (11.3%) or "Never" (1.9%) used their smartphones to search up information. This was a lower proportion than the previous percentage. The outcomes of the survey illustrate how important of a role smartphones play in the information-seeking behaviours of the group that was investigated.
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[bookmark: _Toc178570401]Table 10: Table of responses “How often do you use your smartphone for the following activities?  [Searching for information]”

A huge majority of respondents, 71.7%, indicated that social media advertising was something that could be found "Frequently." This would imply that the sample group is subjected to a considerable amount of advertising on social media platforms. There was a decrease in the proportion of participants who said that they "Occasionally" (18.9%), "Rarely" (7.5%), or "Never" (1.9%) viewed ads. This suggests that even while a sizeable proportion of respondents often encounter advertising on social media platforms, a smaller proportion of them still have very little to no exposure to these adverts. The results of the poll indicate that the demographic that was sampled watches advertisements on social media platforms on a regular basis.
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[bookmark: _Toc178570402]Table 11: Table of responses “How often do you see advertisements on social media?”

The data from the poll focusses mostly on the frequency with which respondents click on advertisements that are shown on social media platforms. Because "Occasionally" (30.2%) and "Rarely" (34.0%) are the most often selected responses, it may be inferred that a sizeable proportion of participants (64.2%) only sometimes click on advertisements that are shown on social media platforms. A mere 28% of respondents said that they "frequently" clicked on advertisements, which implies that frequent clicking is not as widespread as it may seem. The fact that 15.1% of respondents claimed they "Never" clicked on social media advertisements is noteworthy. The results of the survey indicate that a sizeable portion of the people in the sample does not click on advertisements that are shown on social media platforms, despite the fact that respondents are often exposed to such advertisements.
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[bookmark: _Toc178570403]Table 12: Table of responses “How often do you click on advertisements on social media?”
The most prevalent form of response is "Neutral," which represents 56.6% of the participants who did not have any opinion on the ideas and reviews that are found on the internet. This indicates that a sizeable portion of the population that was sampled did not place a high level of faith in or detest reviews found on the internet. Among the participants, a smaller fraction expresses varying degrees of confidence and suspicion. Internet reviews are seen as "somewhat trustworthy" by 24.5% of people, in contrast to 7.5% who "somewhat distrust" them. Only 11.3% of all reviews on the internet are included in the "Strongly trust" category. In accordance with the results of the study, the level of faith that the sample population has in the evaluations and ideas that can be found on the internet varies. There is a possibility that the information presented will be of use in comprehending the role that online reviews play in the decision-making process. Because of the high number of responses that were indifferent, it is clear that the factors that influence trust in online reviews might be complicated and may need more investigation.
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[bookmark: _Toc178570404]Table 13: Table of responses “To what extent do you trust online reviews and recommendations?”

Based on the findings of the study, the major focus is on the extent to which celebrity endorsements influence the buying decisions of the respondents. The response category that is most often selected is "Somewhat influential," with 35.8% of respondents indicating that they are somewhat affected by celebrity endorsements when it comes to buying purchases. Although celebrity endorsements have the potential to influence consumer decisions, this demonstrates that their influence is not very strong. A smaller number of respondents (17.0%) ranked celebrity endorsements as "Very influential," which suggests that only a very small portion of the population being sampled is significantly impacted by them. When it comes to the decisions that they make about their purchases, according to a sizeable majority of respondents (47.2%), celebrity endorsements are either "Not at all influential" or "Not very influential." In light of this, it may be deduced that celebrity endorsements do not have a significant impact on a sizeable portion of the population that was sampled. It seems from the results of the survey that while celebrity endorsements have the capacity to influence some clients, the impacts of these endorsements are not always felt to a significant degree. Perhaps having this understanding will make it easier to comprehend the role that celebrity endorsements have in the marketing and advertising strategies that are used. There are a variety of perspectives about celebrity endorsements, which suggests that the extent of the influence may be contingent on a number of factors. These factors include the specific celebrity, the product or service that is being pushed, and the demographics of the target audience.
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[bookmark: _Toc178570405]Table 14: Table of responses “How influential are celebrity endorsements on your purchasing decisions?”

According to the findings of the poll, the key three factors that impact the decisions that respondents make about the purchase of new cellphones are included. According to the findings, the most significant component is "Design," which is ranked first in the first choices made by 18.9% of the respondents. It can be deduced from this that people's decisions to purchase cellphones are heavily influenced by the visual appeal and aesthetics of the device. With regard to the level of impact, "brand reputation" and "features" come in at the second and third places, respectively. A total of 32.1% of individuals who were polled saw qualities as being very important, whereas 15.1% placed a higher value on the reputation of the brand. It seems from this that the functionality of a smartphone and the user's familiarity with the brand are crucial considerations for many consumers. It was found that "Price" and "Recommendations" were the least significant factors, with 28.3% and 5.7% of respondents, respectively, placing them in the top three options. This suggests that, while ideas and price may be taken into consideration to some extent, the design, features, and reputation of the brand play a more significant role in the decision-making process.
The fact that design is getting more popular suggests that consumers are growing more interested in cellphones that have a visually appealing appearance. Both the process of driving design efforts and the process of understanding the changing preferences of smartphone users might potentially benefit from this information. The relevance of features highlights the fact that manufacturers of smartphones are required to give a wide range of functionalities in order to fulfil the requirements of their customers. Knowing the specific characteristics that consumers find useful may be beneficial to both the process of developing new products and the marketing campaigns that are being undertaken. Even when it is not the primary factor, it is still possible for a brand's reputation to impact purchasing decisions. It may be deduced from this that trust and familiarity with the brand may be important considerations for some consumers.
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[bookmark: _Toc178570406]Table 15: Table of response “What are the top three factors that influence your decision to purchase a new smartphone? (Rank in order of importance). [Top 1]”

"Brand reputation," which was selected as the most important factor by 35.8% of respondents, was found to be the most important factor. When it comes to making decisions about which cellphones to purchase, this suggests that familiarity with the brand and confidence in the brand are significant factors. With regard to the level of influence, "Features" and "Price" come in at the second and third places, respectively. 34.0% of respondents said that features were very important, whereas 28.3% of respondents placed a higher importance on cost. Taking this into consideration, it seems that the price of a smartphone and its capabilities are significant considerations for a significant number of customers. However, just 1.9% of respondents listed "design" as one of the most critical elements among the reasons that they put in their top three selections. It may be deduced from this that, while fashion may be significant to some individuals, the reputation of the brand, the features, and the cost have a higher impact on customers. A high degree of brand loyalty among smartphone users is shown by the predominance of brand reputation among these individuals. The relevance of features highlights the fact that manufacturers of smartphones are required to give a wide range of functionalities in order to fulfil the requirements of their customers. Knowing the specific characteristics that consumers find useful may be beneficial to both the process of developing new products and the marketing campaigns that are being undertaken. Price is a significant consideration for many people who buy smartphones, which indicates that affordability is an important factor to consider when making decisions.
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[bookmark: _Toc178570407]Table 16: Table of responses “What are the top three factors that influence your decision to purchase a new smartphone? (Rank in order of importance). [Top 2]”

The most significant component that was discovered is "Design," which was ranked first by 22.6% of those who participated in the survey. It can be deduced from this that people's decisions to purchase cellphones are heavily influenced by the visual appeal and aesthetics of the device. With regard to the level of impact, "brand reputation" and "features" come in at the second and third places, respectively. Among those who were polled, 30.2% of respondents said that features were crucial, while 22.6% believed that the reputation of the brand was more important. It seems from this that the functionality of a smartphone and the user's familiarity with the brand are crucial considerations for many consumers. According to the results of the survey, "Recommendations" was one of the top three criteria picked by 9.4% of respondents, making it the least important individual factor. For this reason, it may be inferred that recommendations are of lesser significance than design, functionality, and the reputation of the brand, even if they are capable of being taken into consideration to some degree.
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[bookmark: _Toc178570408]Table 17: Table of responses “What are the top three factors that influence your decision to purchase a new smartphone? (Rank in order of importance). [Top 3]”

The data collected from the survey focusses on the degree to which respondents are knowledgeable about the most recent features and technologies that are accessible.  It was indicated by 88.7% of the participants that they were either "Very aware" or "Somewhat aware" of the most recent features and advancements of the product. The fact that this is the case suggests that the sample group has a rather high level of awareness. On the other hand, only 11.3% of participants said that their degree of knowledge was "Not very aware," which suggests that a minority had a limited comprehension of technological advancements. On the basis of the results of the poll, it seems that the population that was sampled is generally aware of the advancements in technology. It is possible that this information will be of use in gaining an understanding of the amount of technical literacy that exists within a certain group or audience. In light of the relatively high level of expertise, it is possible that the application of the research findings might be affected, or that the material could need to be modified in order to suit different levels of technical skill.
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[bookmark: _Toc178570409]Table 18: Table of responses “How aware are you of the latest features and technologies offered by Apple and Samsung?”

The response that was responded to the most often was "Both equally," which indicates that 37.7% of respondents believed that both Apple and Samsung were equally imaginative. This indicates that both brands have comparable assessments of the level of innovation they provide. Despite the fact that views on innovation are largely spread equally, a somewhat larger percentage of respondents (37.7%) feel that Apple is more imaginative than Samsung (24.5%). The conclusion that can be drawn from this is that Apple has a little edge when it comes to the perception of brand innovation. The results of the study provide evidence of the intense competition that exists in the smartphone industry. A sizeable proportion of respondents believe that Apple and Samsung are on par with one another in terms of their degree of innovation. The reason for Apple's marginal edge in terms of perceived innovation may be traced back to specific aspects like as product features, marketing campaigns, or technological advancements. It is easy to identify these elements.
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[bookmark: _Toc178570410]Table 19: Table of responses “Which brand do you perceive as more innovative?”

The judgements of the respondents on whether brand, Apple or Samsung, offers better value for the money are the major focus of the data collected from the study. The majority of respondents (43.4%), who were asked about their opinions, believe that Samsung offers more value for the money than Apple (32.1%) does. The conclusion that can be drawn from this is that Samsung is more well rated among the population that was sampled for providing value for the money. According to the findings of the survey, a significant proportion of respondents (24.5%) believe that Samsung and Apple provide equivalent value for the dollars. The fact that this is the case indicates that a sizeable portion of the population that was sampled does not feel that there is a clear advantage in terms of value-for-money between the two brands. The results of the poll illustrate how competitive the smartphone business is, with the majority of respondents saying that Samsung provides a better value for the money than other phone manufacturers. The perception that Samsung offers an exceptional value for the money may have been influenced by a number of factors, such as pricing strategies, product characteristics, or promotional endeavours.
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[bookmark: _Toc178570411]Table 20: Table of responses “Which brand do you perceive as offering better value for money?”

The major focus of the survey data is on determining whether or not the respondents had ever owned both Samsung and Apple mobile devices in the past. A significant proportion of the participants, namely 77.4%, said that they had previously owned mobile devices manufactured by Apple and Samsung. Based on this, it seems that a sizeable portion of the population that was sampled is familiar with both brands. The fact that just 22.6% of respondents did not own both brands of smartphones demonstrates that possessing two cellphones is not all that unusual among those who were polled or surveyed. The fact that a significant number of people who use smartphones have more than one device suggests that they may not be brand loyal and may be open to switching between Apple and Samsung. It is possible that it will be required to focus on topics such as brand comparison, consumer preferences, and the process of choosing between Samsung and Apple goods. This is because the rate of dual smartphone ownership is very high.
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[bookmark: _Toc178570412]Table 21: Table of responses “Have you owned both Apple and Samsung smartphones in the past?”

According to the results of the study, the digital channels that respondents use the most often to learn about things are the primary focus of attention. According to the responses, the digital method that is most often used to learn about products is "social media," which was picked by 41.5% of respondents. The conclusion that can be drawn from this is that for a sizeable portion of the population that was sampled, social media websites are the primary destination for acquiring product information. "Online reviews" and "company websites" are two more venues that are popular, with 22.6% and 24.5% of respondents, respectively, using them. It would seem from this that these platforms are significant for doing product research. "In-store experience" is the channel that receives the least amount of use, with just 11.3% of respondents using it. The results of this study demonstrate that while in-store interactions may still be beneficial, consumers prefer to get information about items via digital means. The fact that social media is so widely used as a medium for educating consumers about products highlights the necessity of social media marketing strategies that are successful for small businesses. It is important for businesses to prioritise the development of a robust online presence and content that is interactive. The enormous number of reviews that can be found on the internet brings to light the importance of organisations actively managing their reputation on the internet. It is possible that consumers' perceptions of you will be significantly impacted by your ability to monitor and respond to reviews. It is possible that in-store experiences are still valuable for developing a connection with clients and providing them with practical product demonstrations, even if they are used somewhat less often. The idea of merging in-store events with online marketing initiatives is one that businesses have to give some thought to.
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[bookmark: _Toc178570413]Table 22: Table of responses “Which digital channels do you use most frequently to learn about new smartphone models?”

According to the answers provided by the respondents, the primary focus of the research findings is on the effectiveness of digital advertisements produced by Apple and Samsung. Regarding the effectiveness of Apple and Samsung's digital commercials, a sizeable majority of respondents (81.1%) awarded them a rating of "4" or a rating of "5" on a scale that ranged from 1 to 5, suggesting that they had a positive assessment of their effectiveness. Unfavourable judgements on the effectiveness of digital ads are rather uncommon, as only 11.3% of participants rated the effectiveness as a "1" or a "2," suggesting that the effectiveness of digital marketing is quite low. In accordance with the results of the survey, individuals are of the opinion that Apple and Samsung have very effective digital advertising tactics.
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[bookmark: _Toc178570414]Table 23: Table of response “How do you rate the effectiveness of Apple's and Samsung's digital marketing campaigns in influencing your purchase decision?  (Rate on a scale of 1-5, 1 being not at all)”

In the survey data, the primary focus is on determining whether or if the participants have seen any changes in the advertisements that they run. In terms of the advertisements that they run, the great majority of participants (84.9% of them) said that they have observed alterations. It seems from this that a sizeable portion of the population that was sampled is aware of the fact that advertising might change in terms of their presentation or their content. Only 15.1% of those who took part in the survey said that they had not seen any differences in advertising. It may be deduced from this that only a very small percentage of people are unaware of the changes in advertising. The results of the poll indicate that respondents had a good understanding of the differences between advertisements. It is possible that it will be essential to focus on features of customer perception, advertising effectiveness, and the consequences of variations on consumer behaviour. This is because it is usual to detect changes in advertisements.
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[bookmark: _Toc178570415]Table 24: Table of responses “Have you noticed any differences in the advertisements you see from Apple and Samsung over time?”



[bookmark: _Toc178570386]Discussion 
The data collected from the survey includes a wide range of topics, such as consumer behaviour, views of brands, and the usage of smartphones. Through thorough examination of this data, we may be able to get a great lot of insight about the habits, attitudes, and interests of the people that represented the sample.
The results of the survey provide evidence that a significant number of respondents own and make use of cellphones. The vast majority of individuals make use of their mobile devices for a number of activities, including searching for information, surfing social media, watching videos, reading the news, and making shopping and purchase decisions online. The analysis reveals that there are a variety of perspectives on the Samsung and Apple brands. In spite of the fact that customers consider both companies to be innovative and effective in their digital advertising, Samsung is often considered to provide a better value for the money. The fact that a significant number of respondents have owned cellphones manufactured by both Apple and Samsung demonstrates that there is a lack of strong brand loyalty among the respondents. During the course of the survey, respondents were asked about their thoughts and feelings about advertising, online reviews, and the acquisition of smartphones. When choosing a smartphone, a significant number of respondents place a high level of importance on the device's design, functionality, and reputation as a brand. A significant proportion of respondents seldom click on advertisements on social media platforms, despite the fact that these advertisements are frequently prominent. Reviews on the internet are seen with varying degrees of trust, with the majority of users expressing a neutral stance.
According to the results of the survey, in order for businesses to attract clients, they should focus on building designs that are visually beautiful, offering a range of functions, and establishing strong brand identities. It is essential to develop an efficient social media marketing strategy in order to achieve the goals of engaging the target audience and expanding reach. The data demonstrates that it is becoming more common for individuals to rely on their mobile phones for a wide range of activities, which indicates a shift in consumption towards digital media. Through the analysis of these trends, businesses and marketers have the opportunity to gain insight into the shifting wants and preferences of consumers. The absence of strong brand loyalty among the respondents is indicative of the fact that consumers are flexible and may pick multiple brands based on the features they provide and the value they provide for their money. To maintain the loyalty of their customers, businesses need to differentiate themselves. In spite of the fact that advertisements on social media are viewed by a large number of people, boosting the relevance and targeting of advertisements is vital for effective advertising efforts. This is shown by the relatively low click-through rates. One's online reputation is very important, as shown by the fact that different people have different perspectives on internet reviews. Regularly monitoring evaluations and responding to them is something that organisations should do in order to build credibility and confidence in their brand.

[bookmark: _Toc178570387]Literature Review and Survey Findings: Supporting Evidence
A better understanding of consumer behaviour, views of brands, and smartphone usage may be gained from the survey data. The following are the most important findings:
The broad availability of smartphones and the fact that they may be used for a diverse variety of functions are two examples that demonstrate how vital they are to modern life. Despite the fact that respondents have varying perspectives on Apple and Samsung, both companies are considered to be innovative and effective in the field of digital advertising. Despite this, the majority of individuals feel that Samsung offers a better value for the money than its competitors. According to the results of the survey, individuals place a high level of importance on the design, functionality, and reputation of the brand when choosing a mobile phone. A significant proportion of respondents seldom click on advertisements on social media platforms, despite the fact that these advertisements are frequently prominent. Reviews on the internet are seen with varying degrees of trust, with the majority of users expressing a neutral stance.

Alignment with Digital Marketing Literature:
The findings of the survey are, for the most part, in agreement with the existing body of information about consumer behaviour and digital marketing. An overview of the ways in which the results either support or reject the literature is provided below:
1. Digital Marketing and Consumer Behavior: 
There is a strong correlation between the widespread use of cellphones and the study that demonstrates the rising dependency on digital devices for a range of activities. These findings provide credence to the existing corpus of research on the ways in which social media influences consumer decisions. Social media is the primary means by which individuals acquire knowledge about products, and it has a discernible influence on the manner in which people view companies and make purchases. The contradictory viewpoints expressed on online reviews are in line with the findings of research that suggests these reviews have a significant influence on the products that people choose to purchase. As can be observed from the relatively low click-through rates for advertisements on social networks, the research that has been conducted on the effectiveness of digital marketing implies that content that is both targeted and entertaining is required.
2. Theoretical Framework:
The findings from the survey back up the assumption of the Diffusion of Innovation Theory, which states that there is a broad range of understanding and adoption of new technology among respondents, such as smartphones. According to TAM, the findings are in agreement with the hypothesis that the views of respondents on the usefulness and ease of using smartphones presumably have an effect on the extent to which they are accepted and utilised. The data from the study depicts each stage of the CDJ, which includes awareness (the awareness of having a smartphone), contemplation (the evaluation of brands), and purchase (the selection of a specific smartphone).
3. Digital Marketing Startegies:
The findings of the survey, which reveal that respondents get product information from a range of digital sources, such as social media, company websites, and online reviews, lend credence to the idea that multi-channel marketing is an important marketing strategy. According to study on the value of creating a brand via digital marketing, the focus placed on brand design and reputation is consistent with the findings of the research. Personalisation and A/B testing are two strategies that might potentially be beneficial in digital marketing. The survey data indicates that respondents are more likely to connect with content that is relevant to them and personalised to their specific needs.
[bookmark: _Toc178570388]Literature Review and Survey Findings: Contradicting Evidence
The findings of the survey analysis are, for the most part, consistent with the collection of information that is currently accessible about consumer behaviour and digital marketing. The corpus of research suggests that smartphones are widely used, that features and design play a significant role in influencing smartphone purchases, and that digital marketing has an impact on consumer behaviour and the image that they have of a brand.

[bookmark: _Toc178570389]Conclusions
The business environment has undergone an irreversible transformation due to the digital revolution, which has made a transition from conventional marketing approaches to creative digital strategies necessary. In order for organisations to grow and be successful, digital marketing, which encompasses a broad variety of online platforms and methods, has become a vital component. Businesses now have opportunities that have never been seen before to communicate with their target audiences, establish brand loyalty, and improve sales. This is made possible by the internet's unparalleled reach and engagement capabilities. As a result of the precision of digital marketing, focused audience segmentation based on demographics, interests, and behaviour is made feasible. This allows for the efficient utilisation of marketing resources, which in turn maximises return on investment. Additionally, interactive channels like as social media provide deeper customer engagements that improve happiness and loyalty. These interactions may be achieved via feedback, involvement, and personalisation from users. The quantitative nature of digital marketing, which allows real-time monitoring and analysis, provides businesses with the flexibility to refine their strategies and make decisions based on data. In the end, the evolution of digital marketing has resulted in the creation of a dynamic and sophisticated ecosystem that provides companies with a broad variety of chances to connect with their target market, create their brands, and stimulate expansion. Digital marketing is an essential component of modern business strategies because of its ability to accurately target consumers, establish relationships, evaluate performance, and adapt to shifting patterns of consumer behaviour.
Several studies have shown that social media platforms, search engine optimisation, and content marketing all have a significant influence on how customers perceive a brand and how well they are aware of it. Specifically, social media has been an essential component in the development of brand communities and the promotion of consumer contact, both of which have a direct impact on the decisions that consumers make about their purchases. It has also been shown that the ability of digital marketing to give tailored content is related with a better degree of customer satisfaction and loyalty. Additionally, to influencing consumer behaviour at later stages of the buying process, digital marketing also has an impact on the customer's perception and identification with the brand. The utilisation of user-generated material and online reviews has been shown to have a significant impact on consumers' evaluations of products and their intentions to make purchases. Email marketing and remarketing have also been shown to be effective digital marketing tactics for increasing the number of conversions and customer purchases. Nevertheless, in order for digital marketing to be successful, it is necessary to have a profound understanding of the tastes and behaviours of various customers. Marketers are required to make consistent adjustments to their approach in order to remain current with the ever-evolving consumer trends and technological advancements.
The analysis of survey data presented in this research provides the reader with relevant information on consumer behaviour, views of brands, and the usage of smartphones. The broad usage of smartphones for a range of reasons, the relevance of features and design in buying decisions, and the diverse assessments of the Apple and Samsung brands are some of the primary findings that can be drawn from this study. The research also demonstrates how digital marketing may impact the views that customers have of businesses as well as the behaviour that they exhibit. This highlights the need of having material that is both relevant and entertaining in order to have effective marketing endeavours. The findings provide more evidence that the relevance of brand building via digital marketing as well as the pervasiveness of smartphone usage and the impact of social media on consumer decisions are all confirmed. They are also consistent with the corpus of research that is currently being conducted on digital marketing and consumer behaviour. The survey does, however, bring to light nuances and specific trends that may not be adequately covered by the body of research that is currently available. These include the variation in opinions between Apple and Samsung, the frequency with which customers own two smartphones, and the specific factors that influence customers' decisions when it comes to online reviews.
When everything is taken into consideration, the survey data allows us to increase our understanding of how consumer behaviour and the usage of smartphones are evolving. It is possible for companies and marketers to make use of the information that was acquired from this inquiry in order to assist them in developing effective strategies for interacting with and engaging their target audience using digital technology. It is necessary to do more research in order to thoroughly analyse the implications of the individual findings and to determine how they could contribute to the existing body of knowledge.


[bookmark: _Toc178570390]Recommendations
In light of the results of the research, the following recommendations are offered to businesses and marketers in order to ensure that digital marketing strategies are used effectively:
· Businesses should prioritise digital marketing as a key element of their entire marketing strategy, given its substantial influence on customer awareness, brand image, and purchase choices. The provision of sufficient cash for digital marketing initiatives and the guarantee that teams are equipped with the knowledge and skills necessary to properly manage and monitor campaigns are both highly recommended.
· In order for digital marketing to be successful, it is vital to have a comprehensive understanding of the preferences and behaviours of various customers. Maintain a close watch on the trends of consumers, conduct an analysis of market information, and make use of consumer insights in order to design messages and strategies that will appeal to the target audience.
· There is no other medium that offers as many opportunities to communicate with customers, build communities around a brand, and boost income as social media platforms do. In order to have a successful online presence on social media, it is important to supply followers with intriguing content and participate in conversation with them.
· One of the most important things that can be done to increase the visibility of a website and attract natural visitors is to optimise it for search engines. In order to boost your website's search engine rankings, you should do extensive keyword research, optimise the content of your website, and establish backlinks of a high content quality.
· Offering content that is both informative and helpful is a great way to attract and maintain the attention of your target audience. In order to enhance your strategy, you should develop a content plan, distribute information across a number of different channels, and monitor the outcomes of your efforts.
· Personalised content delivery is necessary in order to provide each unique client with content that is both relevant and engaging. You should first use data and analytics to segment your audience, and then you should tailor your message to the specific interests and preferences of each segment.
· User-generated content (UGC) should be promoted in order to boost customer engagement, trust in the brand, and awareness of the company. Make advantage of content that was contributed by users on your official website, social media accounts, and other promotional materials.
· Email marketing campaigns and remarketing are two methods that may be used to increase conversions and target certain audience segments. In order to cultivate prospects and retarget website visitors with tailored advertisements, you may use individualised email marketing campaigns.
· In order to find areas in which your digital marketing campaigns may be improved, you should monitor and evaluate the outcomes of such projects. Utilise analytics technologies in order to keep track of significant indicators, investigate information, and arrive at decisions based on that knowledge.
· In the realm of digital, things are always evolving. In order to ensure that your strategies for internet marketing continue to be successful, it is important to stay current with evolving trends, technology, and best practices.
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