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Abstract

In the introduction chapter, the inclusion of a discussion about digital marketing and the performance of Samsung company in this field. Then the background of the study has been discussed. There is also the inclusion of the research problem and the rationale of the research. The inclusion of the aims and objective of the research has been discussed. Some questions on the basis of the objectives have been included. The structure of the dissertation has been included in this chapter. The significance of the research for further Research and conducting digital marketing properly has been included here. The summarized form of the chapter has been included at the last as a chapter summary.
The literature review chapter is focused on understanding how digital marketing shapes the way companies connect with customers globally, with Samsung as a real-world example. It is very clear that digital marketing has successfully brought big changes to how businesses reach out to people all around the world. Samsung, with the use of smart digital marketing methods, has successfully expanded its influence, made its brand more well-known, engaged various customers effectively, and finally improved sales. This chapter also highlights how digital marketing affects how people make their respective decisions about buying things as well as how they feel about brands, showing how it is really changing the game in the fast-changing global market.
In the chapter Methodology, the inclusion of the interpretivism research philosophy, inductive research approach and descriptive Research Design has occurred. The justification for all the methodology has been included here. The validity and liability of the research have been discussed here. The Data Collection procedure using the Survey method and previously published articles has been mentioned here. The sample size, Data Collection techniques and tools have been mentioned here. The justification of the data analysis process by the thematic analysis and SPSS has been included in this part. The time-line and ethical considerations of the research have also been mentioned in this part. The limitation of the research has also been included in the ending part of this research.
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[bookmark: _Toc143260967]Chapter 1: Introduction
[bookmark: _Toc143260968]1.1 Introduction 
Digital marketing is associated with comprising all the marketing efforts which use the internet. It includes digital channels such as websites, emails, social media etc. All of these are used for connecting with prospective and current customers (Desai and Vidyapeeth, 2019). In the recent world, the gradual rise of digital marketing is associated with changing the substance of Global marketing. It is also helpful in providing better approaches for business in order to make a proper interaction with the audiences of the target market. This is helpful in gathering a large audience and providing information about the product and service of a specific company to them.
[bookmark: _yv1ttrs9buny]In the case of the Samsung company, the study is focusing on the analysis of the effect of digital marketing on the Global marketing practice. The company Samsung has used digital marketing for making people aware of their products and service in the Global range. The company Samsung has increased their brand perception and retention of customers with the help of marketing (Vu and Vu, 2021). This study is aiming for determining to which extent digital marketing makes an impact on brand perception, consumer behavior as well as the success of this company. The study also targets the success of Global marketing focusing on the digital marketing techniques and results of the Samsung company.
[bookmark: _Toc143260969]1.2 Background 
 The main objective of successful marketing is associated with making the connection with the target audience in a proper manner and at the appropriate time. In the recent world, most people are spending they are screen time in a higher amount. As a result, according to the statement of Saura et al. (2019), the appropriate place for meeting with the audience is the Internet. digital marketing helps companies in gaining the attention of people from the target market. The traditional marketing practice is not helpful for getting the attention of the Global audience as it is restricted by geographical barriers. The making of Champion on international marketing is also expensive and time-consuming. According to the statement of Olazo, (2022), digital marketing helps in achieving customers from the international market with the application of less money and effort.
[bookmark: _uzs7li5nuqll]Along with getting the customers from the Global market digital marketing helps the company also in improving the customer base in their regional market. Samsung is a South Korean-based multinational company (Samsung, 2023). This company is famous to the people of all countries for their forerunner strategy of business. This company is associated with the delivery of huge electrical components such as television cell phones and household appliances.  In the case of the Samsung company, a different strategy has been included for getting the attention of Global customers. According to the statement of Shvets, (2023), search engine optimization, collaboration with social media influence influencers, content marketing as well as social media marketing are included in these strategies for improving their business. This allows them in getting customers from the large ground.  The proper strategy in digital marketing is associated with gaining more customers day by day and retaining them.
[bookmark: _Toc143260970]1.3 Research Problem 
[bookmark: _ivij4ryk9nq7]Digital marketing has become an important strategy for obtaining an audience from the regional market as well as the Global market. According to the statement of Omar et al. (2020), digital marketing is helpful in involving a large audience from the international or target market. This is helpful in improving the brand value of the company. Many people become aware of the product and service of a company. In the study, the discussion of the digital marketing strategies of Samsung company has been discussed in order to determine the effectiveness of this in increasing the brand value as well as creating a brand trust base of the customer from the Global market.
[bookmark: _Toc143260971]1.4 Rationale of the Study
The study is based on the determination of the specific extent to which digital marketing has helped Samsung in creating a customer base from the international market. This research will be helpful for the Samsung company as this includes the effectiveness of digital marketing in increasing brand awareness. the research will help the company by providing insight into its digital marketing strategy and the effectiveness of digital marketing. In this way, the company will become more interested in making more Strategies for improving their digital marketing skill in gaining a greater number of audiences from the Global market. According to the statement of Wiryany et al, (2023), digital marketing will also become beneficial for them to gain new customers as well as retain the previous ones.
[bookmark: _Toc143260972]1.5 Aim, objectives and research questions
[bookmark: _o8oinoaoelm0]Research Aim 
The aim of the research is associated with the examination of the use of contextual investigation of Samsung, what digital marketing has impacted the Global marketing practices as well as the determination of the digital marketing strategy of Samsung in maintaining customer behaviour, brand perception and global market reach. 
Research Objectives 
· To analyze the “digital marketing strategies” employed by “the Samsung Company” in its “global marketing efforts”
· To assess the effectiveness of digital marketing initiatives of Samsung as far as market reach, customer engagement, brand mindfulness and sales performance.
· [bookmark: _vwalwry5ooal]To examine the effect of digital marketing on “consumer behavior”, including buying decisions and brand faithfulness, in the global market setting.
 Research Questions 
RQ1: What “principal digital marketing strategies” does “Samsung Company” use in its “international marketing efforts”?
RQ2: How successfully does “digital marketing” promote the company's items globally, “raising brand recognition”, “retaining consumers”, and generating sales?
RQ3: What impact does “digital marketing” have on “global consumer behaviour”, especially as far as “influencing buying decisions” and “promoting brand dedication”?
[bookmark: _q5le7gorj7tc][bookmark: _Toc143260973]1.6 Dissertation outline

Figure1.1: Dissertation outline
(Source: Self-developed)
[bookmark: _6z457wq0kls4][bookmark: _Toc143260974]1.7 Research Significance 
This research will be beneficial for further researchers as it includes the effect of digital marketing on the improvement of the brand value of a specific company. Further researchers will gain knowledge regarding the effect of digital marketing on the Samsung company and the extent to which digital marketing helps the Samsung company in its gradual improvement. 
On the other hand, this research will also become beneficial for entrepreneurs or the owner of small companies who are planning for making their companies globalized. This research will help them in gaining knowledge about the strategies required for digital marketing. As a result of gaining knowledge on this aspect, the owner of the company will be able to improve their marketing skill with the use of digital marketing. This research will also set the example of Samsung which has improved its brand perception towards the people of the global market. The owner will also get knowledge regarding Samsung and will be able to implement the strategies of digital marketing properly.
[bookmark: _25l8whnw4dw][bookmark: _Toc143260975]1.8 Summary 
In the chapter introduction, there is the inclusion of a discussion about digital marketing and the performance of Samsung company in this field. Then the background of the study has been discussed. There is the inclusion of the research problem and the rationale of the research. In the next part of this chapter, the inclusion of the aims and objective of the research has been discussed on the basis of which the whole research work has been conducted. A set of questions on the basis of the objectives has been included. The structure of the dissertation has been included in this chapter. The significance of the research for further Research and conducting digital marketing properly has been included here. The summarized form of the chapter has been included at the last.
[bookmark: _Toc143260976]Chapter 2: Literature Review 
[bookmark: _Toc143260977]2.1 Introduction 
In this rapidly changing world, digital technology has totally transformed the way businesses promote as well as sell their products and services. This particular shift is particularly evident in the marketing field, where the rise of digital platforms has totally revolutionized how companies connect with their customers across the globe (Putri, 2022). One of the most prominent players in this landscape is Samsung, a multinational corporation known for its innovative electronics as well as technology solutions.
The main purpose of this particular literature review is to delve into the profound influence of digital marketing on the broader realm of global marketing, with the use of Samsung as a compelling case study. Digital marketing encompasses a very wide range of strategies that leverage social media, search engines, online platforms, and other digital channels for engaging with audiences. As businesses seek for expanding their reach beyond borders, understanding the impact of digital marketing on their international efforts becomes paramount.
This review aims for exploring how Samsung, a company with a very vast global presence, has totally utilized digital marketing strategies for enhancing its global marketing endeavours. With the examination of the experiences as well as practices of Samsung, valuable insights could be gleaned into the challenges as well as opportunities that arise when integrating digital methods into a multinational marketing framework.
The importance of this study lies in its potential for providing guidance for businesses navigating the dynamic landscape of digital marketing in this global context. As technology continues to evolve and hence shape consumer behavior, it is very important for companies to adapt their marketing strategies accordingly. With the analysis of the journey of Samsung, important lessons could be uncovered that not only contribute to academic understanding but could also offer practical implications for businesses aiming to thrive in an interconnected digital age. In this particular chapter that follows, it will also delve into relevant theories, literature, and case studies that shed light on the transformative role of digital marketing within the context of global marketing. With the help of this exploration, it also aims to contribute to the ongoing dialogue surrounding effective marketing strategies in this increasingly digital world.
Critical Review of the literature on Digital Marketing
[bookmark: _Toc143260978][bookmark: _Hlk142927024]2.2 The digital marketing strategies employed by Samsung Company in its global marketing efforts. 
As commented by Haeruddin et al. (2023), the company Samsung has successfully embraced a range of effective digital marketing strategies for powering its global marketing initiatives. All these strategies leverage the vast opportunities that is mainly offered by the digital landscape for connecting with consumers around the world. By adeptly employing all these strategies, Samsung has also managed to elevate its brand presence, engage with various audiences, and drive sales on a global scale.
· Social Media Engagement: One stand-out digital marketing strategy that has been harnessed by Samsung is active engagement on social media platforms. With millions of users all over the world, platforms like Instagram, Twitter, Facebook, and YouTube provide a dynamic arena for Samsung for showcasing its products, sharing captivating content, and finally engaging with its audience in real-time. With the help of videos, posts, and interactive content, Samsung also maintains an ongoing dialogue with its customers, fostering brand loyalty as well as awareness.
· Influencer Collaborations: As stated by Shvets, (2023), Collaborating with various influencers, who are individuals with a substantial following on social media, has also become a powerful tool in the digital marketing tool-kit of Samsung. All these influencers could also create content that features Samsung products in relatable and authentic ways. By doing so, Samsung also taps into the credibility and reach of influencers, effectively reaching new audiences as well as creating a buzz around their products.
· Search Engine Optimization: Samsung also recognizes the significance of appearing at the top of search engine results when potential customers are looking for related products. To achieve this, they could also employ SEO strategies that could optimize their website as well as online content to rank higher in search engine results. This also ensures that when someone searches for a product that Samsung offers, they are more likely to find Samsung's offerings prominently displayed.
· Content Marketing: Content is also king in the digital realm, and Samsung knows this well. They also create a diverse range of informative as well as engaging content, from blog posts to videos to infographics, that not only showcase their products but also provide value to their audience. By offering helpful content related to their respective products as well as the industry, Samsung positions itself as a reliable source of information and expertise.
· Personalization and Data Utilization: Samsung also makes use of data analytics for understanding customer preferences and behavior. This particular data-driven approach enables them for tailoring their marketing messages as well as product recommendations to individual customers. Personalized marketing also enhances customer experience as well as increases the likelihood of conversions.
· E-commerce Integration: Samsung has further also seamlessly integrated its digital marketing efforts with e-commerce platforms. Consumers could easily transition from learning about a product with the help of a digital advertisement to making a purchase online. This particular streamlined process enhances the customer journey as well as encourages immediate action.
· Mobile Optimization: Recognizing the prevalence of usage of mobile devices, Samsung also ensures that its digital marketing strategies are successfully optimized for mobile platforms (Ardiansyah, 2019). This also includes responsive design, mobile-friendly websites, and mobile apps that provide a seamless experience for various users on smartphones and tablets.
· Interactive Experiences: Samsung often also incorporates interactive elements into its campaigns of digital marketing. This could also range from interactive advertisements that allow users for exploring product features to virtual reality experiences that also immerse users in the world of the brand. All these interactions also create a deeper connection with the brand and its offerings.
· Global Localization: While employing various global strategies, Samsung is also attentive to local nuances as well as cultural differences. They could also tailor their digital marketing content to resonate with languages, specific regions, and cultural preferences. This localized approach mainly helps Samsung connect more deeply with diverse audiences.
· Data Privacy and Security: In this digital marketing era, data privacy, as well as security, are paramount. Samsung also ensures that the data it collects from various users is handled responsibly as well as transparently. This also builds trust and hence maintains a positive brand image.
[image: ]
Figure 2.2: Digital Marketing strategies employed by Samsung
(Source: Self-created)
The success of Samsung in global marketing is significantly bolstered by its adept use of various digital marketing strategies. All these strategies collectively help Samsung engage, reach, and convert customers across the globe. With the embracement of social media, SEO, content marketing, influencers, mobile optimization, personalization, e-commerce, localization, interactivity, and data privacy, Samsung also effectively navigates the complexities of digital marketing in a global context. This particular approach not only boosts brand visibility but also fosters lasting connections with its worldwide audience.
[bookmark: _Toc143260979][bookmark: _Hlk142926987]2.3 The effectiveness of Samsung’s digital marketing initiatives as far as market reach, brand mindfulness, customer engagement, and sales performance. 
According to Anjani, (2023), the digital marketing initiatives of Samsung have also demonstrated remarkable effectiveness across several critical dimensions: brand mindfulness, customer engagement, market reach, and sales performance. With the help of the strategic utilization of digital platforms, Samsung has also been able to extend its market reach to a global scale. By capitalizing on the vast user base of search engines, social media platforms, and targeted online advertising, the products and messages of the company have successfully reached audiences worldwide, even in previously untapped markets. This widened reach has also bolstered the brand visibility of Samsung and contributed to the expansion of its customer base.
In terms of brand mindfulness, the digital marketing strategies of Samsung have proven highly impactful. With the help of a consistent as well as compelling online presence, the company has successfully cultivated a strong brand image in the customer’s minds. With the use of visual storytelling, engaging content, and interactive experiences, Samsung has also effectively conveyed its technological innovation, core values, and commitment to excellence (Vu and Vu, 2023). As a result, Samsung has further also established itself as a reputable as well as recognizable brand that resonates positively with a global audience.
Customer engagement has further also been a focal point of the digital marketing success of Samsung. By fostering meaningful interactions with customers with the help of various online channels, the company has also created a sense of community as well as connection. With the help of social media contests, interactive campaigns, and responsive communication, Samsung has not only addressed customer inquiries promptly but further has also demonstrated a genuine willingness for listening to feedback as well as incorporate it into their strategies (Jacob and Tan, 2021). This proactive approach has also built loyalty, trust, and a strong rapport with their customers, driving repeat business as well as positive word-of-mouth recommendations.
The impact of digital marketing initiatives of Samsung on sales performance has been substantial. The seamless digital marketing efforts integration with e-commerce platforms has also facilitated a smooth transition for potential customers from initial interest to final purchase. Personalized product recommendations based on user behaviors and preferences have contributed to higher conversion rates. In addition, time-sensitive promotions as well as exclusive online offers have also created a sense of urgency that mainly encourages immediate action (Wu et al. 2021). The presentation of products with the help of compelling visuals as well as engaging narratives has further incentivized purchase decisions, resulting in a notable boost in sales as well as revenue for the company.
In measuring the of all these initiatives effectiveness, Samsung also employs a range of tools as well as metrics. Web analytics also provide insights into user behavior, website traffic, and conversion rates, enabling the company for gauging the impact of their digital marketing strategies on online interactions. Social media analytics further also offer data on audience demographics, engagement levels, and the reach of their posts, aiding in refining their targeting as well as content creation. Regular monitoring of sentiment analysis and online conversations allows Samsung to assess how their brand is perceived and hence make necessary adjustments (Madan and Rosca, 2022). Moreover, the correlation between their digital marketing efforts as well as sales data from e-commerce platforms also provides a direct reflection of the impact of strategies on revenue generation.
An essential aspect of the success of Samsung in this realm is its adaptive approach. The company also recognizes the ever-evolving nature of the digital landscape and hence continuously adjusts its strategies for aligning with emerging trends as well as changing consumer behaviors. This particular commitment to staying relevant as well as responsive ensures that the digital marketing initiatives of Samsung remain effective in achieving their goals. With the help of this particular digital marketing effectiveness, Samsung has successfully earned a sales and profit of around $40 trillion in the year 2022.
[image: ]
Figure 2.3: The effectiveness of Samsung’s digital marketing initiatives
(Source: Wikipedia.com, 2023)
[bookmark: _Toc143260980][bookmark: _Hlk142926949]2.4 The influence of digital marketing on consumer behavior, including buying decisions and brand faithfulness, in the global market setting. 
The digital marketing influence on consumer behavior, encompassing buying decisions as well as brand loyalty, holds a very important implications in the global market arena. Digital marketing has also revolutionized how consumers interact with brands as well as make purchasing choices. In this modern landscape, digital platforms play a very pivotal role in shaping consumers' preferences, perceptions, and behaviors.
As stated by Sembiring et al. (2023), Digital marketing further also profoundly impacts buying decisions of consumers. The accessibility of information with the help of online channels empowers consumers for conducting with the help of research before making purchases. They could also read reviews, compare products, and seek recommendations from peers, all with just a few clicks. Digital marketing campaigns, such as sponsored content, targeted advertisements, and influencer collaborations, further influence consumers' awareness as well as consideration of products. Companies could also tailor their messaging for catering to specific consumer segments, addressing their needs as well as pain points directly. The result is an enhanced decision-making process, where all the consumers are well-informed as well as equipped to make choices aligned with their preferences.
Moreover, digital marketing further also plays a very pivotal role in shaping the brand loyalty of consumers. The interactive nature of digital platforms further also facilitates direct engagement among brands and customers. Social media platforms further also provide spaces where consumers could voice their opinions, engage with brands, and receive timely responses. Brands that actively respond to various queries of customers, as well as feedback, demonstrate a commitment to customer satisfaction, fostering a sense of loyalty and trust. In addition, digital marketing also enables brands for crafting compelling narratives that mainly resonate with consumers on an emotional level. With the help of storytelling, brands could also communicate their mission, values, and personality, forging a stronger connection with their audience. This emotional connection could successfully lead to a deeper level of brand loyalty, where consumers not only repeatedly purchase products but could also become advocates who passionately promote the brand to others.
In this global market setting, the digital marketing impact on consumer behavior is amplified. The digital platform's reach transcends geographical boundaries, allowing various brands to connect with consumers all over the world (Ishigai et al. 2021). Cultural nuances as well as local preferences could also be integrated into digital marketing strategies, making the messages of the brand more relevant as well as relatable to diverse audiences. Localization efforts, such as translating content as well as adapting campaigns to regional tastes, enhance the appeal of brands in various markets. This particular approach acknowledges the uniqueness of each market and hence establishes a connection that goes beyond a mere transactional relationship.
Digital marketing further also capitalizes on the interconnected with the global market nature. Consumers could also share their experiences as well as opinions with a global audience, influencing others' decisions and perceptions (Handayani, 2022). Positive feedback as well as user-generated content could also contribute to a brand's reputation and credibility, fostering a virtuous cycle of trust as well as loyalty. On the flip side, negative experiences could also spread rapidly, underscoring the significance of consistently delivering on promises as well as maintaining a strong online presence.
As consumers increasingly engage with various digital marketing content, it also becomes imperative for brands for prioritizing authenticity and transparency. The accessibility of information also means that discrepancies or misleading claims could be very quickly identified and shared, leading to reputational damage. Brands that mainly provide accurate information, uphold transparency, and deliver on promises build a foundation of trust that mainly resonates with consumers.
[bookmark: _Toc143260983]2.5 Literature Gap 
The current literature on the digital marketing impact on global marketing, specifically using Samsung as a case study, offers valuable insights into various aspects. However, there is a notable gap regarding a comprehensive examination of how specific digital marketing strategies employed by Samsung influence consumer behavior in terms of buying decisions as well as brand loyalty on a global scale. While existing studies discuss the broad effects of digital marketing, there is also a room for a more focused investigation into the nuances of consumer responses to various strategies of Samsung, considering factors such as localized content, cultural diversity, and the emotional connections forged with the help of digital interactions (Jacob et al. 2021). By delving deeper into all these aspects, researchers could also contribute to a more nuanced understanding of how digital marketing shapes consumer behavior as well as the subsequent impact on global marketing success of Samsung.
[bookmark: _Toc143260981]2.6 Theoretical Framework 
Consumer Decision-Making Process (CDMP) Theory more detailed about Samsung
The “Consumer Decision-Making Process (CDMP) theory” provides a foundational framework that helps in understanding how consumers go through various stages when making buying decisions. This theory further also suggests that consumers pass through various steps before purchasing a product. All these stages mainly include information search, problem recognition, purchase decision, evaluation of alternatives, and post-purchase behavior. In the context of this particular research, the CDMP theory could help analyze how digital marketing influences each stage of the decision-making process . For instance, digital marketing content as well as personalized recommendations could impact how consumers search for information, assess product options, recognize their needs, and ultimately make purchases (Vu et al. 2021). With the examination of how Samsung's digital marketing strategies align with all these stages, the research could also gain insights into the effectiveness of digital marketing on consumer behavior as well as buying decisions.
The Race  Model 
Dave Chaffey of Smart Insights introduced the RACE concept in 2010, and it was modified in 2012 and 2015. The method itself (Reach - Act - Convert - Engage) has four stages as well. 
The Reach:
The reach is Exploration, it consists of Search engines, Social Networks, Publishers and Blogs 
Search Engines:-
Search engine marketing (SEM) is a kind of promotion and advertising which helps businesses' content place better in search engine listings. Search engine marketing, like search engine optimisation (SEO), assists businesses by enhancing the way search engines rank content.
The reach of the Samsung company, in the opinion of the corporation, assisted them to go into the public or the consumers' sight to have an idea regarding the company or the product to take into custody, by using social media.

Through paid search engine advertising, SEM assists businesses in bringing their products and services to the notice of audiences. SEM (search engine marketing) is an internet marketing method in which businesses purchase targeted ad space at the top of search engine result pages (SERP). This method differs from SEO, which focuses on optimising content for search engine algorithms so that it ranks high on search engine results pages (SERPs).
The most popular search engines are Google, Bing, and Yahoo.
The Act:
The act is the Decision Making Stage, it consists of Website, blog, community and the interactive tools. 
Using the act strategy (decision making), Samsung benefits from keeping blogs on their websites so that customers have complete knowledge about the company to help them make a decision.

When an advertisement was broadcast on TV or radio, the audience watched or listened to it and believed it. And made purchases the majority of the time. That immediate boost in sales demonstrated that the message had been successfully communicated to the audience. The crowd had no idea and no means to respond.
The entire audience shared similar lives and, eventually, purchasing habits. It was simpler to keep track of your audience.
Third, the public truly believed what they saw in advertisements.
However, circumstances have changed. Traditional marketing has developed rather than become obsolete. Traditional marketing now has eyes and ears on social media, as does the audience. The audience is able and eager to respond. And that is precisely what the brands have learnt to accomplish over time. They have offered platforms for the audience to respond and share their experiences, reviews, and suggestions. In addition, using the ACT technique, the brands are making the most of the internet and social media.
A stands for Attract.
C stands for Convert.
T stands for Transform.
Attract: attract prospects to your product or the location where your product and its attributes are located.
Convert: to Convert someone new into a consumer or customer.
Transform: to transform their previous purchasing habits into future interest in the brand's new offerings.
The Convert
The Convert is the Purchase Stage, its having the E-Commerce process, product price, and the Promotion.
The Samsung corporation benefits from the conversion stage by providing product data to the buyer such as prices, photos, and phases of the items so that the customer has an idea.
 A conversion in marketing is a decision made by a website visitor that is profitable for the website's owner and is encouraged by call-to-action (CTA) communication. For a visitor to take the required action, your page's copy, design, and usability aspects must all work together to provide a smooth user experience.
And the visitor will be communicating the owner about the product price soo on, the communication stops at the stage where there will be an understanding between the two people whether its in the stage of conversion or not. And the next is the promotion, the promotion should be in stage that it has to change the mind of the visitor to think of your business  that means to convert the person of mind stage towards the company.
The Engage:
The Engage is the Customer Advocacy,
A customer engagement strategy improves interactions and activities to produce the best possible customer experience, both before and after the purchase. Various communication methods are used to create a relationship, boost satisfaction, and pro actively manage your client base.
In Samsung Point, the company will first keep all of the client demands online and then give the assistance needed to the consumer based on the situation.
[image: 6553-03-race-digital-marketing-16x9-1]

Advantage:
The primary advantage of this Model is that it builds the achievement of major objectives on the completion of small objectives organised via each of the four phases. Companies can boost their growth through increased commercial efficiency, attaining compliance with this strategy plan, according to the RACE model. Furthermore, its structure makes it simple to plan, operate, and examine it, making it a popular model today. It is currently a tactic frequently used by Digital Marketing professionals.

The Honeycomb Model
The Honeycomb model is the one which is used specially for the Social Media Strategies, 
Its consisting of  following components:
Identity: 
The identify is the degree  to which users disclose themselves.
The Samsung corporation uses identification to ensure that the company is present in the market through social techniques such as promotions, the use of digital marketing platforms, and traditional marketing. Brands such as Samsung can utilise this to target a specific demographic and generate customised content that resonates with their target audience. Furthermore, a brand has a comprehensive privacy policy that outlines the handling of personal data provided by the customer to the company.
Conversation:
The conversation is exchanging of conversations with each other so that we hope that strategies work. Conversations are essential for developing relationships, closing transactions, and attaining success in the business world.
In the Samsung company, conversation is the exchange of talks, ideas, and thoughts so that the customer will be in a stage where he knows the company and the product details so that he can sustain the firm's relationships and transactions.
Groups:
The Groups in the honeycomb model is organising of groups or to form the communities in order to discuss and to implement the strategies for marketing.
The company uses the strategy of grouping in order to keep on discussing about the companies, products and the strategies to be used for the marketing in order to go into the public or the customer point of view.
Sharing:
Sharing in marketing involves exchanging ideas and opinions, as well as receiving and sharing content. Whereas in Samsung participates in a number of corporate social responsibility involving the sharing of resources and knowledge. This includes attempts to share information and technology for the greater good, educational support, and efforts to decrease e-waste and promote recycling.
Through the sharing concept in the marketing which helps the company to share and receive the comets which are useful and needed for the development of the company.
Presence:
The point to which the consumers are aware that others are available.
The presence is the important and the foremost point that public will be knowing the thing that needed personalities will be available to discuss the needs and wants.
Relationships:
The way to which users are related to one other.
Maintaining the relationships is most important in the entire world, just because through maintaining we can achieve many things which are related to one and the other without any disturbances.
Reputation:
Reputation means the level of which users are aware of others and contents and social positions.
The companies will be having and will be maintaining the reputations inorder to have to be noticed by the public and the companies so that by maintaining the reputation the company will be having respect and growth in the future. The same Samsung company sees to maintain the reputation.

[image: social_media_functionality_honeycomb_model_Slide01]
Fig :https://www.smart insights.com/v
Advantages:
The honeycomb model helps you to understand how the social networks works, there is no standard way to use it beyond that.
The honeycomb helps us to achieve this by focusing our attention on the most critical aspects of how social media operates. It can be used as a check-list of essential strategic criteria to over methodically during planning or evaluation. Organised meetings in this manner can help assure that critical topics are not overlooked in our analyses.

Technology Acceptance Model
The Technology Acceptance Model is further relevant to understanding usage and adoption of consumers of technology-based innovations, including digital marketing platforms. This particular model posits that perceived ease of use as well as perceived usefulness are key determinants of users' intentions for adopting a technology. Applied to this particular research, TAM could also help explore how consumers' perceptions of the ease of using digital platforms as well as the usefulness of the marketing content impact their engagement as well as behavior. For instance, if consumers find digital marketing content of Samsung's easy to navigate as well as valuable in assisting their product research, they are also more likely for engaging with it as well as make informed buying decisions. Analyzing TAM could also shed light on the relationship among consumer perceptions, digital marketing features, and subsequent actions.
Overall, for this research topic, the Consumer Decision-Making Process theory could also provide insights into how digital marketing impacts various stages of consumer buying decisions. The Social Exchange Theory further offers a lens with the help of which to examine the value consumers receive from engaging with digital marketing efforts (Shvets, 2023). In addition, the Technology Acceptance Model aids in understanding how the perception of consumers of ease of use as well as usefulness influence their interaction with digital marketing platforms. Integration of all these theories into the research framework could also enhance our understanding of the intricate dynamics among digital marketing as well as consumer behavior, shedding light on Samsung's strategies as well as their global impact.
[bookmark: _Toc143260982]
2.7 Conceptual Framework 
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Figure 2.7: Conceptual Framework 
(Source: Self-created)
The conceptual framework for this particular research is centered around the interaction among Samsung's digital marketing initiatives as well as consumer behavior in the global market. At its core, this particular framework mainly involves two key components: the influence of digital marketing strategies as well as their impact on consumer behavior, specifically in terms of buying decisions as well as brand loyalty.
On one side, the digital marketing strategies of Samsung encompass various approaches, such as personalized content, influencer collaborations, targeted advertisements, and interactive experiences. All these strategies are designed for enhancing brand awareness, drive sales, and engage consumers (Madan and Rosa, 2022). Each strategy mainly contributes to creating a digital presence that reaches a diverse global audience, resonating with various cultural nuances as well as preferences with the help of localization efforts.
On the other side, consumer behavior is mainly influenced by all these digital marketing efforts. Consumers engage with digital content of Samsung, conducting seeking peer reviews, online research, and forming perceptions of the brand. This particular engagement impacts their buying decisions by fostering trust, providing information, and influencing their evaluation of products. The emotional connections mainly formed with the help of digital interactions contribute to brand loyalty, making consumers more likely for choosing Samsung's products repeatedly and advocate for the brand within their circles.
This particular link among all these two components showcases a reciprocal relationship. The digital marketing strategies Samsung mainly influence consumer behavior, which in turn influences the success of all these strategies. As consumers mainly respond positively to personalized recommendations, engaging content, and transparent interactions, they also become more inclined for making purchases as well as remain loyal to the brand.
[bookmark: _Toc143260984]2.8 Summary
This chapter is mainly focused on understanding how digital marketing mainly shapes the way companies connect with customers globally, with Samsung as a real-world example. It is also clear that digital marketing has successfully brought big changes to how businesses reach out to people around the world. Samsung, with the use of smart digital marketing methods, has also expanded its influence, made its brand more well-known, effectively engaged customers, and improved sales. Now, consumers could also take their time researching online before they buy something, and tailored content has a very big impact on their choices. The interactive presence of Samsung on social media has successfully created strong relationships with customers, based on trust. The worldwide digital marketing nature lets companies’ cross borders, and being honest as well as open is super important. This particular chapter highlights how digital marketing affects how people make decisions about buying things and finally how they feel about brands, showing how it is really changing the game in the fast-changing global market.
[bookmark: _Toc143260985]Chapter 3: Methodology
[bookmark: _qehlua3umci5][bookmark: _Toc143260986]3.1 Introduction
The selection of proper methodology is a crucial factor for conducting the research in a proper way. The methodology is associated with selecting the appropriate research philosophy, research approach and Research Design. All of this is associated with providing the proper guide and navigation to the research. This also includes the process of data collection. The technique and tools of Data Collection have also been included here. The appropriate process of data analysis has also been described here. Proper justification for selecting the different procedures of design, approaches, data collection and analysis helps reach the desired conclusion.
[bookmark: _tsobuh5po8r9][bookmark: _Toc143260987]3.2 Research Onion Model
 [image: vUQEitV]
Fig: the research onion (Saunders et al.., 2012)
Definition:
The research onion, proposed by Saunders et al.in 2012 is a technique for organising research and developing research designs by working through and the layers of research onion step by step. The research “onion “ conceptual framework is used to portray the various phases and layers involved in the research process. Using research methodology as a framework to assist researchers in creating and implementing their studies in a frequent practice in academic and professional settings. The study onion model is made up of numerous arranged layers. 
3.3 Research Philosophy
Selection of a proper Research Design is associated with the accumulation of required data. In this research, the “interpretivism research philosophy” has been selected as it is the most appropriate research philosophy for this specific study. According to the statement of Alharahsheh and Pius, (2020), Interpretivism research philosophy is helpful in finding reliable data and providing different aspects for gathering knowledge. In this research the interpretivism research philosophy health in gathering different aspects such as the effect of digital marketing on the growth of the organisation and the extent to which it helps in Global marketing. As a result, it may be said that the interpretivism research philosophy is appropriate for this specific study.

3.4 Positivism:
Positivism is basically a science epistemology philosophy that emphasises empirical observation and the scientific method as the best approach to comprehend the universe.
The scientific Method emphasises the scientific process, which entails methodical observation, experimentation, and the utilisation of empirical evidence to obtain knowledge. Samsung relay on research and development methods that are strongly based in the scientific method.(Park. Konge and artino ,2020)
The data driven decision making stage the Samsung company collects and analyses massive amounts of data to influence product development, marketing tactics, and the operational decisions.
Although positivism is a philosophy of science and knowledge in and of itself, its principles of empirical observations and the evidence-based reasoning have an indirect influence on how firms such as Samsung conduct research, produce products, and make choices. To progress its goals and build cutting-edge products, like Samsung like many other technological businesses, relies on empirical data and the scientific method.
[bookmark: _8keuggkdjzxj][bookmark: _Toc143260988]3.5 Research Approach
This research is including the “deductive research approach”. the deductive method of research is an approach to study that begins with a clear, defined hypothesis or theory and then tests it through empirical observation and the data analysis.
Researchers utilise deductive reasoning to start with a broad premise and then use it to make precise predictions about what will happen in specific situations. This method is extensively utilised in natural sciences, social sciences, and experimental research contexts and is generally related with the quantitative research. The deductive research approach method is useful for putting existing theories to the test, verifying or refuting hypotheses, and adding to the corpus of scientific knowledge. It is procedure that is systematic and rigorous in order to assure the validity and dependability of research findings.
[bookmark: _xh78yex6crdj][bookmark: _Toc143260989]3.6 Research Strategies
· Obtaining a representative sample can be difficult, and non response bias can be difficult  and non-response bias can have an impact on the generalizability of findings.
· Individual characteristics, response patterns, and the context in which data is collected can all influence how responses are interpreted.
· Data collecting problems, such as measurement errors or interviewer bias, can have an impact on data accuracy.
The research strategies are the systematic plans and the procedures for conducting investigations, collection of data, and analysing the information in order to answer research questions or to solve the problems. The research strategy chosen is determined by the nature of the study problem.

Survey:
The survey research is an effective method for gathering quantitative data on a wide range of issues. However, through planning and execution are required to assure the validity and trustworthiness of the outcomes. For relevant and actionable insights from survey data, proper survey design and sample methodologies are critical.

Advantages:
· Surveys can efficiently collect data from a large number of respondents in a very short amount of time, making them cost effective for large scale research
· Survey enable defined data gathering by ensuring that all respondents are asked the same question in the same way. This encourages responses to be consistent.
· It generates quantitative information that can be statistically analysed, making it appropriate for hypothesis testing and generalisation to larger populations.
· It is having a wide range of applications, ranging from public opinion and the business research to social science and health studies.

Disadvantages:
· Survey may not capture the breadth of information that qualitative methods, such as interviews or focus groups, which allow for more in-depth investigation of issues ,can.
· Poorly expressed or leading questions might induce bias into survey responses or mislead respondents, lowering data quality.
· Will be difficulty in examining complex issues like surveys may not be appropriate for examining complex or abstract topics that require thorough explanations or contextual understanding.
· The survey often include planned questions and the response alternatives, restricting the freedom to explore unexpected situations that may develop during data collecting.

3.7 Type of Investigation

Primary Research:

Primary research study, also known as primary research or primary data collecting, is a research approach in which researchers acquire original data from individuals, groups, or sources in order to answer specific study questions or objectives. When existing data sources or secondary research fail to offer the necessary knowledge, primary research is done. However, it can be time, effort and even cost-intensive, and researchers must carefully plan and execute each stage of the process to assure the validity and trustworthiness of their findings.(Bryman,2016)

Advantages of primary research:
· Researchers can acquire data that is especially customised to their research objectives and queries via primary research.(Saunder, levis and thornhill, 2019)
· Secondary data sources do not allow for this level of flexibility.
· Researchers acquire the most recent and relevant information, ensuring that the data reflects current situations or opinions.
· Researchers can protect participants privacy and confidentiality while adhering to ethical requirements.(taherdoost,2021)
Disadvantages of primary research:
· When compared to using current secondary data, primary research can be time consuming, expensive and resource-intensive.(Bryman ,2016)
·  Primary research can be costly to undertake, especially if a large sample size or lengthy data gathering techniques, such as in-person interviews or observations,are used (punch,2013)


Secondary Research:

Secondary Research,also known as desk study or a literature review, is gathering and analysing existing data, information, and sources in order to answer research questions or objectives. This study approach is based on data that has already been collected, published,or recorded by others. When original data collecting is not required or when researchers seek to expand on existing information, secondary research is widely performed.

Advantages of Secondary Research:

· Secondary research is often less expensive than primary research since it does not require the collecting of fresh data, which can be costly and time consuming.(Saunder, levis and thorn hill,2019)
· The secondary research is typically faster than gathering new material, making it perfect when time is limited.(punch,2013)
· The researchers can compare and contrast facts and views from various sources, resulting in more robust and nuanced conclusions.( saunders, levis and thornhill,2019)
· Secondary research is crucial for performing extensive literature evaluations, which are the foundation of academic and scientific research.(sachdeva,2009)


Disadvantages of Secondary Research:

· Secondary data quality and accuracy might vary greatly, analysts may come across outdated, incomplete, or untrustworthy material, which might compromise the validity of their conclusions.( Sachdeva,2009)
· In secondary research, the researchers have little control over the data collection process. They must rely on the original collectors.(saunders, levis and thornhill,2019, punch,2013)
· Secondary data may be empty of the context and background information required to fully comprehend data.
· Secondary data may not cover all aspects of a research questions, resulting in informations gaps that can be analysed.
3.8 Choices:
· Quantitative Research
One can generalise the results of a sample group’s research to the complete population with the use of quantitative research. Due to the systematic and statistical nature of quantitative research, it enables you to reach conclusions and choose a course of action with confidence. For ease of analysis, the quantitative data approach presents information in numerical formats, whereas the qualitative data approach gathers data using descriptive details (Goundar 2012).this research will be most effective by a quantitative strategy because it only requires one method of data collecting, which in this case will be survey questions. It deals with numerical data and makes it simple to apply single-method development of pertinent information. Even if adopting a single mono technique can have its drawbacks, multi-method approaches generally include allowances to address these challenges.(Saunders..et al 2009)

Advantages of quantitative research:
· Quantitative research methods make it simple to examine relationships between study variables because they employ numerical data that is simple  to compare and assess.( Cresswell,2013)
· Utilising control techniques to assure the validity of data in experimental research is possible with quantitative research methods.
· Because quantitative research use probability sampling procedures, research samples can be generalised.
Disadvantages of quantitative research:
· As it might not allow for testing for other pertinent variables, the quantitative research method may only allow for a narrow scope of research findings.
· It may result in ambiguous results, particularly if the necessary number of samples are not collected.
· Accessing the necessary sample sizes may not always be attainable, making it difficult to obtain pertinent quantitative data.

Mono Method Quantitative:
A mono method quantitative technique is used by researchers to collect numerical data through structured surveys, experiments, observations, or the analysis of existing data sets. These are usually objective data that may be measured with standardised devices. To handle and evaluate the data, quantitative data analysis techniques are used. Descriptive statistics and inferential statistics are two common quantitative analysis methodologies. Quantitative research is widely employed in many fields, including social sciences, natural sciences, economic, psychology, and market research. It enables 
Researchers to test hypotheses, find trends, and draw statistically supported conclusions about variable relationships. However, it may not capture the full complexities of certain events. 

3.9 Time Horizons:
Cross-Sectional:

Cross-sectional studies gather information from a specific moment in time. Researchers collect information from a sample or population at a specific point in time or during a specific period, often without taking into account changes in time. The data can be used by researchers to compare multiple groups or sub populations at the same time.
The analysis entails assessing data obtained at a single point in time, allowing for side-by-side comparisons. It is widely applied in finance and econometrics. Disease and healthcare are two important areas where cross-sectional analysis is used. This technique, which examines millions of data points from multiple geographic regions, aids in the study of pandemics, endemics, disease detection, and prevention.( Saunders, levis and thornhill,2019)

Advantages of Cross-Sectional:
· The cross-sectional studies are less expensive and time-consuming than other types of research since they only collect data at one moment in time.
· Cross-sectional studies enable you to collect information from a large number of people and compare variations between groups.
· The research focuses on a given point in time. National censuses, for example provide a picture of the country’s situation at the time.
Disadvantages of Cross-sectional:
· Makes it difficult to establish cause and effect correlations because they only represent a single measurement of both the putative cause and effect.
· It cannot be used to analyse behaviour over time or develop long-term trends because they only explore a single point in time.
· The period of time of the cross sectional snapshot may be unrepresentative of the groups over all behaviour.
3.10 Research Design
The section on Research Design is vital as it provides the idea for making a proper outline of the study. In this research, the “descriptive Research Design” has been selected. Descriptive Research Design is helpful in properly analysing different aspects of a specific study. This research the understanding and analysis of the impact of digital marketing in the global market with the example of Samsung company requires different concepts to describe in a proper way. According to the statement of Hunter et al.(2019), Descriptive Research Design is associated with accurately describing all the different variables which are associated with the finding of the effect of digital marketing on global marketing.
[bookmark: _ibpfm1emn7cc][bookmark: _Toc143260990]3.11 Research Validity and Reliability
It is important to mention the reliability and validity of the research for ensuring the significance of this study for the further in this topic. It is also associated with the prevention of inconsistencies and discrepancies in the research. Moreover, it is ensured that this is associated with collecting and analysing various data that are valid and reliable.  the process of this research is also conducted in a reliable and valid manner. This research may be used to gather knowledge in case of further research for analysing the effect of digital marketing in Global marketing.
[bookmark: _mpbce3e9l4om][bookmark: _Toc143260991]3.12Data Collection
This research has been conducted by utilizing the mixed method. This is helpful as it includes the findings of previous scholars on a specific topic (Dawadi et al.2021). On the other hand, the survey method helps in gathering recent data regarding different topic-related aspects. the benefit of all these methods has been included in this research. The secondary qualitative data has been gathered from different authentic sources such as Google Scholar, books, news articles, PubMed and ScienceDirect. All of these are helpful in gathering knowledge from a wide range of Academy articles related to the topic. On the other hand, the data collection procedure also includes the primary technique for collection of the data with the use of the Survey method with the inclusion of the response of 50 participants. In this method, 10 structured questions have been discussed which are based on various aspects such as the impact of digital marketing on the practice of global marketing, brand impression and consumer behavior. 10 questions have been conducted through the "internet-based" "online platform". 50 participants have been selected for the survey on the basis of their skills.
[bookmark: _y89vk325k4gr][bookmark: _Toc143260994][bookmark: _Toc143260992]3.13 Data Analysis
In order to analyse the data which are collected through the previously published articles and journals, the thematic data analysis process has been selected. According to the statement of Braun and Clarke, (2019), the thematic data analysis process is helpful as it is associated with making different themes on the basis of the collected data. In this research, different themes have been created based on different aspects such as the effect of digital marketing, global marketing practice, the extent to which digital marking is associated with Global marketing, branded recognition in the Global market and customer behaviour.On the other hand in order to analyze the data which are found through the survey, the use of SPSS has occurred. The responses of the 50 participants have been examine with the use of SPSS and Excel. For assembly and reporting the demography data of the participants, descriptive statistics have been used. This method was helpful in properly analysing the responses of the 50 participants in a proper way on the effect of digital marketing in the Global marketing practice.
3.14Sample size & Sampling type
In order to collect data from the previously published articles Google Scholar, Government website, and newspaper reporting has been selected as the data collection tool. a number of articles and journals which are previously published have been selected. On the other hand in order to collect data through the survey method the use of online platforms or different communication technologies has been chosen.  For this purpose, the inclusion of the survey form has been taken place as the data collection tool. In this research, the survey method has been conducted with the inclusion of 50 participants. The participant has been selected on the basis of the degree of the subject matter skill of them. The Internet-based online platform or communication technologies have been utilized for conducting this survey.
3.15 Sampling method
[bookmark: _7t2p3txxtbub]The collected data and responses have been analyzed in the data analysis part. In this research, the convenience sampling method has been selected. 
The convenience sampling data is a method for gathering information that saves time as well as money through choosing respondents who are ready to participate in the survey (cooper and Schindler 2014).
                      The utilization of convenience sampling typically regarded as less reliable than probability sampling, approaches for drawing statistically accurate conclusions.

Advantages & Disadvantages of convenience sampling method
	Advantages
	Disadvantages

	Ease of collecting information: Convenience sampling is a simple strategy that allows researchers to acquire data fast and effortlessly(M Saunders, levis and thornhill,2019)
	Non-random selection: Convenience sampling lacks the randomness that distinguishes more rigorous sampling approaches. This makes statistical inferences and drawing meaningful conclusions about a population difficult at times.(Justin;Putnick, Diane L. (28 April 2017).

	Cost-Effective: as compared to other sampling methods, it  frequently takes fewer resources and funding, which makes it cost-effective for small-scale research initiatives.(Cooper and Schindler,2014)
	Insufficient-Credibility: Because of very low of the sample being representative,convenience sampling may have an impact on the reliability of the research findings( Saunders Lewis & thorn hill 2019)

	Practicality: Convenience sampling is a useful in instances where getting a random or stratified sample is difficult or impossible, such as in certain field research.(Saunders, levi & thronhill,2019)
	Bias: the researchers may unknowingly introduce their own biases by selecting volunteers who are more approachable or who suit their previous assumptions about the subject.(Justin;Putnick, Diane L. (28 April 2017).


(source: self-created)
[bookmark: _Toc143260995]3.16 Data Collection Method:
A survey questionnaire was utilised to collect data for this study. The purpose was to conduct the survey online among a sample of 50 social media platforms followers and the premium brand consumers. The survey was held between September 8th and 15th  2023, and the link was sent through Instagram, Email and other means. 
And Microsoft forms have been utilised for making an online English questionnaire.
3.17 Ethical Consideration
In the case of collected data from previously published journals, the inclusion of the appropriate reference of the authentic sources has occurred in this study. The identification and maintenance of the guideline have been properly maintained for getting access to the previously published journals of other researchers and scholars. At the time of gaining admission s for utilising the secondary qualitative data, it is important to comply with the intellectual property laws and observed the fair use of all the guidelines related to this. 
In order to utilise all the responses of the 50 participants of the survey method, the anonymity and confidentiality of the participants have been maintained. the study is also avoiding the injury and pain of the participants. In the data-gathering process research has been avoided by the ethical standards and it also safeguards the well-being of the respected participants.
[bookmark: _b8kvx7cpzxsj][bookmark: _Toc143260996]3.18 Research Timeline
[image: ]
Figure 3.1: Gantt chart
(Source: Self-developed)
The time limit for completing different activities such as literature review and data collection has been displayed in the chart. Other necessary activities such as data analysis, result interpretation, discussion and conclusion, writing the final report and submitting the presentation have to be completed within 16 weeks
[bookmark: _xnu65s73nlxh][bookmark: _Toc143260997]3.19 Research Limitations
The research has included a review of previously published articles and the survey method for data collection. The inclusion of the interview method may be also helpful for gaining information with the inclusion of other different questions for the respondents. This may include the discussion of their responses and thus wider area of the discussion regarding the responses might become more helpful in finding the effect of digital marketing in the Global marketing practice.
[bookmark: _a4wxbfftwyg7][bookmark: _Toc143260998]3.20 Summary
The inclusion of the interpretivism research philosophy, inductive research approach and descriptive Research Design has occurred. The justification for all the methodology has been included here. The validity and liability of the research have been discussed here. The Data Collection procedure using the Survey method and previously published articles has been mentioned here. The sample size, Data Collection techniques and tools have been mentioned here. The justification of the data analysis process by the thematic analysis and SPSS has been included in this part. The timeline and ethical considerations of the research have also been mentioned in this part. The limitation of the research has also been included in the ending part of this research.
[bookmark: _Toc146642446][bookmark: _Toc146639340]Chapter 4: Data Analysis
[bookmark: _iwp02u88vqay][bookmark: _Toc146639341][bookmark: _Toc146642447]4.1 Introduction
The impact of digital marketing on the Global market has been discussed in this research. Here the Samsung company has been chosen for the survey purpose to analyze this selected topic in a better way. This chapter has focused on the evaluation of primary data that has been collected by using the survey method. In this chapter, the results of the survey have been analyzed and evaluated on the basis of different people's perspectives. In total, 50 participants have been given their opinion in this survey.
On the basis of this survey, the SPSS analysis has been conducted here along with the interpretation of the primary data. On the other hand, the findings of collected data related to the key objectives have been discussed in this chapter. The strategies of Samsung's online marketing and its effectiveness have been discussed here in this part of the research study. Whether digital marketing has the capacity to increase customer satisfaction or not has also been mentioned in this part of the study. The impact of digital marketing on brand promotion and customer retention has been discussed here as well.
[bookmark: _xmc466jiroj2][bookmark: _Toc146642448][bookmark: _Toc146639342][bookmark: _ixojahvc92kj]4.2 Questionnaire Analysis
[bookmark: _nzupwa8i5xav][bookmark: _Toc146642450][bookmark: _Toc146639344]4.2.1 Interpretation of Survey Data
Q1: Samsung's digital marketing initiatives have impacted customer’s purchasing choices
Samsung uses digital marketing for its brand promotion and marketing. Online digital marketing provides huge opportunities for this company to be able to connect with global customers which helps this brand to improve its brand value. The participants of the survey asked whether they think Samsung's digital marketing initiative impacts the purchasing choices of customers. Most of the participants have voted in support of this question. Most of them have voted for extremely influential, very influential, and slightly influential options respectively. This shows that most of the participants of the survey think that the level of influence of digital marketing of Samsung can vary but it definitely has an influence on customers' preferences.
  
               [image: 1]


Q2: Samsung's brand has been significantly impacted by its use of digital marketing
As a well-established company, Samsung has used this digital marketing to easily communicate with their customers so that the company can gain their loyalty and trust. On a similar topic, the participants of the survey of this research have been asked to share their opinion on whether Samsung's brand image has been significantly impacted by the usage of digital marketing as their branding strategy or not. The majority of the participants who participated in this survey agreed with the fact that the brand image of Samsung has been influenced by the usage of digital marketing. Some of them have voted for the "somewhat true" option on the other hand, a few of them have voted for the "extremely true" and the "slightly true" options respectively. This proves these entire people think that the brand image of Samsung has been influenced this digital marketing. However, according to the participant's individual perspective, the degree of influence can vary.
                        [image: 2]
Q3: The digital marketing efforts of Samsung company have improved brand awareness and recognition
According to the higher authority of the Samsung company digital marketing has been the right path to target the right audiences. In this era of social media, it has been extremely beneficial for brands to use such marketing strategies. Therefore, the Samsung company has used this method of marketing. However, the participants can have different opinions on this as well. Most of the participants of the survey have voted in the "yes" option to show that they believe in this question. This means, that most of them think that brand awareness and recognition have been impacted positively by the usage of digital marketing. A few of them voted in the "No" options as well which shows people have different perspectives on this matter.
                        [image: 4]


Q4: Samsung’s digital marketing tactics affect the overall connection of the brand with its crowd
Samsung has unique digital marketing tactics that it uses for its branding process to connect with global customers. The participants of the survey of this research have been asked whether they think that this unique tactic of Samsung digital marketing is a successful branding process or not. Then the participants voted on different options. However, most of them have voted for option 5. A few of them have voted in options 4 and 3 as well. This shows that participants have contradictory mentalities and thoughts on this matter.
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Q5: The digital marketing campaigns of Samsung company engage and interact with their customers effectively
Samsung has adopted digital marketing as their promotion procedure to remain relevant in the market where social media plays a crucial role in brand promotion and brand image. Digital marketing not only helps the brand to communicate with its target customers but also helps them gain an edge over their competitor brands. When the participants of the survey were asked to share their opinion on the effectiveness of Samsung digital marketing campaigns on their customer interaction the opinions of the participants were different from each other. Even though the answers of the participants were different, most of them agreed on the fact that Samsung's digital marketing campaigns have affected the customers and their preferences. Many of them voted for the "extremely true" option to show their complete support towards the statement. On the other hand, a few of them voted for the "somewhat true" and the "slightly true" options to show that they agree with the statement to some extent but not completely. 
                    [image: 5]

Q6: Suggesting Samsung company’s products to other customers
The participants who have participated in the survey on this research topic are asked to share their opinion if they want to suggest others use the products of this Samsung company or not. The participants have shared their honest opinions and the names of those participants have not been disclosed in this survey. The participants have been voted in different options. Many of them have voted in the "very likely" option to show that they want to promote the products of the Samsung company to others. On the other hand, some of them have voted for the "somewhat likely" option. These people have been confused about whether to suggest the products of this brand to others or not. A few of them also voted in the "neither likely nor unlikely" option to show that they are not going to suggest any product of this company to others through this survey.
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Q7: The frequency of observing Samsung’s Digital Marketing
Samsung company promotes its brand by using digital platforms. Therefore, it is quite natural for the customers to observe advertisements of this company on different platforms. This procedure of digital marketing helps the brand to attract new customers by providing them with information about the company's newly launched products. The participants have been asked to share their perspectives on this matter. The frequency of these people watching Samsung advertisements on different social media platforms has been noted down for the process of data collection.
[bookmark: _Toc143260999]Many of the participants have voted for the "very frequently" option as they have seen advertisements of this company quite a lot on social media. On the other hand, many of the participants have voted for the "very often" and “Often" options respectively as they have not seen so many advertisements on different platforms. Very few people voted for the "never" option as they have never seen any such promotional advertisements of Samsung on their social media platforms. Social media algorithms can be different for each person therefore the experience can vary from person to person which can be seen in this answer of the participants as well.
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Q8: The adoption of digital marketing strategies of Samsung based on customers’ tastes and requirements
It is essential for all companies to adopt and modify their strategies on the basis of the requirements and tastes of their customers. The participants of the survey have been asked whether Samsung has adopted this strategy or not to understand Samsung's strategies while conducting this research on this selected topic. The majority of the participants voted for the "very good" and "excellent" options to show that they believe that the Samsung company has adopted its digital marketing strategy on the basis of their customer's preferences and choices. On the other hand, a few of them have voted for the "good" and "fair" option to show that they are still not completely convinced by this fact. However, they also believed that Samsung changed its digital marketing plan according to its customers to some extent.
                         [image: 8]

Q9: The effectiveness of digital marketing initiatives of Samsung company to assist them in reaching a worldwide audience
It is important to observe the effectiveness of digital marketing of the Samsung company that supposedly assists them towards their goal of easily communicating with global customers. The participants of the survey of this research have been asked to provide their opinions by choosing any given option on the survey questionnaire. A majority of the participants have selected the "significantly" and "completely" options from the survey question as they think the digital marketing strategy of the Samsung company has helped them to reach global customers in a better way. On the other hand, many of the participants have voted for the "moderately" option because according to those participants, they do not agree with this matter completely but they also think digital marketing has a small effect on this matter as well. 
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Q10: Satisfaction of participants based on Samsung’s overall  digital marketing initiatives
In the last question of the survey, the participants were asked to rate their satisfaction level with the Samsung company's overall digital marketing initiatives. The participants have been given two to five options to express their satisfaction levels. Five is the highest given level for this question of the survey. Most of the participants voted for "5" to show that they are satisfied with the company's efforts and dedication toward digital marketing to reach global customers. On the other hand, many of the participants voted for 3 to show that they were moderately satisfied with this brand. This proves that the digital marketing initiatives of this Samsung company have successfully affected customers globally at different levels.
                                    [image: 10]
[bookmark: _ej1tl3r0fxe4][bookmark: _Toc146642451][bookmark: _Toc146639345]4.3 Thematic Analysis
[bookmark: _7nlzxx83k5kz][bookmark: _Toc146642452][bookmark: _Toc146639346]4.3.1 Samsung’s digital marketing strategies can influence its customers’ choices and preferences
It can be seen that Samsung uses different kinds of digital marketing strategies to reach global customers and acquire the global market. Therefore, different strategies have been used by this Samsung company to promote their existing and newly launched products in the worldwide market. Social media is one of the major communication mediums in today's era. Therefore, brands such as Samsung actively engage on social media platforms to communicate with their customers and attract new customers (Veleva and Tsvetanova, 2020). This company posts pictures and videos of its products on different social media platforms such as Instagram, YouTube, and others to provide a dynamic arena of its content products to audiences all around the world in real-time.
   
               [image: Picture1 bj]
Figure 4.3.1: Different Strategies used by Samsung for its digital marketing
(Source: Self-Developed)
On the other hand, the Samsung company also uses strategies such as search engine optimization for its digital marketing initiatives. This brand has understood the importance of optimizing the search engines to beat its rival companies in the competition by achieving the top position on the search engine results. This has certainly helped this brand to communicate with its customers in a better way (Dumitriu et al. 2019). Along with this, Samsung has focused on mobile optimization as well. The company has optimized their websites to become mobile-friendly by understanding the wide usage of mobiles globally.
On the basis of this matter, the participants of the sideways of this research have been asked a few questions. The participants were asked about the effect of the digital marketing tactics of Samsung. Most of them voted in favor of this and expressed their viewpoint that these tactics have been effective in the global market. Another question has been asked about the strategies of the Samsung company and their effectiveness. Most of the participants agreed with this and expressed that the different strategies of Samsung's digital marketing strategies help this company to improve its brand awareness and recognition in the global market. This shows that the digital marketing strategies and campaigns have helped this company improve its performance in the global market by communicating with more customers.
[bookmark: _Toc146639347][bookmark: _Toc146642453]4.3.2 Samsung’s efforts in digital marketing initiatives can improve its market reach, sales performances, and brand mindfulness
It can be seen during the research process on the selected topic that Samsung has demonstrated remarkable effectiveness by using its digital marketing initiative across different dimensions. Samsung has been successful in expanding its market reach to a global level by capitalizing on the vast user base of different social media platforms and search engines. The Samsung company advertises its products on these social media platforms to promote its products in the global market. This has helped the company to acquire a good portion of the market in less time (Zhu and Gao, 2019). This has widened the opportunity for the company to reach customers from different parts of the world and encourage them to buy its products. 
The impact of digital marketing strategies of the Samsung company can be seen in its sales performance as well. The incorporation of the Samsung brand with several e-commerce platforms has helped this brand to have a smooth selling of its products. Personalized product recommendation is another feature that helped this brand to promote its product in a better way. Samsung has achieved an adaptive approach in its digital marketing strategy to modify and change its strategies with time and customer demands. Such a flexible branding strategy helps the brand to create a customer-friendly brand image in the eyes of the customers.
[bookmark: _l2v1d9cx2uu4][bookmark: _Toc146639348]The participants were asked to answer whether the company is able to engage and interact with its customers effectively by using digital marketing campaigns or not. Most of the people voted in favor of the company and stated that the company is able to communicate with its customer base in a global market by using this digital marketing technique. On the other question of the survey, the participants were asked whether the company has adopted digital marketing strategies on the basis of customer's tastes and requirements. Then most of them again voted in favor of the company and stated that the company modified its strategies based on its customer base.
[bookmark: _Toc146642454]4.3.3 Samsung’s online marketing services can influence customers’ purchasing decisions and promote brand dedication
Samsung has enabled online marketing services to improve its sales performance by influencing its customers globally. Online marketing services provide customers the opportunity to purchase products without going outside of their houses. They can buy any product at any time by 
comparing them with similar products of other brands in real-time. Therefore Samsung has understood the importance of online marketing services to remain relevant in this era. Samsung has collaborated with several e-commerce platforms to sell its products by using those platforms. This has significantly improved its sales rate globally by influencing its customers with its unique and sustainable features of products that are different and better than other brands.
Constant efforts from the company's side show how the management of the Samsung company is extremely dedicated towards their brand. With the continuous efforts of the company, Samsung has been able to increase its sales and customer base globally (Hidayah and Akmal, 2023). This company has won the trust of the customers through their online marketing strategies to communicate with individual customers for any reason. The way this company changes its plans based on customer demands has helped it to improve its brand image in front of the global market. This can be even visible in the responses of the participants who have participated in the survey of this research.
It can be seen that most of the participants are satisfied with the marketing initiative of Samsung company which shows that Samsung has dedicatedly promoted its brand over the global market. When the participants were asked about the effectiveness of the digital marketing initiative of the Samsung company most of them agreed with the fact that Samsung has significantly reached a worldwide audience with their strategic marketing initiatives. These responses show the overall success of the Samsung company's digital marketing strategies and tactics to reach global audiences.
4.3.4 Impact of digital marketing for Samsung for brand recognition, retaining consumers, and generating sales 
In this era of Industry 4.0, digital business operation, marketing, and innovation, have become a crucial part of the business for more customer engagement, business expansion, and increased brand reputation and recognition (Nuseir and Aljumah, 2020). The global giant Samsung has positively utilized this innovative opportunity to increase its social and financial growth and provide high-quality products for customer satisfaction and retention. Samsung uses digital marketing tactics to reach its global audience and has a wide range of products, including smart phones, consumer electronics, appliances, and semiconductors to attract and engage more customers. Samsung interacts with millions of customers globally through social media channels 
like Facebook, Twitter, Instagram, and LinkedIn. With the use of Google Ads, social network advertising, and display advertising, Samsung makes investments in paid digital advertising to successfully target and reach potential customers. Samsung also has an advertising ecosystem named Samsung Ads which is also highly effective for the business due to its wide reach, premium content, and successful outcomes (Samsung.com, 2023).
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Figure 4.3.4: Facilities of Samsung Ads (Source: Samsung.com, 2023)

With the use of these tailored advertisements, Samsung can increase brand recognition by ensuring that the right individuals see its products. As stated by Dinh (2023), Samsung also collaborated with online influencers to launch new products such as the Galaxy series through campaigns on social media which increased customer interaction and gained attention in the market as well as generated sales. 
Through the use of digital platforms, Samsung has increased the visibility of its brand and its consumer base globally. Samsung has developed a strong brand image owing to its brand mindfulness methods, which include visual storytelling, interesting content, and interactive experiences. As a result, the company is now a trusted and well-known name in the industry. Social media contests, interactive promotions, and responsive communication have all been used to promote meaningful interactions and increase customer loyalty. 
Through innovative and informative posts, they highlight their most recent breakthroughs, share user-generated substance, and immediately respond to client questions to create deep interaction with customers. The business of Samsung focuses on enhancing its reputation as a technological leader with the help of online marketing. As part of its customer-focused marketing strategy, the business aims to comprehend and satisfy the needs and wants of a wide range of customers which increases its brand reputation, customer satisfaction, and retention (Xia, 2023). It customizes its online content, including email marketing and website recommendations, based on the tastes of specific customers using data analytical and artificial intelligence. This personalized strategy promotes client loyalty and engagement, which boosts sales.  The success of Samsung's digital marketing has also placed a strong emphasis on customer engagement. The organization has fostered a feeling of community and connection with its clients by facilitating meaningful interactions with them through a variety of online platforms. Samsung has responded quickly to client inquiries and has shown a genuine willingness to listen to criticism and implement it into its initiatives by using social media contests, interactive advertising, and responsive communication. Samsung is one of the three brands that spend the most money on digital media advertising, spending 42% of its total budget on 444 inventive forms of advertising (Putri, 2020). Additionally, this proactive strategy has helped them develop strong relationships with their clients that have resulted in repeat business and favourable word-of-mouth recommendations.
In order to maintain contact with its current customer base, Samsung also employs email marketing, sending out recurrent newsletters and updates about new product introductions, sales, and tech-related advice. Customers are not only kept around longer due to this but they are also encouraged to check out new things and make additional purchases.  Brand loyalty and awareness are promoted by this persistent online presence (Ibrahim, 2022). Search engine optimization (SEO) strategies are used by Samsung to make sure that its goods and services appear high in search engine results. This implies that Samsung's products are more likely to show up at the top of online consumer searches for electronic gadgets or appliances, increasing brand visibility. 
Samsung's sales success has been impressive, with conversion rates being increased via time-sensitive promotions, individualized product recommendations, and seamless interaction with e-commerce platforms. Samsung uses partnerships with influencers and social media channels to increase sales all over the world. They also utilized a global partnership strategy where the brand developed marketing partnerships with leading global companies to increase visibility and accelerate customer engagement and growth. In order to establish mutually advantageous marketing alliances between Samsung Mobile and top international businesses and to maximize the benefits for both brands, Samsung Mobile has formed marketing alliances with leading global businesses (sgsg.Samsung.com, 2023). They promote product characteristics, user reviews, 
and experiences through interesting and informative content, which has a direct impact on purchasing decisions. Samsung's products are promoted by prominent influencers, which boost trust and increases sales. The relationship between digital marketing initiatives and sales information from e-commerce platforms gives a clear picture of how different techniques affect the flow of money.
4.3.5 Digital marketing increases customer satisfaction among Samsung users
Digital marketing plays a significant role in the consumer satisfaction of Samsung users worldwide. As a leading tech brand, Samsung adopts different digital marketing strategies for its consumers and business growth in different regional markets. Samsung’s data-driven approach helps this brand provide the best marketing approaches and strategies for consumers. By utilizing consumers' data, market trends, and consumer preferences, Samsung provides personalized recommendations and experiences to consumers, which increases the consumer conversion rate as well for the Samsung brand. Personalization according to the unique needs of the consumers enhances overall satisfaction. As per Samsung.com (2023), the most valuable resource for any business is its customers, and Samsung Malaysia Electronics has been enhancing its Smart Service program in an attempt to consistently assure consumer satisfaction through Samsung products and technologies. 
The addition of interactive components by Samsung to its digital marketing efforts encourages greater consumer pleasure and engagement. Interactive experience and virtual reality help consumers to explore Samsung’s products and services. This strategy helps to connect the consumers with valuable information and consumers get connected with these Samsung offerings. Samsung provides informative content on its social media pages and website to inform about its product updates and promotional offers. By offering informative content and information to the consumers, this brand is a leading tech expert brand in the global market (MuneebMehta et al., 2021). These contents help to be aware of the best products and expertise of the Samsung brand and help to make the best decision about their purchasing and to increase consumer satisfaction.  Digital marketing efforts and integration with the leading e-commerce platforms help to enhance consumer satisfaction significantly, digital marketing streams help to improve the knowledge about Samsung products and technology, and e-commerce platforms help to transform the knowledge to purchasing online. Social media awareness and user- generated ratings and reviews on the social media pages and platforms have significantly contributed to the overall satisfaction of Samsung customers (RAJI, and YUSUF, 2023). Showcasing products and services on social media platforms enhances the connection with consumers and brand loyalty as well, which influences the satisfaction of consumers with the Samsung brand.
Samsung collaborates with influencers and tech experts to spread knowledge and information about Samsung brand products and technological advancements. This strategy helps this brand to expand its reach in the global consumer base and enhances the credibility of its products and technologies. Samsung enhances its global reach to establish unique digital marketing strategies by taking into consideration different cultures, languages, and perspectives of consumers in different regional markets.  This localized approach helps Samsung connect more deeply with diverse audiences.  Today’s technological world mostly depends on mobile devices rather than a laptop or other electronic devices, Samsung optimizes its digital marketing initiatives for mobile platforms and interfaces to connect with the consumers, which obviously enhances the consumer experiences and satisfaction for this brand. Samsung invests in the data protection and privacy of consumers. To maintain positive brand visibility and consumer satisfaction Samsung is always focused on protecting consumers’ data and personal information, which also impacts the relationship of consumers with the Samsung brand. Samsung’s commitment to technological advancements, and product quality, and its strong online presence create a strong brand image in the consumer’s mind which also helps to increase the satisfaction of consumers with Samsung products. 
[bookmark: _Toc146642455]4.4. Findings 
From the analysis of the primary quantitative data and discussion of the topic, several findings have been constructed which are depicted in this section. Digital marketing has become an essential part of the business that generates a significant amount of finance by implementing effective marketing tactics and strategies. Digital platforms have a huge impact on consumer decisions, attitudes, and behavior’s, which have a significant impact on consumer purchase decisions (Al-Azzam and Al-Mizeed, 2021). Online platforms offer information, enabling users to get wide and beneficial information about a brand or product. By using this strategy, Samsung highly focuses on advertisement and showcasing user-generated content to create reliability brand loyalty, and trust for the brand (Vu and Vu, 2021). Strategies for digital marketing that increase awareness and have an impact on purchasing decisions include sponsored content, targeted adverts, and influencer collaborations. Businesses should adapt their messaging to target particular consumer groups, facilitating decision-making and empowering customers to make educated decisions. The operation of Samsung's digital marketing has boosted consumer satisfaction and made purchasing more enjoyable by providing customized recommendations, a user-friendly user interface, and email marketing. The company's upgraded and seamless tailored approaches as well as its efficient online operation have greatly pleased clients. In order to keep customers and increase sales, Samsung, a leader in worldwide electronics and technology, uses digital marketing techniques (RAJI and YUSUF, 2020). Influencer collaborations and social media platforms are used by Samsung to boost sales. Through engaging and educational material, they highlight the qualities of the products, customer testimonials, and experiences, which directly affect purchasing choices. Prominent influencers actively endorse Samsung's products, enhancing trust and driving up sales.
From the survey results of question 1, it can be said that the users of Samsung feel the usefulness and benefits of the organization's digital platform which improved its operation. Respondent’s positive reaction toward the improvement of the perception of Samsung’s brand depicts that digital marketing of the organization has impacted connection, engagement, and purchasing of the customers. The response to survey question 2 suggests that Samsung’s digital marketing tactics such as paid advertisements, influencer marketing; improved SEO, content creation, and many more have a positive impact on the purchasing and engagement of a large base of customers.  Customers find the digital marketing of Samsung very influential in their purchasing decisions through attracting advertisements and informative posts. Samsung successfully connects with and resonates with its target audience through targeted online advertising, interesting social media campaigns, and influencer collaborations. The personalized approach, supported by data analytics's, increases the likelihood that clients will make a purchase by ensuring they receive tailored product recommendations and promotions (mdpi.com, 2023). A perception of trust and reliability is created via informational materials, user feedback, and recommendations from reputable influencers. 
Samsung uses digital marketing strategies to reach customers worldwide for its semiconductors, consumer electronics, appliances, and smart phones. Through social media platforms like Facebook, Twitter, Instagram, and LinkedIn, they communicate with millions of customers around the world. To target potential customers, they use Google Ads, social network advertising, and display advertising. From the survey responses, it can also be understood that digital marketing efforts have improved brand awareness and recognition for Samsung.  Digital marketing campaigns of the organization have effectively improved the engagement and interaction with its customers which significantly improves its social and financial growth worldwide. Survey questions 4 and 5 are constructed based on brand awareness, engagement, interaction, and recognition of Samsung and its responses show that a large percentage of customers feel that by implementing and prioritizing online business, the company has improved these above-mentioned factors to generate more social and financial growth and provide customer satisfaction. By offering high-quality products to ensure customer pleasure and retention, Samsung has taken advantage of this chance to accelerate its social and financial progress. Samsung also uses email marketing to stay in touch with its present customer base, often sending out newsletters and information about new product releases, sales, and tech-related advice. Customers are enticed to check out new products and make more purchases because of this consistent online presence, which fosters consumer loyalty and brand recognition.
Through visual storytelling, intriguing content, and engaging interactive experiences, Samsung has built a strong brand identity that has helped it become a trusted and well-known name in the sector. Customers' loyalty has increased owing to the usage of social media contests, interactive promotions, and timely communication.
With the effectiveness of Samsung’s SEO and advertisement tactics, participants show in the response to question 7 that they very frequently come across Samsung’s digital marketing materials such as advertisements and promotions on social media. This depicts that Samsung’s online marketing is working efficiently to grab customer attention and influence their purchasing decisions and engagement with the brand. With personalized recommendations and customized services, the operation of Samsung’s digital marketing has provided improved customer satisfaction and provided better shopping experience (samsung.com, 2023). The responses to survey question 10 show that the majority of the respondents are highly satisfied with Samsung for its improved and smooth personalized approach and effective online operation. 
In order to support its international marketing objectives, Samsung has adopted a number of successful digital marketing methods. All of these tactics make use of the numerous possibilities that the digital landscape primarily provides for communicating with customers throughout the world. The skilful application of numerous digital marketing methods by Samsung has substantially aided its success in international marketing.  Through the use of social media, SEO, content marketing, influencers, mobile optimization, personalization, e-commerce, localization, interactivity, and data privacy, Samsung also successfully negotiates the challenges of digital marketing in a worldwide setting. Together, these tactics support Samsung's efforts to engage, reach, and convert customers around the world. This strategic approach increases brand visibility while also fostering enduring relationships with its global audience.
[bookmark: _Toc146642456]4.5. Summary 
In this chapter, all the data collected for this research paper has been discussed, analysed, and evaluated to construct effective findings for the research paper. The interpretation of the survey data depicts that Samsung Organization uses digital marketing to market and promote its brand, influencing consumers' purchases and raising the brand's value. The respondents to the survey think that Samsung's use of digital marketing has improved the perception and recognition of the brand. The business's distinct digital marketing strategies have improved recognition for their effectiveness in attracting clients from around the world. Some respondents had mixed feelings about Samsung's decision to base its digital marketing approach on user preferences, which was also shown by the study. According to the participants, Samsung has successfully modified its digital marketing techniques to respond to the needs of customers around the world. Overall, it can be said that with effective strategies, tactics, and digital marketing, Samsung is successful in gaining attention, recognition, interaction, and social and financial growth in the global market. Samsung's digital marketing initiatives play a critical role in maintaining customers and driving revenue. In an ever-changing and competitive industry, personalized content, email marketing, digital advertising, and influencer collaborations combine to provide a holistic strategy that not only increases client loyalty but also spurs sales growth. The company's brand recognition in the fiercely competitive global market is largely a result of Samsung's digital marketing initiatives, which also include social media interaction, SEO, paid advertising, and influencer relationships. Samsung's digital marketing efforts are crucial to increasing customer satisfaction in addition to generating sales. By offering helpful content, cultivating community involvement, personalizing marketing initiatives, and utilizing user reviews, Samsung offers a comprehensive customer experience that turns consumers into not only happy customers but also loyal support for the brand 
[bookmark: _Toc146639349][bookmark: _Toc146642457]Chapter 5: Conclusion and Recommendations
[bookmark: _Toc146642458]5.1 Conclusion 
By connecting customers, boosting sales, and using clever digital marketing strategies, Samsung has increased the influence of its brand. Relationships built on trust have been developed through customized content and engaged social media presence. The international aspect of digital marketing enables businesses to operate across boundaries, influencing customer choices and brand perception and reshaping the global market. Samsung has successfully utilized digital marketing strategies to generate significant financial benefits and improve its brand image. The company focuses on advertising and user-generated content to create trust and reliability for its products. Strategies such as sponsored content, targeted ads, and influencer collaborations have been implemented to increase awareness and impact purchasing decisions.
Through email marketing, personalized recommendations, and a user-friendly interface, Samsung's digital marketing has increased customer happiness and improved the buying experience. The benefits of products, client testimonials, and experiences are highlighted on social media platforms and through influencer partnerships to increase sales because these factors have a direct impact on consumer decisions.
In order to reach customers worldwide, the corporation uses digital marketing techniques for its semiconductors, consumer electronics, appliances, and smart phones. Millions of clients are connected with the brand through social media platforms including Facebook, Twitter, Instagram, and LinkedIn. The brand utilized aspects such as Google Ads, social network advertising, and display advertising for targeting potential clients. 
Samsung's digital marketing efforts have improved brand awareness and recognition, fostering customer loyalty and brand recognition. By offering high-quality products, engaging content, and interactive experiences, Samsung has built a strong brand identity and increased customer loyalty. Samsung's successful digital marketing methods, including social media, SEO, content marketing, influencers, mobile optimization, personalization, e-commerce, localization, interactivity, and data privacy, have significantly aided its success in international marketing. This strategic approach increases brand visibility while fostering enduring relationships with its global audience. 
Globally, Samsung's digital marketing tactics have a big impact on customer happiness. The company uses data-driven strategies to deliver individualized recommendations and experiences that boost conversion rates. Through its products and systems, Samsung ensures client pleasure through its Smart Service program. Additionally enhancing its user engagement are interactive elements, social network integration, and e-commerce connection. Information on Samsung's products and technology is shared through partnerships with influencers and tech experts, which enhances customer involvement and expertise.
[bookmark: _Toc146642459]5.2 Linking with Objectives 
5.2.1 Linking with Objective 1: To analyse the digital marketing strategies employed by the Samsung Company in its global marketing efforts.
Effective digital marketing strategies are essential to ensure the impact of the marketing and generate profit. To ensure this factor, Samsung Company has utilized several digital marketing strategies for its global marketing such as Social Media Engagement, Influencer Collaborations, Content Marketing, SEO, Personalization and Data Utilization, E-commerce Integration, and many more. These strategies improve brand visibility, engagement, customer interaction, and purchasing, improve brand value, and create great connections among global customers. This objective is widely discussed and justified in several chapters and sections of this dissertation. In the literature review chapter, this objective is discussed with an in-depth and large amount of data. By discussing pre-existing journals on this topic, the strategies used by Samsung and its beneficial factors are discussed in this chapter. Further, in the data analysis chapter, data regarding this objective has been analysed and evaluated. Findings from this objective have also been gathered and discussed in the findings section. In the last chapter of the dissertation, the conclusion also contains a summarized form of data regarding this objective. This shows that this objective about the digital marketing strategies of Samsung is overall linked with this dissertation. 
5.2.2 Linking with Objective 2: To assess the effectiveness of digital marketing initiatives of Samsung as far as market reach, customer engagement, brand mindfulness, and sales performance.
In the era of technology, digital marketing has become an essential part of business development. The online marketing system has the ability to break the barriers of the region to expand the business globally and improve customer engagement, market reach, and sales. Samsung has established itself as a market leader in the technology and electronics sector due to its highly successful digital marketing strategies, which have expanded its client base, increased brand awareness, and boosted sales. To link this objective to the dissertation, a wide description and analysis of the data related to this objective has been provided in this research paper. In the literature review chapter, this objective has been discussed with reliable academic support to understand the effectiveness of Samsung’s digital marketing for the global market to influence market reach, customer engagement, brand mindfulness, and sales performance. In the discussion chapter, this data has been analysed to understand its effectiveness and reliability for the Samsung Company. The conclusion and recommendation par has also discussed this objective and provided recommendations. 
5.2.3 Linking with Objective 3: To examine the effect of digital marketing on consumer behaviour, including buying decisions and brand faithfulness, in the global market setting.
Digital marketing has a huge impact on how consumers' tastes, attitudes, and actions are shaped in the current marketplace. The way that customers interact with brands and choose what to buy has also been altered by digital marketing. Brand loyalty among customers is significantly shaped by digital business operations. Digital platforms' interactive features also encourage direct communication between businesses and their clients globally. To link this objective with the dissertation, wide description and information regarding this objective has been provided in this paper. This objective is covered in great detail in the literature review chapter. The success of Samsung's digital marketing methods and its positive aspects are explored in this chapter by referencing prior research on the topic. Additionally, data related to this purpose have been analysed and evaluated in the data analysis chapter. The findings chapter includes findings from this objective as well, which have been compiled and discussed. A summary of the data related to this objective is also included in the dissertation's last chapter's conclusion.
[bookmark: _twf197v2v6m9][bookmark: _Toc146642460][bookmark: _Toc146639350]5.3 Future Scope
[bookmark: _7agsqy11c7t8][bookmark: _Toc146642461][bookmark: _Toc146639351]5.3.1 Theoretical implementation
The theoretical implementation of this research project is linked with creating a proper point of view for future researchers on the importance of digital marketing for well-known brands such as Samsung. This research study can be helpful for those researchers to provide them with statistical data on the benefits and influence of digital marketing for brands to reach global customers. The survey results can be extremely beneficial for the researchers to explore different perspectives of people. Critical analysis of this research study on the selected topic will help further studies to understand the importance of good communication with customers to expand a brand. On the other hand, this will also help the researchers to critically evaluate the importance of online marketing in the era of social media. The future readers will get much information about branding and marketing strategies which can be helpful for them to apply for their own benefits.
[bookmark: _a3reazqs4220][bookmark: _Toc146642462][bookmark: _Toc146639352]5.3.2 Practical implementations
On the other hand, the practical implementation of this research project will be beneficial for the Samsung head as the company authority can get to observe reviews of 50 people about their marketing strategies from this research project. This research will be beneficial for other brands because they will get to observe the strategic marketing planning of a well-established brand such as Samsung. The strategies that this company uses to acquire the global market have been mentioned in this research project therefore other companies both new and existing ones can take lessons from this research study. The study has also conducted a survey of almost 50 people therefore both Samsung and other companies can get to observe the perspective of different people about the efficiency and impact of digital marketing.  
[bookmark: _m3lgc7hmtlb7][bookmark: _Toc146639353][bookmark: _Toc146642463]5.4 Recommendation
Recommendation for including qualitative data of the selected company
This research is conducted on the basis of a survey that has been used to collect primary quantitative data on the selected topic. This has helped the researcher to gain knowledge about the Samsung company and its digital marketing strategies by observing different perspectives of people. However, there are some limitations that are perceived with this research study as this study has not included secondary qualitative data in its data collection method. The secondary data are collected from past peer-reviewed and authentic journals of other authors who have already worked on the topic (Chatfield, 2020). It will be better if the researcher uses these secondary data in future for such topics to gain better explanations and knowledge on such topics.
These journals often provide data which are verified. This verified information can be helpful for the researcher to understand the importance of social media in a better way. This research study has used only survey data in their data collection process. However, the study would have used primary qualitative data in the research study. Primary qualitative data can be collected by conducting interviews. This interview would have provided better information about the company's digital marketing as in interviews people answer with detailed information.

Recommendation for the selected company to improve its presence on online 
[image: Picture3]
Figure 5.4.1: Different digital marketing strategies to improve Samsung’s market presence
(Source; Self-developed)
Samsung has used digital marketing in several ways to improve its customer retention and brand image in the global market. It has collaborated with social media influencers and e-commerce platforms to improve its sales rates. However, a few more steps are required for the Samsung company to adopt for better acquisition of the global market. The Samsung company can add a “chat box option” to its official website so that customers can easily chat with the representatives of the company for any kind of help and queries about the products (Mathai and Raju, 2021). This company can also run PPC campaigns to attract more customers in future. On the other hand, it can also implement an “email marketing strategy” in its digital marketing plan to reach even more customers. These strategies can be extremely helpful for such brands to promote their products globally with a limited budget.
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Appendix:
Questionnaire

1. How much do you think Samsung’s digital marketing initiatives have impacted your purchasing choices?
· Not Influential at all
· Slightly Influential
· Neutral
· Very Influential
· Extremely Influential 

2. Please indicate the amount you agree with in the following statement: “ My Perception of Samsung’s brand has been significantly impacted by their use of digital marketing.”
· Extremely true
· Somewhat true
· Slightly true
· Not true at all
3. Do you accept Samsung’s digital marketing efforts have improved brand awareness and recognition?
· Yes
· No
· Maybe
4. How successful are Samsung’s digital marketing tactics, as you would like to think, contacting an overall crowd?
				
5. Please indicate how much you agree or disagree with the following statement “Samsung’s digital marketing campaign effectively engage and interact with their customers.”
· Extremely true
· Somewhat true
· Slightly true
· Not true at all
6. Based on Samsung’s use of digital marketing how likely are you to suggest their products?
· Very likely
· Somewhat likely
· Neither likely nor unlikely
· Somewhat unlikely 
· Very unlikely
7. How frequently do you come across Samsung’s digital marketing materials on social media?
· Very Often
· Often
· Very frequently
· Rarely
· Never
8. How well do you think Samsung’s digital marketing content was adapted to your tastes and      requirements?
· Poor
· Fair
· Good
· Very good
· Excellent 
9. How much do you think Samsung’s digital marketing initiatives have assisted them to reach a worldwide audience?
· Not at all
· Slightly
· Moderately
· Significantly
· Completely
10.  Please indicate how satisfied you are overall with Samsung’s digital marketing initiatives and how they affected your shopping experience?
☺☺☺☺☺
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