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Impact of Digital Marketing on Organizational Performance
A Proposal
[bookmark: _Toc174830643]Introduction
[bookmark: _Toc174830655]	People view digital marketing as the most futuristic and effective tool a firm can use to communicate its products or services. Since its inception, digital marketing has changed the way businesses communicate with their client base and sell. Digital marketing, also known as internet marketing, complements online marketing through channels such as social media platforms, emails, websites, and search engines. The World Wide Web's introduction in 1989 marked the beginning of the concept of digital marketing, almost three decades ago. After that, the concepts of digital marketing have rapidly evolved because of the improvements in email technologies, the low costs of creating business websites, and social networking sites. The global market environment has become highly competitive, with more choice available to consumers. Therefore, businesses must find creative ways of promoting their products and services to stand out from the crowd. On average, people spend seven hours and 30 minutes online daily. The highly engaged online audience provides numerous opportunities for businesses looking to increase their visibility for their services and products. In essence, digital marketing provides limitless opportunities for connecting existing and potential customers. Therefore, as small businesses clamor to gain the attention of online users and shift their marketing efforts online, it becomes essential to understand how this move can affect organizational performance. The purpose of this paper is to assess how digital marketing affects a company's performance.
[bookmark: _Toc174830644]Research aim and research objectives
Aim: To assess the impacts of digital marketing on organizational performance.
Objectives: 
1. To understand how digital marketing affects a company's performance regarding profitability and customer satisfaction.
2. To know the most effective digital marketing strategies that successful organizations use to reach their customers.
3. To identify how digital marketing campaigns influence customer retention and brand loyalty.
4. To determine the best approaches that organizations can use to enhance their digital marketing efforts.
5. To recommend suitable marketing strategies ideal for enhancing organizational performance.
[bookmark: _Toc174830645]Research questions and hypotheses
Research questions: 
1. How do current digital marketing practices contribute to profitability and revenue growth?
2. How does digital marketing contribute to better customer engagement and satisfaction?
3. What is the most effective digital marketing strategy that an organization can use to improve its performance?
4. What are the best approaches to enhancing digital marketing efforts in an organization?
5. Which is the most suitable digital marketing strategy that the researcher can recommend improving organizational performance?
Hypothesis:
1. H1: Digital marketing has a direct correlation with the profitability and revenue growth of a company.
2. H2: Proper digital marketing initiatives can enhance the overall market share.
3. H3: Digital marketing, when done correctly, can enhance customer engagement and retention.
4. H4: Digital marketing has a positive relationship with brand loyalty and can help with customer retention.
5. Implementing organization-specific digital marketing approaches centered on selected organizational goals can enhance the organization’s profitability and market reach.
[bookmark: _Toc174830646]Justification of the research
Most organizations are looking for the best ways they can use to gain a competitive edge in the market. Also, the digital landscape is continuously changing, and farms must find innovative ways to reach their customers and promote their products. This research justifies the need to understand how organizations can improve their overall performance through digital marketing. Businesses that are new to digital marketing can use this research to improve their decisions regarding the most effective marketing approach that can yield more profits and promote stronger customer relationships. Therefore, this study will evaluate firms that are transitioning from traditional to digital marketing to determine how they are achieving this goal. In essence, enhancing customer satisfaction will improve how firms and customers interact. The study's completion will provide crucial data for organizations looking to test the effectiveness of online marketing. Furthermore, the study outcomes will educate researchers on the impact that digital marketing can have on organizational performance.
[bookmark: _Toc174830647]A review of literature            
Most businesses are slowly embracing digital marketing to enhance their performance due to increased competition and shifting customer preferences. Baines et al. (2022) have examined the effect of digital marketing on the issues of profitability, customer satisfaction, and company performance. According to González-Padilla et al. (2024), digital marketing strategies result in expanded market coverage; by reaching a larger audience, firms get more revenue and, therefore, experience greater rates of growth. Also, it emerged that digital marketing communication media such as SM and e-mail campaigns have the potential of increasing the overall customer satisfaction since customers enjoy tailored and timely interactions, hence improving their relationship with the firm (Dwivedi et al., 2021).
Subsequent research by Fletcher (2024) reveals that not only is digital marketing more efficient in targeting more customers but also in maintaining them (Sharma & Alamuri, 2024). Firms that adopt customized approaches to digital promotion, including content and offers, have a higher tendency of customer loyalty among consumers (Kant, 2020). This means that it will support a main factor of continued business—long-term customer relations—that can be effectively supported by digital marketing.
Pires et al. (2024) caution that the shift from TV to Web-based advertising is critical for firms that want to survive. According to Tarazona-Montoya et al. (2024), companies that adopt internet marketing strategies can perform better than those companies using normal marketing techniques. Besides, these organizations get better market coverage, which is good for their marketing strategies and costs and hence has a better ROI in marketing expenditure (Faruk et al., 2021). Thus, the literature insists on the evolutional role of digital marketing in changing organizational performance with regard to profitability, customer satisfaction, and retention rates (Quinton & Reynolds, 2022). This paper provides a review that forms the basis for empirical research on the best approach that organizations can use in enhancing their digital marketing strategies to support better business performance.
[bookmark: _Toc174830648]Methodology
This research will employ a qualitative research method to assess the level of influence that digital marketing has on the performance of organizations. Exploratory research methods will evaluate the potential application of digital marketing approaches within an organization. Conversely, we will use content analysis to evaluate the relationships between various digital marketing activities and various performance parameters.
[bookmark: _Toc174830649]Research Design
The design for this research includes both descriptive and analytical studies. While inferential techniques will compare the effectiveness of different types of digital marketing for organizations, explorative research will focus on identifying the types of digital marketing that various organizations are adopting. For this study, descriptive research is important because it helps identify the trends in digital marketing adopted by various organizations. This study, which is descriptive in nature, will employ both quantitative and qualitative methods to achieve its objectives.
[bookmark: _Toc174830650]Qualitative Methods
Case Studies
The best-case studies will be selected based on their applicability to this research. Hence, much emphasis will be placed on organizations that have been able to implement an effective digital marketing campaign. Essentially, these case studies will need to demonstrate the leading methodology and advancements in techniques. Companies are going to be chosen if they manage to achieve some outstanding results in digital marketing, whether that be awards, the growth of their market share, or simply mentioned in any sort of industry report. Secondary data shall be obtained through secondary research from the management of the firms, company reports, and examination of the firms' digital marketing efforts. Secondary sources like magazines, journals, newspapers, white papers, and any other documents and publications related to the industry will also be used. Also, a comparative synthesis of all the cases will be done in order to compare and contrast the approaches taken and the challenges faced in each case.
Data collection
The process of data collection will be systematically arranged and done in phases to achieve optimality. Pre-feasibility surveys will be conducted in the form of survey pilot testing of the appropriate surveys. The pilot participants’ feedback will then be used to revise the instruments for easier understanding and efficiency. Prior to data collection, the researcher will physically go to the organization to obtain permission from the human resources department and inform them that the research is underway. The secondary methods of data collection will be surveys and case studies. The surveys will then be administered for a two-month period to ensure that those who did not respond early enough complete the surveys. Reminders will be used to remind people to complete the surveys. It should be noted that the collection of data for case studies will be a continuous process with periodic revisions to the documentation.
[bookmark: _Toc174830651]Gannt Chart
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[bookmark: _Toc174830652]Ethical Considerations
The study will seek permission from the institutional review board concerning the ethical issues involved in the research. Participants’ consent will be obtained before the data is collected from them regarding the research objective, their right to withdraw from the study, and the data usage. Furthermore, understanding and agreement on honoring participant privacy and anonymity will be observed throughout the research study.
[bookmark: _Toc174830653]Data Analysis
Data analysis involves reducing the collected data to a manageable amount, generating data summaries, identifying patterns in the data, and applying statistical techniques. Statistical tools such as the Statistical Package for Statistical Sciences (SPSS) version 28 will clean, code, and analyze the data collected for this research. Thus, the complex analysis of the data from the study will be performed through the use of descriptive as well as inferential statistics. In dealing with the variables, frequency counts and percentages will be calculated, while the regression analysis will be run on the data in order to arrive at inferential statistics. The methodology entails creating descriptive statistics to describe the data on the variables in question, as well as correlation and regression analyses to test the research hypotheses. The findings of the study will be used to draw conclusions concerning the effects of digital marketing on performance. Particularly, case study data will be discussed, compared, and contrasted to extract features in terms of specified themes and patterns. To enhance the credibility of the study, the findings will be integrated with quantitative data in a bid to get a complete perspective on the research problem.
[bookmark: _Toc174830654]Conclusion
Therefore, applying the qualitative method, this study’s objective is to identify and describe the effects of DM on organizational performance. Descriptive analysis will therefore entail the process of gathering and presenting data on current digital marketing practices and the performance that comes with them in different organizations. This will consist of qualitative data from the questionnaires administered to marketing professionals and buyers, as well as qualitative data from engagement, conversion, and sales rates, among other things.
The qualitative dimension will reveal the diversity of environments where organizations employ digital marketing tactics, comprehend their motivations, and pinpoint the challenges and opportunities that potential companies encounter. The use of these methods collectively will provide a more comprehensive view of the effects of digital marketing, thereby enabling the provision of prescriptive recommendations to enhance digital marketing strategies. Businesses can therefore use the above findings to increase the effectiveness and efficiency of their marketing activities, the ultimate goal of which is to positively impact organizational and customer behavior. The study will also pinpoint the best practices and recent methodologies that will be useful to the target organization to be competitive in the current digital market.


















References
Baines, P., Rosengren, S., & Antonetti, P. (2022). Digital and social media marketing. Marketing. Available at: https://doi.org/10.1093/hebz/9780192893468.003.0019 (Accessed 14 Augi2024).
Dwivedi, Y. K., Ismagilova, E., Hughes, D. L., Carlson, J., Filieri, R., Jacobson, J., Jain, V., Karjaluoto, H., Kefi, H., Krishen, A. S., Kumar, V., Rahman, M. M., Raman, R., Rauschnabel, P. A., Rowley, J., Salo, J., Tran, G. A., & Wang, Y. (2021). Setting the future of digital and social media marketing research: Perspectives and research propositions. International Journal of Information Management, 59, 102168. Available at: https://doi.org/10.1016/j.ijinfomgt.2020.102168 (Accessed 14 Augi2024).
Faruk, M., Rahman, M., & Hasan, S. (2021). How digital marketing evolved over time: A bibliometric analysis on scopus database. Heliyon, 7(12), e08603. Available at: https://doi.org/10.1016/j.heliyon.2021.e08603 (Accessed 14 Augi2024).
Fletcher, G. (2024). The future of marketing. Digital and Social Media Marketing, 346-360. Available at: https://doi.org/10.4324/9781003372189-19 (Accessed 14 Augi2024).
González-Padilla, P., Saura, J. R., & Zekan, S. B. (2024). The broadening horizon of digital marketing: Investigating its transversal impact. Digital Marketing, 91-108. Available at: https://doi.org/10.1201/9781003384960-7 (Accessed 14 Augi2024).
Kant, S. (2020). Critical appraisal of prevailing marketing mix: Applies particularly to the digital marketing metaphor. Journal of Marketing and Consumer Research. Available at: https://doi.org/10.7176/jmcr/71-06 (Accessed 14 Augi2024).
Pires, P. B., Santos, J. D., & Silva, R. (2024). Relationship marketing in the age of digital marketing. Digital Marketing, 131-156. Available at: https://doi.org/10.1201/9781003384960-10 (Accessed 14 Augi2024).
Quinton, S., & Reynolds, N. (2022). Research ethics in digital and social media marketing research. The SAGE Handbook of Digital Marketing, 481-495. Available at: https://doi.org/10.4135/9781529782509.n27 (Accessed 14 Augi2024).
Sharma, M. A., & Alamuri, V. G. (2024). A study on digital marketing and its impact on revenue generation. International Journal of Research Publication and Reviews, 5(5), 10012-10016. Available at: https://doi.org/10.55248/gengpi.5.0524.1369 (Accessed 14 Augi2024).
Tarazona-Montoya, R., Devece, C., Llopis-Albert, C., & García-Agreda, S. (2024). Effectiveness of digital marketing and its value in new ventures. International Entrepreneurship and Management Journal. Available at: https://doi.org/10.1007/s11365-024-00959-5 (Accessed 14 Augi2024).

[bookmark: _heading=h.gjdgxs]



image1.jpeg
Prifysgol Cymru
Y Drindod Dewi Sant

University of Wales
Trinity Saint David





image2.png
Jun 26,2024 Jun 30,2024 Jul 07, 2024 Jul 14, 2024 Jul 21,2024 Jul 28, 2024 Aug 04, 2024 Aug 11, ...
D Name
2.27 28 29 30 1 2 3 4 5 6 7 8 9 10 11 12 13 14 15 16 17 18 19 20 21 22 23 24 25 26 27 28 29 30 31 1 2 3 4 5 6 7 8 9 10 1 1213

1 ~ Proposal
2 Topic Selection —’:_‘

3 Literature Review —’:_‘

4 Research Questions Development —’:_‘
5 Methodology Planning

7 Proposal Submission .





