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[bookmark: _Toc159591882]1.0 Introduction

This dissertation examines the transformative impact of shifting consumer expectations on Apple and Samsung brands’ strategies in the digital era. It explores how Apple and Samsung brands navigate these changes through innovation, personalisation, and sustainability. It aims to uncover the keys to building lasting customer relationships and achieving market success in a landscape defined by rapid evolution and heightened consumer awareness.
1.1 [bookmark: _Toc159591883]Background and Rationale

The intersection of evolving consumer expectations and brand strategy adaptation is pivotal in modern marketing research. Advances in technology and growing social awareness have profoundly altered consumer behaviour, compelling brands to evolve their engagement and communication methods (Kotler & Keller, 2016). Today’s digital landscape has empowered consumers, who demand more personalised, immediate, and ethical brand interactions (Hollensen, 2020). Research highlights a trend towards personalisation, showing that 80% of consumers favour brands offering personalised experiences (Smith, 2020). Additionally, the push for sustainability is evident, with 66% of consumers willing to pay extra for sustainable products (Lubin, D and Esty 2014).
The COVID-19 pandemic has further expedited the shift towards digital, changing shopping habits and expectations significantly, with e-commerce sales projected to hit $4.2 trillion globally in 2020 (Statista, 2021), underscoring the need for brands to weave digital strategies into their foundational operations.
Apple Inc. and Samsung Electronics established technology and consumer electronics giants, exemplify this evolution. Apple, known for its innovative product design and integrated ecosystem, competes closely with Samsung, which has cemented its status with its Galaxy smartphones and a focus on innovation and quality (Linzmayer, 2004; Yoffie & Baldwin, 2020; Lee, 2010; Michell, 2010). This rivalry underscores the ongoing innovation and consumer expectations shaping the global market.
This study delves into how Apple and Samsung adapt their strategies to meet changing consumer demands. It focuses on loyalty, engagement, and differentiation in an increasingly digital marketplace, reflecting on its contributions to technological progress and the dynamic competition that fuels industry advancements.
1.2 [bookmark: _Toc159591884]Literature Review

In today’s market, aligning brand strategies with evolving consumer expectations, shaped by technological advancements and shifting social norms, is critical. Kotler and Keller (2016) shed light on the significance of digital innovations in transferring power to consumers, who now seek more personalised and ethically responsible interactions from brands like Apple Inc. and Samsung Electronics. These corporations have responded by emphasising innovation and sustainability in their business models to cater to these demands.
The importance of personalisation in consumer engagement is highlighted by Kaplan and Haenlein (2020), who note the role of artificial intelligence in creating highly personalised experiences—a strategy effectively utilised by Apple and Samsung. Smith and Chang (2021) also point to the value of data analytics in tailoring marketing efforts to individual consumer preferences, a practice that has bolstered the loyalty and satisfaction of their customer base.
The pandemic-induced shift to digital shopping has underscored the need for digital transformation, with Zhou et al. (2020) discussing the rapid adaptation brands require to maintain their online presence. Sustainability has also become a deciding factor for many consumers, as evidenced by the work of Jones et al. (2022), who note that Apple’s and Samsung’s commitment to environmental and social responsibility has significantly enhanced their market standing.
1.3 [bookmark: _Toc159591885]Aims and Objectives

Aim
This research aims to examine the impact of evolving consumer expectations on the brand strategies of Apple Inc. and Samsung Electronics. By delving into personalisation, digital transformation, and sustainability, the study seeks to uncover how these leading technology firms adapt to maintain relevance and enhance consumer loyalty in a rapidly changing market landscape.
Objectives
·     To conduct a comprehensive literature review on the evolving consumer expectations and their influence on brand strategies, focusing on personalisation, digital transformation, and sustainability as they pertain to leading technology companies.
·     To assess the adaptability and effectiveness of Apple’s and Samsung’s brand strategies in response to these changing consumer expectations, employ qualitative and quantitative research methods.
·     To analyse specific case studies from Apple and Samsung that demonstrate successful adaptation to these trends, aiming to identify the pivotal strategies and practices that have enabled these companies to sustain consumer engagement and loyalty in a competitive and rapidly evolving marketplace.


[bookmark: _Toc159591886]2.0 Research Design

[bookmark: _Toc159591887]2.1 Methodology 

This study adopts a mixed-methods approach guided by the layered structure of the Research Onion (Saunders et al., 2007).
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Figure 1: The Research Onion. (Source: Saunders et al., 2007).

This study employs a mixed-methods approach, grounded in a pragmatist philosophy outlined by Saunders et al. (2007), to examine the influence of consumer expectations on brand strategies. By integrating qualitative and quantitative research, this methodology offers a holistic view of the intricate relationship between consumer behaviour and brand responses. The sequential exploratory design ensures a thorough exploration of consumer-brand dynamics, highlighting the significance of methodological flexibility in capturing the nuanced realities of market interactions. This approach not only facilitates a deep understanding of evolving consumer preferences but also enables the identification of effective brand adaptation strategies in a rapidly changing marketplace.
However, this approach is not without limitations. The sequential nature of the design means that the research is time-consuming, as the second phase cannot commence until the first phase is complete. Additionally, integrating findings from both methods can be challenging, requiring careful consideration to ensure coherence and meaningful conclusions. Furthermore, the reliance on participant selection and the potential for researcher bias in qualitative data collection and analysis highlight the importance of rigorous methodological rigour and reflexivity throughout the research process.

[bookmark: _Toc159591888]2.2 Data collection

The research employs a sequential mixed-methods approach, as Creswell and Plano Clark (2018) recommended, to investigate how changing consumer expectations impact the companies’ brand strategies. The study begins with gathering qualitative data through semi-structured interviews with industry experts and focus groups with consumers of both brands. This step aims to gain deep insights into individuals’ attitudes, perceptions, and experiences regarding Apple’s and Samsung’s branding strategies amidst evolving consumer demands. Following this, a quantitative survey will be disseminated to a larger audience of Apple and Samsung users to quantify consumer expectations and their satisfaction with the brands’ adaptations to these expectations. This methodology ensures a comprehensive analysis by combining the depth of qualitative feedback with the statistical strength of quantitative data, which is crucial for evaluating the success of Apple’s and Samsung’s adaptive strategies in the contemporary consumer environment (Creswell & Plano Clark, 2018).
[bookmark: _Toc159591889]2.3 Sample

To ensure diverse perspectives, the study will target 100 consumer and marketing professional participants. This sample size is consistent with recommendations by Bryman (2016) for mixed-methods research, allowing for meaningful qualitative insights and statistically significant quantitative analysis.













[bookmark: _Toc159591890]3.0 Limitation and Ethical Risk

[bookmark: _Toc159591891]3.1 Resource Limitations 

The research is subject to resource limitations because it faces time constraints that could limit the scope and depth of data collection. As Bryman (2016) notes, such constraints impact all stages of research, including planning, conducting interviews, and analysing results. Time limitations may reduce the number of interviews and affect the survey’s reach, possibly decreasing the diversity and volume of data (Saunders, Lewis, & Thornhill, 2007). However, adopting effective time management and starting preparatory activities early can help mitigate these challenges, ensuring meaningful data collection within the available timeframe (Robson & McCartan, 2016).
[bookmark: _Toc159591892]3.2 Ethical Considerations

Ethical integrity in research is essential, especially when human participants are involved. As outlined by Israel and Hay (2006), ethical considerations in research encompass informed consent, confidentiality, and the protection of participant data. In this study, participants will be provided with a detailed consent form, clarifying the research scope and their involvement, thereby upholding the principle of informed consent (Resnik, 2011). Confidentiality will be strictly maintained, with all data anonymised to protect participant identities, aligning with data protection principles (Data Protection Act, 2018). These steps ensure that participants can share their views freely, fostering an environment of trust and respect.
[bookmark: _Toc159591893]3.3 Reliability and Validity

To enhance reliability and validity, careful planning and selecting the optimal research methodology are crucial (Golafshani, 2003). Ensuring uniformity in questionnaires and interviews across participants minimises variability while maintaining objectivity throughout the study mitigates bias, thereby bolstering the research’s credibility (Creswell & Miller, 2000).






[bookmark: _Toc159591894]4.0 Resource and Planning

[bookmark: _Toc159591895]4.1 Resources

A blend of secondary and primary data sources is essential to meet the research aim. Secondary data will be sourced from credible online articles, textbooks, and journals accessible via online libraries and Google Scholar, ensuring reliability. For primary data, an online questionnaire will be developed using Microsoft Forms and shared through social media to recruit participants. Additionally, interviews will be conducted with willing participants, further enriching the study’s data pool. This comprehensive approach ensures a robust foundation for investigating the research objectives.
[bookmark: _Toc159591896]4.2 Gantt Chart

A Gantt Chart is instrumental in this study, serving as a critical tool for effective time management (Lock, 2007). By visually mapping out the project timeline and tasks, the Gantt Chart facilitates efficient workflow organisation, ensuring that each research phase is completed systematically and on schedule (Kerzner, 2013). The chart related to this project can be found in Figure 2 below.
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Figure 2 – Gantt Chart of Project Schedule
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	Cyfranogwr Rhif Adnabod: 
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FFURFLEN GANIATÂD CYFRANOGIAD
	
SAMPLE PARTICIPANT INFORMATION SHEET


	TEITL Y PROSIECT: / PROJECT TITLE:



*THIS FORM IS TO BE AMENDED AND ADAPTED AS NECESSARY

Dear Participant: 

My name is XXXX and I am studying in the School of XXXX.

I would like to invite you to participate in my research project. This project will xxx and aims to xxx 

*Attached to this letter is a short questionnaire developed by XXX which will assess XXXX. I believe your opinions will be extremely helpful to me. 

Through your participation in the questionnaire and/or interviews, I hope to ascertain XXXX. 

All questionnaires will be kept strictly confidential to the researchers involved and at NO time will individual questionnaires be released to the general public. This gives you a chance to express your views on your programme a confidential and anonymous forum and still be able to make a difference. Your participation in this study is completely voluntary so you can withdraw from the questionnaire at any stage. 

Our questionnaire should take about XXX minutes to complete, but there is no time constraint. There are also no right or wrong answers. Attached to this letter along with the questionnaire is XXX (e.g. an instruction sheet / a consent form /a feedback sheet). As this is a new project, your feedback is also important to us and we would be much obliged if you could also complete the feedback sheet along with the questionnaire. We understand that your time is at a premium but your opinions are very valuable to us. 

After careful and precise analysis of the data obtained from this questionnaire, I will be happy to provide you with a copy of the findings at your request. The results of this questionnaire will hopefully enhance my understanding of XXXX and will be stored on XXX. The results of the research will be fed back to XXX.

We thank you in advance for your time and participation. If any questions do arise, feel free to contact me at your convenience. 
	ENW A CHYFEIRIAD YR YMCHWILYDD
	NAME & ADDRESS OF RESEARCHER
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