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ABSTRACT
This dissertation aims to provide an evaluation of marketing strategies used by Advanced Micro Devices Inc. (AMD) to address consumer behavior within the field of Semiconductor Industry. This research is particularly centered on the ended role of digital marketing, branding, and promotional strategies with the view to evaluate the effectiveness of AMD’s strategic interventions on its consumers’ impressions, awareness, and purchasing inclinations. Using secondary data and integrating both qualitative analysis and quantitative data, this study looks at how and to which extent various marketing models such as the 4Ps, AIDA & SWOT impacted consumer engagement and overall market positioning.
The study emphasizes on how effectively AMD is using competitive prices, differentiation through product portfolio, and communication media to improve brand awareness and customer allegiance. This proves that pricing policy where value-for-money proposition pertains to the major customer segment is a crucial factor in getting a piece of market share against competitors such as Intel and Nvidia. This was also however found to lack details in customer contact as well as point out some opportunities in the marketing mix that can help improve on the perception of AMD and fully establish the company in the market for long term.
In this study, several findings were established thus adding to the general body of knowledge on how to foster consumer behavior in the technology markets using marketing strategies. It provides specific guidance for AMD to maximize its return on its digital marketing campaign and effectively incorporate novel technological technologies for maintaining a long-term competitive edge. The findings are useful for marketers interested in achieving a greater understanding of technology consumers for the purpose of fashioning appropriate market strategies. Consequently, this dissertation offers the following recommendations for future research: an exploration of how useful technologies, such as artificial intelligence could be integrated to improve Digital Marketing methods and customer engagement.
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[bookmark: _Toc179573514][bookmark: _Toc182988724]Chapter 1: Introduction
[bookmark: _Toc179573515][bookmark: _Toc182988725]1.1 Background
In the contemporary environment that is characterised by high levels of competition and a constantly shifting commercial environment corporations are always in the quest of finding ways of setting themselves apart to sustain a competitive advantage (Trigkas et al., 2023). Both large organisations and new start-ups are aware of two basic problems relating to the provision of value-added benefits to their customers and issues of need for growth and sustenance (Chandra, 2023). Marketing communications therefore have become important strategic weapons used to close the gap between a company’s strategy and the market in influencing buyer’s perception and decision.
Advanced Micro Devices, Inc. (AMD) was incorporated in 1969 by Jerry Sanders and his associates; the company is a substantial supplier of semiconductor units in the global market that specialise in performance and innovation as their CEO Guido Falk stated. Founded as the rival to industry giant Intel in the microprocessor market (Mvunabandi, Nomala and Gadzikwa, 2024), AMD has been able to strengthen its strategic marketing position and consistently introduce new products; thus, it indeed entered into the GPU market after acquiring ATI Technologies in 2006 (Alsharif et al., 2023). Various notebooks, desktops, and GPUs provided by AMD’s Ryzen processors and Radeon graphics cards have established the company’s reliable high-performance brand for price-conscious masses as well as business niches.
In this research proposal, the focus is to review existing literature and assess its success in explaining the impact of AMD’s existing marketing approaches on behaviour of customers (Tsygankova and Gordieieva, 2023). This paper will analyse the effectiveness of these strategies through the lens of brand image, brand commitment, as well as purchase intentions through secondary research to understand how AMD has continued to innovate and modify their marketing strategies in such a competitive market.
[bookmark: _Toc179573516][bookmark: _Toc182988726]1.2 Research Problem
A fast-growing technology market makes it imperative for companies to adopt more effective marketing strategies to survive in the market. Although AMD has been able to shift from being a new firm to a top firm in the industry, there are issues pertaining to its marketing plan especially in building lasting customer endearment. However, based on the emergence of new technologies, there are certain contradictions in perception of these strategies and impact on consumer and its loyalty to the brand. 
There is usually a lot of investment in marketing strategies in a business, in a bid to get returns on the investment. While for AMD the problem is not one of creating effective marketing messages but to make sure that these strategies actually drive consumer response and generate more sales and thus market share.
[bookmark: _Toc179573517][bookmark: _Toc182988727]1.3 Research Aim
The key objective of this study is to explore and assess the success of AMD’s marketing communication efforts in influencing consumer behavior. Regarding the purpose of the study, consumer perceptions, loyalty, and purchasing behavior resulting from the effectiveness of strategies will be investigated through secondary research.
[bookmark: _Toc179573518][bookmark: _Toc182988728]1.4 Research Questions
· What marketing strategies does AMD employ to engage its target audience?
· How do these strategies impact consumer behavior and decision-making?
· What alternative approaches could AMD implement to enhance consumer perception and brand loyalty?
[bookmark: _Toc179573519][bookmark: _Toc182988729]1.5 Research Objectives
· To explore the range of marketing strategies employed by AMD in the semiconductor industry.
· To analyses the impact of these strategies on consumer behavior, particularly in terms of brand perception and purchasing decisions.
· To identify potential improvements or alternative approaches that AMD could use to strengthen consumer loyalty and engagement.
[bookmark: _Toc179573520][bookmark: _Toc182988730]1.6 Methodology
This research utilises a combined quantitative and qualitative approach using information mostly collected from secondary sources. Qualitative data sources on consumer sentiments in the industry reports, academic sources, and competitive market research are expected to be gathered in this analysis. Based on financial statements, selling data, and market performance analysis, quantitative data will be collected to ensure the structures of research approach are met in the evaluation of AMD’s marketing efforts (Shakouhi et al., 2023). This approach is expected to offer an integrated picture of AMD’s marketing activity while combining statistical information with contextual data. Using quantitative data from various sources, the research seeks to show patterns and trends that cannot easily be seen by qualitative analysis only, which in turn will help provide a better assessment of the effect of AMD’s strategic marketing.
[bookmark: _Toc179573521][bookmark: _Toc182988731]1.7 Significance of the Study
The findings of this study will benefit the academic circle as well local and international industry marketers especially marketers in the technology sector. Knowledge of how the marketing mix gives flavour to consumer choices in a highly competitive market environment such as semiconductors could be valuable information that could be used to explain; how companies can place themselves and capture the attention of consumers in a highly competitive market so as to create sustainable brands (Nelson, Greaner and Hack, 2016). Thus, the results of this study can be useful for AMD and can help it to adjust the identified marketing strategies, to have a better idea regarding further ways of consumers’ engagement and loyalty increasing the conditions of the highly competitive environment (Sophocleous, Masouras and Anastasiadou, 2024). 
[bookmark: _Toc179573522][bookmark: _Toc182988732]1.8 Contribution to Knowledge
It will be valuable for the development of marketing knowledge since the results of this study will reveal the effects of various marketing strategies on consumer behaviour. In order to do so, this research will place AMD at the center of investigation in order to shed light on ways in which strategic marketing choices impact the operating dynamics and overall buying habits of consumers within technology industries (Othman, 2024). It will also reveal strategies that other firms ought to consider to enhance their marketing viability in other such high-stake markets.
[bookmark: _Toc179573523][bookmark: _Toc182988733]1.9 Conclusion
Therefore, this chapter has laid down the background to examine the efficiency of marketing activities in determining consumers behaviour with particular reference to AMD (Vidyastuti, 2021). I foresee that subsequent chapters of the study will discuss theoretical framework, methodology of data analysis, and strategic implications of the study, by providing significant knowledge extension to theoretical and empirical knowledge of field and industry.
[bookmark: _Toc182988734]Chapter 2: Literature Review
[bookmark: _Toc179573525][bookmark: _Toc182988735]2.1 Introduction
Activities in marketing influence consumer behaviour, buying decisions, as well as competitive status of a firm. This chapter provides a critical evaluation of literature on the subject of marketing strategies measured against theoretical and conceptual frameworks including Consumer Decision Making Process, Marketing Mix (The 4Ps: Product, Price, Place, Promotion), AIDA Model, STP Model and SWOT Analysis (Rana, Bhat and Rani, 2022). 

The purpose is to lay down the groundwork on how capability can be used to assess the impact that AMD’s marketing initiatives have on consumer behaviour. Research propositions in this area will be extended and previous research results will be stated specifying the chasms in existent literature to position the present investigation in scholarly literature stream.
[bookmark: _Toc179573526][bookmark: _Toc182988736]2.2 Base Theory of the Sub-discipline/Different Background Aspects to the Concept
[bookmark: _Toc182988737]2.2.1 Marketing and Marketing Strategies
Marketing is the process of identifying, anticipating, and fulfilling customer needs in a way that is profitable for businesses (Alsharif et al., 2023). Understanding customer needs is essential for companies to develop products and services that create value, ensuring long-term success. However, marketing can be resource-intensive, requiring significant time and financial investment, particularly when targeting a broad audience.
Marketing strategies refer to the methods businesses use to promote their products and drive sales (Stoyanov, 2021). These strategies often include approaches like product differentiation, market segmentation, and pricing tactics. Such strategies are vital for companies to gain a competitive edge in the marketplace (Woehler and Ernst, 2023). Despite their importance, marketing strategies may not always be adaptable to rapidly changing market environments, and their effectiveness can diminish over time.
[bookmark: _Toc182988738]2.2.2 Consumer Behaviour 
Consumer behaviour involves the study of how individuals make decisions about allocating resources, such as time and money, toward purchasing goods and services. This concept includes psychological, social, and cultural factors that influence buying decisions (Chandra, 2023). One limitation in studying consumer behaviour is its unpredictability, as human actions are often difficult to model consistently.
[bookmark: _Toc182988739]2.2.3 Relationship between Marketing Strategies and Consumer Behaviour 
The relationship between marketing strategies and consumer behaviour is highly interconnected. Successful marketing strategies can influence consumer preferences and drive purchasing decisions, ultimately enhancing customer satisfaction (Lahtinen, Dietrich and Rundle-Thiele, 2020). This, in turn, plays a key role in fostering customer loyalty, which refers to a consumer's ongoing commitment to repurchasing a brand’s products or services. Businesses can improve customer loyalty through personalised marketing efforts, delivering quality service, and implementing reward programs (Paul Blaise, Mpinganjira and Roberts-Lombard, 2021). 
To retain loyal customers, businesses often adopt strategies such as loyalty programs, maintaining open communication, and soliciting customer feedback to continually improve their offerings.
[bookmark: _Toc179573527][bookmark: _Toc182988740]2.3 Theoretical Frameworks/Models, and Related Research Issues
The main focus of marketing strategy research is consumer behaviour which in turn is the conscious and systematic set of actions an individual takes when making a choice of a product or service to consume (Lantarsih et al., 2021). The Consumer Decision-Making Process model is fundamental to this understanding, as it outlines the stages consumers typically follow: It includes needs recognition, information search, evaluation of alternatives, purchase decision, and post-purchase behaviour (Bell, Bryman & Harley, 2019). This framework is relevant in assessing how these marketing strategies which AMD uses helps consumers progress through these stages. Another peculiar concept includes the Marketing Mix or better still, the 4P’s which include; product, price, place and promotion (Wahyuningrum, Kristanti and Widodo, 2020). 
This model has been widely used in order to relate marketing strategies to consumers’ needs and wants satisfactorily (Adha et al., 2024). The evolution of marketing mix has led to the incorporation of the 7E model, highlighting experiential aspects to enhance customer engagement in the "physical" age (Batat, 2024).
The AIDA model (or Attention, Interest, Desire, Action model) is one of the oldest models employed to evaluate user’s attention and the process leading to a purchase. This model also focuses on the communication effort in creating consumer awareness, building interest, creating a desire and executing a call to action (Alsharif et al., 2023). Analysing how this model is applied at AMD may help to identify marketing campaigns’ efficiency that help to move a consumer through the funnel. Another important framework that aids companies such as AMD, is the concept called STP, which is an acronym for Segmentation, Targeting, and Positioning (Chandra, 2023). 
SWOT Analysis (Strengths, Weaknesses, Opportunities, Threats) can be utilised to evaluate internal strengths and weaknesses as well as to identify external opportunities and threats in case of AMD (Mills, 2019). It offered a systematic way of giving an overview of AMD’s strengths and operational threats within the semiconductor business sector (Demirağ and Kayabaşı, 2024). 
This framework will be used to analyse how AMD, for instance, on strategic management to address competitive forces from other industry participants such Intel and Nvidia.
[bookmark: _Toc179573528][bookmark: _Toc182988741]2.4 Previous Studies and Lessons Learnt
Prior studies have revealed that marketing mix plays an important role in providing total customer satisfaction and customer loyalty. Cross-sectional research has said that excellent coordination of all the 4P’s plays a crucial role in buying behaviour of consumers (Amelia et al., 2024). For instance, Adha et al. (2024) highlighted the promotion strategies for cocoa products in digital media marketing environment and determined that social media marketing mix must be accurately targeted to widen market coverage and attract more consumers.
There has also been literature on how neuromarketing tools assist in improving the marketing mix since the integration of cognitive findings would improve the promotional techniques adopted for a product (Alsharif et al., 2023). In the same way, Al-Dmour et al. (2024) stressed on the influence of e-WOM as a mediator within the four links of the marketing mix, adding that consumers’ perception is influenced by marketing mix in the digital context. The observation on the use of the AIDA model has shown it to provide an excellent way of approaching marketing when used in online and digital domains in particular (Robson and McCartan, 2015). 
That is why the specified model of forming a continuous cascade of transitions from awareness to action has been effective for enhancing several indices, including the conversion rate (Batat, 2024).
[bookmark: _Toc179573529][bookmark: _Toc182988742]2.5 Gaps Identified to Situate Own Research
Although there is a numerous publication on marketing strategies, there is still a gap in literature concerning the impact of these strategies in the conformation or change of consumer behaviours in the technology market. The studies, many of which are dated, pertain mostly to conventional business or industries or merely provide a general developmental template for the marketing mix with slight attention to firms such as AMD. 
One of them is the absence of empiric investigation of the effects that strategic employment of digital marketing communication channels has on consumers’ loyalty and the overall branding of AMD. Alsharif et al. (2023) as well as Adha et al. (2024) have explored the applications of digital strategies in various fields However, there is a deficiency of published literature that has considered the relationship between the mentioned digital strategies and the consumer engagement practise of AMD. 

[bookmark: _Toc179573530][bookmark: _Toc182988743]2.6 Chapter Summary
In summary, this literature review has put down theoretical framework for the conceptualisation of the assessment of the effectiveness of AMD’s marketing strategies through the Consumer Decision-Making Process, Marketing Mix (4P’s) models, AIDA model, STP model and SWOT. The loopholes of this concept are considered in detail, and its usefulness in helping to establish the foundations of consumer behaviour and in making strategic marketing decisions is emphasised. Prior research has provided evidence of the utility of these models in various industries while still lacking serious works focusing on the application of these models in AMD and technology area.
[bookmark: _Toc179990918][bookmark: _Toc182988744]Chapter 3: Research Methods & Methodologies
[bookmark: _Toc179990919][bookmark: _Toc182988745]3.1 Introduction
This chapter focuses on the research techniques and methods used to analyse the impact of marketing activity on consumer behaviour, with particular reference to Advanced Micro Devices, Inc. (AMD). This research employs a paradigm of triangulation that combines quantitative and qualitative data from secondary sources (Vidyastuti, 2021). 
The justification for this approach is to leverage the advantages that each of the data types while they provide a thorough and balanced picture of the research area. 
[bookmark: _Toc179990920][bookmark: _Toc182988746]3.2 Philosophical Position of the Research
The research employs a positivist epistemology that is ideal for research that seeks to use quantitative information to analyse trends in consumer behaviour. According to Bell, Bryman and Harley (2019), positivism supports the gathering of numeric data that entails statistical analysis and making of generalisations. This philosophical stance is justified in this study as it involves analysing facts and figures from market reports, balance sheets, and similar tangible sources, in determining whether or not AMD was right in their marketing mix strategies.
[bookmark: _Toc179990921][bookmark: _Toc182988747]3.3 Paradigm Position of the Research
The post-positivism paradigm has been selected for this type of research since it acknowledges that, however important it is to gather objective data, it is also important to know the context and interpretation of this data (Flick, 2020). As a result of the post-positivism paradigm, it becomes possible to address the qualitative elements that came out of the study alongside the quantitative results, thus enriching the analysis of the chosen subject matter. 
[bookmark: _Toc179990922][bookmark: _Toc182988748]3.4 Position of Research Approach
This research fits into the deductive research process because the researcher starts by testing existing theories on the phenomenon of interest; marketing strategies and consumer behaviour, against secondary data. Deduction is relevant carrying out hypotheses and theories that have been developed from previous literatures (Davies and Hughes, 2014). The notion of deductive approach helps to fit in the systematic approach to investigate how AMD’s marketing processes affect behaviour of consumers through models like the Marketing Mix (4P’s) model, the AIDA model and the SWOT analysis.
[bookmark: _Toc179990923][bookmark: _Toc182988749]3.5 Methodological Stance of the Research
The cross-sectional research approach is used in this study whereby both quantitative and qualitative data have been collected from secondary sources. This approach enables preprocessing of the research topic by encompassing statistical analysis alongside contextual observation (Hazari, 2024). Whereas, revenue figures, growth rate, and balance sheet of the company are simply numerical representations of AMD’s market status, dynamics of social media, and feedback left by customers give a more comprehensive insight into the impact that the company has on the public (Woehler and Ernst, 2023).
[bookmark: _Toc179990924][bookmark: _Toc182988750]3.6 Position of the Research Strategy and Design
This research strategy is established as a descriptive research aim to systematically investigate and explain the effect of AMD’s marketing strategies. This type of research is particularly suitable for exploring characteristics or phenomena, factors or trends, or indeed the presence of relationships in the data (Saunders, Lewis, and Thornhill, 2019). The method used in this research is an exploratory case study method that entails secondary data collection from reliable sources for accuracy in outcomes. 
[bookmark: _Toc179990925][bookmark: _Toc182988751]3.7 Research Sample and Population
The samples for this study involve all possible data sources that can be used to analyse marketing strategies adopted by AMD, and efficiency in implementation (Bell, Bryman and Harley, 2019). Secondary data collection method involves using samples from various secondary sources such as market reports, academic journals, company financial statements, Social Media Analytics and Competitive Market Analysis (Wahyuningrum, Kristanti and Widodo, 2020). This is due to the reasons that the focus in the data is on that which relates to AMD’s strategies within the semiconductor and technology industries. 
[bookmark: _Toc179990926][bookmark: _Toc182988752]3.8 Data Collection and Data Analysis Tools
The method of data collection for this particular study involves the use of only secondary sources, which include both, qualitative and quantitative data. Qualitative data will be sourced from:
· Market reports and industry analyses
· Social media and web analytics
· Academic journals and scholarly articles
· Competitive market reports
Tabular listing of sources
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[bookmark: _Toc182988191]Table 1: Tabular list of sources
Source: Primary
Quantitative data will be obtained from:
· Financial statements and annual reports
· Market share and sales data
· Consumer reviews and ratings from trusted sources
Most of these sources will be provided directly by AMD in the form of annual financial statements, which will provide a compelling argument for the firm growth and success. Furthermore, reviews and customer feedback will be sourced through distribution platforms, such as Amazon and from my own perspective as a user of AMD’s products.  
Qualitative data will be analysed by adopting thematic analysis technique, to reveals patterns toward consumers behaviour, while quantitative data will be analysed by statistical method for clear measures of the effects of marketing strategies (Paul Blaise, Mpinganjira and Roberts-Lombard, 2021).
[bookmark: _Toc179990927][bookmark: _Toc182988753]3.9 Ethical Consideration of the Research
Presentations of ethical considerations play an important role in this study to safeguard research credibility (Rana, Bhat and Rani, 2022). Ethical issues that would need consideration when conducting primary research as opposed to a secondary research investigation include issues to do with data privacy, consent and data confidentiality are issues that do not arise in this manner with the study on AMD, since data is collected from secondary sources (Robson and McCartan 2015). 
[bookmark: _Toc179990928][bookmark: _Toc182988754]3.10 Chapter Summary
This chapter has presented the methods and methodologies of research with a view of identifying the philosophical, paradigm and methodological stances of the study. Data collection from secondary sources facilitates an evaluation of AMD’s marketing strategies due to the integration of both qualitative and quantitative data. The chapter also described the research design, data collection techniques and methodology, as well as general ethical consideration hence laid down a better foundation for analysis in further chapters.
[bookmark: _Toc181967561][bookmark: _Toc182988755]Chapter 4: Data Analysis and Discussions
[bookmark: _Toc181967562][bookmark: _Toc182988756]4.1 Introduction
The analysis of the main findings concerning the impact of AMD’s marketing on consumer behaviour is discussed in this chapter. Research data from secondary sources can be in the form of numbers for which this type of study has utilised tables and figures to present results (Tsygankova and Gordieieva, 2023). In this chapter, the author intends to explain the collected data, draw attention to the interesting findings; establish credibility taking into account theoretical approaches presented in literature review.
[bookmark: _Toc181967563][bookmark: _Toc182988757]4.2 Analysis and Discussions of Findings
The key objective of this study is to explore and assess the success of AMD’s marketing communication efforts in influencing consumer behaviour. Aims and objectives of the analysis are based on marketing concepts like the marketing mix, SWOT analysis, AIDA model.
[bookmark: _Toc179630068][bookmark: _Toc181967564][bookmark: _Toc182988758]4.2.1 The Consumer Decision-Making Process
This Consumer Decision Making process includes need recognition, information search, evaluation stage and the final decision to purchase and post purchase behaviour (Nelson, Greaner and Hack, 2016). Research suggests that parts of the marketing mix map into the information search stage and the evaluation of alternatives stage by stressing the worth of Ryzen and Radeon product lines through Internet-only supported advertisement appeals.
Figure 1 below summarises how AMD’s marketing influences customer decision-making stages especially brand awareness and purchase decisions.
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[bookmark: _Toc182988192]Figure 1: Impact of AMD's Marketing on Consumer Decision-Making
Source: (Mahmoud et al., 2024)



[bookmark: _Toc179630069][bookmark: _Toc181967565][bookmark: _Toc182988759]4.2.2 Marketing Mix (4P’s)
Marketing Mix tool – Product, Price, Place, Promotion is one of the critical tools to focus on while working on strategies meant to bring more opportunities for AMD consumers engagement (Trigkas et al., 2023). 
Table 2 captures how AMD had implemented the 4P’s in the marketing mix.
	ELEMENT
	APPLICATION BY AMD

	Product
	High-performance processors and GPUs (e.g., Ryzen, Radeon)

	Price
	Competitive pricing strategy against Intel and Nvidia

	Place
	Online platforms, tech retail stores, direct sales

	Promotion
	Digital marketing campaigns, influencer collaborations


[bookmark: _Toc182988193]Table 2: Implementation of the 4P's by AMD
Source: (AMD, 2024)
There is effective promotion through the online domain in which AMD has been able to secure attention of those interested in technology while the appropriate price has been used as a selling point. A fast-growing technology market makes it imperative for companies to adopt more effective marketing strategies to survive in the market such as the case for the company AMD (Mvunabandi, Nomala and Gadzikwa, 2024). Although AMD has been able to shift from being a new firm to a top firm in the industry there are issues pertaining to its marketing plan especially in building lasting customer endearment (Gonda and Poór, 2023). However, based on the emergence of new technologies, there are the following contradictions in the perception of these strategies and impact on consumer and its loyalty to the brand. There is usually a lot of investment in marketing strategies, in a bid to get the returns on the investment (Hazari, 2024). While for AMD the problem is not one of creating effective marketing messages but to make sure that these strategies actually drive consumer response and generate more sales and thus market share.
[bookmark: _Toc179630070][bookmark: _Toc181967566][bookmark: _Toc182988760]4.2.3 SWOT Analysis of AMD's Marketing Strategy
A SWOT Analysis allows to understand the company’s strengths and weaknesses and external opportunities and threats particular to AMD. According to results from the SWOT analysis, AMD’s key strength is innovation and relatively low price, whereas the threat could be Intel’s and Nvidia’s competitiveness.



Table 3 below shows a SWOT Analysis of the marketing strategies that AMD Company has made.
	SWOT COMPONENT
	ANALYSIS

	Strengths
	Innovative technology, cost-effective product lines

	Weaknesses
	Limited market share in some segments

	Opportunities
	Expanding into AI and machine learning sectors

	Threats
	Competitive pressure from established players (Intel, Nvidia)


[bookmark: _Toc182988194]Table 3:SWOT Analysis of the marketing strategies employed by AMD
Source: (AMD, 2024)
Strengths: Challenges and opportunities available to AMD include its low-cost technology and innovative products. The company board has managed to come up with unique products in most segments, which offers lower costs than industry benchmarks hence improving the probability of attracting more consumers. This innovation not simply allows the firm to provide better performance/price ratio but also gain a competitive edge in the market against the titans (Gonda and Poór, 2023). Through its continued emphasis on research and development, AMD is able to continue to fine-tune the technology, improving its aura of its brand image and creating customer reliance.
Weaknesses: However, AMD has got the following weaknesses, restricted industry share in some segments. For example, although the company has achieved solid growth in CPU and GPU segments, its positions in other high-margin segments are still heavily masked by rivals. This limited presence can limit its impact and limit the potential of future revenues in those regions (Tsygankova and Gordieieva, 2023). Thus, the company is to strengthen this weakness based on the need for strategic acquisitions and partnerships that would enhance its market standing.
Opportunities: AMD has some great prospects to enter the emerging fields like Artificial Intelligence and Machine Learning. The emergence of innovative technology in industries can be met by AMD capabilities of high-performance computing. From this perspective, by building on its expertise in chip design and APPs, AMD can target such high-growth market segments that would offer new directions for AMDS growth.
Threats: The first risks described refer to rival concerns exerting competitive pressure on AMD, primarily Intel and Nvidia. 
It is common to find these competitors with vast resources, loyal markets and the ability to quickly counter any change AMD brings to the market. Furthermore, dynamics of technology and competitive pressures in the arena of semiconductor bring pressures from the market, which increases competition (Gonda and Poór, 2023). Economic instability as well as supply chain volatility are also potential threats to AMD’s marketing plans and general results.
This SWOT analysis which covers AMD, is a broader view on how multiple aspects of its operation and their competitive advantage, depict its opportunities and threats of its operation to cement and expand its market share they possess.
[bookmark: _Toc179630071][bookmark: _Toc181967567][bookmark: _Toc182988761]4.2.4 AIDA Model (Attention, Interest, Desire, Action)
The AIDA model is employed to evaluate AMD’s capacity to grasp the consumer’s attention, stimulate an interest in the AMD product, burn desire on the same product, and prompt the end user into exhibiting the necessary action (Dana et al., 2022). According to the findings, AMD effectively applies this model since its promotional techniques stimulate consumers’ attention to new products and their further purchase (Gonda & Poór, 2023). For instance, AMD’s use of social media influencers and targeted digital advertisements ensures wide visibility, while promotions like bundle deals for CPUs and GPUs are designed to create desire and incentivise purchases. Such strategies allow the company to engage both tech-savvy consumers and casual buyers effectively.
The consumer engagement funnel affected by the campaign based on the AIDA model of AMD is shown in the figure 2 below.
[image: ]
[bookmark: _Toc182988195]Figure 2: AIDA Model impact on AMD’s consumer engagement
Source: (Tsygankova and Gordieieva, 2023)
These illustrations embody how all of AMD’s marketing campaigns educate the public on each step of the AIDA model in order to encourage consumption and retention of their products.
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[bookmark: _Toc182988196]Table 4: AIDA Model Assessment
Source: Primary



[bookmark: _Toc179630072][bookmark: _Toc181967568][bookmark: _Toc182988762]4.2.5 The Role of Digital Marketing and Consumer Perception
Consumer attitude and behaviour are influenced significantly by the concept of digital marketing. The findings suggest that the social media presence adopted by the company, engagement and the adoption of influencers improves the visibility of the brand and increases client engagement (Intyas & Primyastanto, 2020). As per Elabbasy & Bakr (2024), firms that set their sights on digital engagement activities notice a great number of customers stick and express increased satisfaction (Lantarsih et al., 2021). 
These findings are matched with AMD’s digital strategy because it leverages online reviews, trends set on social media platform, and web analytics to influence consumer perceptions and remain culturally salient.
[bookmark: _Toc179630073][bookmark: _Toc181967569][bookmark: _Toc182988763]4.2.6 Analysis of Quantitative Data
Promotional activities aimed at the company’s products coupled with strategic product placements are evident to have contributed to a continuous improvement in sales as retrieved from the financial statements. 
For instance, AMD's collaborations with online platforms like Amazon and Newegg, along with exclusive discounts, have boosted visibility and driven purchases. Financial reports confirm a direct relationship between marketing expenditure and market penetration, with a £300 million increase in spending from 2021 to 2023 contributing to an 8% rise in market share.
In table 5 and figure 3, annual percentage growth in AMD’s market share for the past three years is presented.
	YEAR
	MARKETING EXPENDITURE
	MARKET SHARE (%)

	2021
	500 million£
	22%

	2022
	650 million£
	26%

	2023
	800 million£
	30%


[bookmark: _Toc182988197]Table 5: Relation between AMD’s market share and expenditure
Source: (AMD, 2023)
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[bookmark: _Toc182988198]Figure 3: Relation between AMD’s market share and expenditure
Source: (AMD, 2023)

This shows a positive future trend which could be interpreted that marketing investments have greatly contributed to AMD market penetration in the semiconductor market (Hailu et al., 2021). Table 5 and Figure 3 highlights how strategic marketing aligns with consistent growth, underscoring its importance in maintaining competitive momentum.
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[bookmark: _Toc182988199]Table 6: Quantitative Analysis Assessment
Source: Primary
Balancing resources across multiple channels—like influencer marketing and offline promotions—could reduce reliance on any single method, ensuring more robust outcomes.
[bookmark: _Toc181967570][bookmark: _Toc182988764]4.3 Chapter Summary 
This chapter has reviewed the consumer decision-making process, marketing mix, SWOT, and AIDA models in the marketing strategies analysis of AMD. Consequently, the paper shows that the strategic digital marketing and competitive pricing the AMD executes, shaped consumer buying behaviour, brand image, and market share. These results have been illustrated with tables and figures to understand the extent of the influence of AMD’s marketing strategy to the consumers.

The analysis indicates that amendments made to marketing communication mix and the consequent increase in marketing investments result in an even further market penetration by AMD. Consequently, the chapter argues that while AMD strategies as presented are compelling, optimisation is still possible to improve fuel its unique competitive advantage in the emerging technology markets.
[bookmark: _Toc182988765]Chapter 5: Conclusions, Limitations & Recommendations
[bookmark: _Toc182988766]5.1 Introduction
This chapter brings the discussion on the analysis of AMD’s marketing strategies and provides some recommendations for subsequent studies. In addition, it presents a resume of the implications of the research as well as positioning of the study in contribution to management, academy and marketing discipline (Kucharov et al., 2024). The general objective of the method section is to look at the effectiveness of the research objectives and indicate growth areas if any.
[bookmark: _Toc182988767]5.2 Conclusions on Research Objectives
Based on the analysis, the following conclusions can be drawn regarding the research objectives:
1. Exploring AMD’s Marketing Strategies: The findings of the study suggest that AMD well implements the application of the Marketing Mix model, AIDA model as well as Digital Marketing Communication to target its audience (Mahmoud et al., 2024). Its price sensitivity is also important in that it targets the low-end market as opposed to similar companies such as Intel and Nvidia.
2. Impact on Consumer Behaviour: This appears to suggest that the marketing mix activities carried out by AMD are predisposing consumers’ behaviour, especially in the evaluation stage. This is due to the fact that AMD has employed comprehensive promotional activities and internet marketing strategies that make consumers to be inclined towards buying AMD product (Kodariawan et al., 2024).
3. Enhancing Consumer Loyalty: Despite such achievements AMD has realised in developing consumer loyalty, the research shows that some aspects require more attention (Kristanti, Salisa and Mawadati, 2024). This is especially because other strategies such as venturing into new frontiers such as emerging technologies and brand reposting could be implemented to deepen customer retention and brand association.
[bookmark: _Toc182988768]5.3 Conclusions on the Research Problem
The research issue focused on the extent to which AMD media communication impacted on consumers’ behaviour. The underlying thesis of the study is that AMD has made improvements in its strategic marketing where it now has a much stronger brand appeal, customer influence and market position. However, competition in semiconductor industry remains a steady which is why there are constant threats that arise and organise marketing strategies so as to hold a competitive position.
[bookmark: _Toc182988769]5.4 Summary of Research Findings and Outcomes
The research studies indicate that digital marketing mix, AIDA model and utilisation of digital marketing platforms has helped AMD make a huge leap in terms of market positioning and consumer interaction (Koc and Ahu, 2021). The analysis of quantitative data revealed that the overall sales market share was well related to an increase in marketing expenses. Altogether, the results testify that the marketing endeavours make consumed patterns to influence AMD’s development in the semiconductor field.
[bookmark: _Toc182988770]5.5 Original Contribution of the Research
This study makes several original contributions:
· Management: The ideas are useful to managers to improve upon the current marketing techniques for increasing consumers’, brand loyalty especially in competitive markets (Dadzie et al., 2023).
· Academia: Provides valuable insights about conducting strategic marketing for AMD and discusses the implications of the proposed marketing strategies for technology firms to help alter consumer behaviour (Mahmoud et al., 2024).
· Scholars: Sets the stage for further studies in the evaluation of the effectiveness of digital marketing tools in the technology industry while demonstrating how different concepts, such as AIDA, and a SWOT analysis can be applied in practice (Kazibudzki and Trojanowski, 2020).





[bookmark: _Toc182988771]5.6 Limitations of the Research
Several limitations were identified in this study:
· Data Source Limitations: The study only used secondary data and this leaves a gap in the assessment of current trends in consumer behaviour.
· Sector-Specific Analysis: The research emphasis on the AMD and the semiconductor industry creates a source of bias and restricts the dimension of generalisation to other industries (Othman, 2024).
· Quantitative Data Constraints: Market trends and consumer behaviour analysis is limited by the accessibility and quality of the financial and market information.
The mentioned limitations allow only for the conclusion that one must be careful when generalising the results of the study for other contexts or industries.
[bookmark: _Toc182988772]5.7 Recommendations/Areas for Further Research
Based on the limitations and findings, the following recommendations are proposed for future research:
1. Primary Data Collection: Future research should include primary data collection, such as surveys or interviews with consumers, to gain deeper insights into their preferences and attitudes towards AMD's products.
1. Comparative Studies: Conduct comparative analyses across multiple companies within the technology sector to identify industry best practices and benchmark marketing strategies.
1. Incorporation of Emerging Technologies: Explore the role of artificial intelligence, machine learning, and data analytics in enhancing digital marketing strategies and improving customer engagement.
1. Longitudinal Studies: Undertake longitudinal research to examine the long-term impact of AMD’s marketing strategies on consumer loyalty and market share growth.
1. Geographical Diversity: Extend the research to different geographical markets to identify cultural or regional variations in consumer behavior towards AMD products.
1. Focus on Sustainability: Investigate the impact of integrating sustainable marketing practices on AMD’s brand perception and customer loyalty.
1. Product Innovation: Study how innovative marketing approaches can be tied to AMD’s product development processes to enhance its competitive edge.
1. Interdisciplinary Research: Collaborate across disciplines, such as behavioral economics and technology studies, to develop a more holistic understanding of consumer behavior in the context of digital marketing.
[bookmark: _Toc182988773]5.8 Chapter Summary 
This chapter provided a synthesis of the above findings to derive conclusions on the efficacy of the marketing strategies used by AMD and their outcome on the customers’ behaviour. Thus, the dissertation in the management topic stressed the value of the study to the management, academia, and scholars, specified the research limitations, and gave ideas about the future research. Based on these realisations, further research or any marketing plan within the technology industry can be more effective for companies such as AMD who strives to adapt to the fast-changing market trends.
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Provides a clear, actionable structure for designing marketing
campaigns. By addressing each stage—Attention, Interest, Desire,
and Action—it ensures that markefing efforts systematically move
potential customers through the decision-making process (Hazari,
2024). For AMD, this has resulted in improved brand visibilty,
consumer awareness, and increased market penetration.

It assumes a linear progression through the stages, which may not
account for the complexities of modem consumer behaviour,
particularly in the technology sector where buyers often revisit
stages multiple times. Moreover, the model focuses heavily on
individual transactions and less on building long-term refationships
or fostering brand loyalty (Gonda & Podr, 2023). For AMD, this
means that while AIDA-driven campaigns effectively drive
immediate purchases, they might not fully capitalise on retaining
customers in the long term.

To optimise the use of the AIDA model, AMD could integrate
elements of the loyalty loop—encouraging repeat purchases and
advocacy postaction (Mahmoud et al, 2024). Additionally,
leveraging advanced analytics to personalise marketing at each
stage can address the non-linear buying pattems observed in tech
consumers. Incorporating interactive content, such as tutorials or
virtual demos, could also enhance the "Interest and "Desire”
phases by providing hands-on engagement with AMD products.
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Quantitative analysis provides AMD with clear insights into
the ROI of its marketing efforts, helping refine strategies for
future campaigns (Gonda & Pocr, 2023). Metrics such as
sales growth and market share validate the effectiveness
of targeted investments.

However, a reliance on financial data may overlook
qualitative factors, such as customer satisfaction and long-
term brand loyalty (Mahmoud et al., 2024). Increased
marketing spend does not always guarantee proportional
gains, especially in saturated markets (Woehler and Emst,
2023)

AMD should integrate qualitative data, such as consumer
feedback, to provide deeper insights into the effectiveness
of its promotions. Predictive analytics could also help
optimise future budgets by identifying ~high-impact
strategies (Hazari, 2024).
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