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[bookmark: _Toc165225447]Abstract
This research project sought to determine the influence of digital marketing on global market business operations, with a case analysis of Apple Inc. The study was guided by a deductive research approach, an ontology research paradigm, and a positivism research philosophy. A quantitative research method was used with both primary and secondary data being collected. The primary data was collected from a sample of 50 respondents using questionnaires while the secondary data was obtained from journals, peer-reviewed articles, and previously published studies. The respondents for the primary data were selected using a simple random probability sampling procedure. The collected data was analysed using MS Excel and Word worksheets which allowed the researcher to generate charts, tables, and statistical inferences such as averages and percentages.
It was established that Apple Inc. has embraced a multi-channelled digital marketing strategy with some of the strategies established including the use of SEO, content marketing, social media marketing, and email marketing. The study also established that the implementation of these digital marketing strategies has helped boost organisational visibility and consumer decision-making as well as increasing the promptness in communication and willingness to embrace word-of-mouth advertisement. The strong consumer perception of the superiority of Apple as a brand has also been influenced by the digital marketing strategies the company has adopted. However, the organisation’s digital marketing framework is faced with multiple challenges including high competition within the digital space, increased cases of privacy and protection data breaches, and multiple instances where the information provided seems to be overwhelming to the consumers. To overcome these challenges, it is recommended that the organisation comes up with a personalised and segment-specific communication model to prevent overcrowding and increase visibility. Additionally, it is recommended that the company comes up with a detailed online data protection policy where consumers would be notified of data use and the reasons behind this utilisation. The research also recommends further studies to investigate the influence of digital marketing on the global performance of other organisations instead of Apple Inc. which has been the study’s case organisation.
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[bookmark: _Toc165225450]Chapter 1: Introduction
[bookmark: _Toc165225451]1.1. Introduction
This dissertation seeks to investigate the impact of digital marketing on the global market with a case overview of Apple. This introductory chapter, therefore, provides a detailed analysis of the study background, the problem statement, the study aims and objectives, and the importance of the research. Additionally, it provides a summary of the research methodology, the scope of the study, and the general dissertation structure. By providing this information, the researcher sets the tone for the subsequent sections of the research.
[bookmark: _Toc165225452]1.2 Background of the Study
Businesses currently operate in an environment underlined by changing consumer tastes and preferences, increased competition, and increased technological penetration. These trends have not only redefined competitive bases but also increased consumer bargaining power and created the need for organisations to embrace agile operational models. Erlangga (2021) noted that technological penetration has been an eye-catching trend and influences all the other trends currently experienced within the contemporary business environment. Technological penetration and transformation have brought about multiple changes in business operations, one of which is digital marketing; Olson et al. (2021) defined digital marketing as the process through which companies sell their services and products while engaging with consumers through online channels.
Increased online consumer presence and interaction are currently making businesses create digitalised portfolios to reach out to specific consumer segments and determine prevailing market needs and preferences. Peter and Dalla Vecchia (2021) stated that the digital connection with consumers also provides organisations with an opportunity to create a wider consumer audience and overcome geographical limitations. Today, more than 56% of multinational and national brands in the UK are leveraging the power of digital marketing to gain a competitive advantage in an already crowded market and it is expected that more businesses would consider this transition, especially considering the high internet penetration and smartphone ownership in the country (Darma and Noviana, 2020). This research paper, therefore, seeks to further explore the concept of digital marketing by evaluating its influence on business operations in the global market, with a case analysis of Apple.
[bookmark: _Toc165225453]1.2.1 Background Information on Apple
Founded in 1976 and headquartered in California, United States, Apple is a leading global manufacturer of smartphones, personal computers, and computer software, among others (Apple, 2024). The organisation also provides multiple advertising and payment services as well as cloud computing and third-party digital content development services (Apple, 2024). The company’s competitive advantage has been founded on providing a broad product mix and continuously improving its product and service offerings through being an early adapter of technologies; this has allowed it to be the most preferred brand, especially in the developed markets, despite competition from brands such as Samsung. Also, Apple has established a wide market share with business spanning the Middle East, Americas, Asia-Pacific, and the Middle East. Such a comprehensive operational background and competitiveness make Apple the most appropriate case organisation for the study.
[bookmark: _Toc165225454]1.3 Problem Statement
Although digital marketing is a concept that has gained momentum in the modern business environment, a study by Krizanova et al. (2019) stated that less than 52% of organisations around the world have managed to create comprehensive digital marketing strategies, thus limiting their abilities to benefit from online consumer engagement. Furthermore, another study by Hofacker et al. (2020) stated that the noises and overcrowding within the digital space and the multiple digital platforms to select from compromise organisational performance online since they lack a specific digital marketing strategy to refer to and maximise performance within the global stage. Most of these challenges can be attributed to the lack of a comprehensive benchmark that can be used to create own digital marketing strategies and the consideration of digital marketing as a secondary business concern rather than giving it primary concern with sufficient financing. This study seeks to solve this problem by exploring the concept of digital marketing from the perspective of one of the leading multinational electronics companies that has a background in leveraging digital marketing to boost consumption and overcome competition. By using Apple, the research provides a benchmark that has been missing as well as important information about digital marketing targeting and segmentation.
[bookmark: _Toc165225455]1.4 Aims, Objectives, and Research Questions
This research aims to investigate the impact of digital marketing on global marketing and an assessment of how it has changed organisational operations, with a case analysis of Apple.
[bookmark: _Toc165225456]1.4.1 Research Objectives
i. To evaluate the digital marketing strategies utilised by organisations during global marketing.
ii. To evaluate the impacts of digital marketing on global markets. 
iii. To analyse the challenges faced by companies when implementing digital marketing strategies.
iv. To provide recommendations on strategies that can be adopted to overcome the challenges and enhance global marketing success.
[bookmark: _Toc165225457]1.4.2 Research Questions
i. What are the digital marketing strategies utilised by organisations during global marketing?
ii. What are the impacts of digital marketing on global marketing? 
iii. What are the challenges faced by companies when implementing digital marketing strategies?
iv. What are some of the strategies that can be adopted to overcome the challenges and enhance global marketing success?
[bookmark: _Toc165225458]1.5 Importance of the Research
The influence of digital marketing on global business operations is expected to persist in the long term and the only way an organisation can survive in such an environment is by ensuring that it comes up with effective digital marketing strategies. A study by Warokka et al. (2020) stated that businesses that fail to embrace digital marketing in the foreseeable future risk losing their competitive edge and the inability to determine market trends. Thus, discussions within this study provide companies within the electronics industry and other industries across the UK with an opportunity to evaluate their digital marketing strategies against those adopted by one of the leading brands globally before adjusting accordingly for increased global presence and performance. Further, Apple, which is the case organisation in this study, has an opportunity to determine challenges within its digital marketing strategies and implement the recommendations proposed in this study to increase its operational efficiency, consumer engagement, and competitiveness. Other researchers who seek to investigate the concept of digital marketing have an opportunity to use the study’s discussions as a reference point by critiquing the findings and recommendations, ultimately broadening the pool of knowledge related to digital marketing and global business operations.
[bookmark: _Toc165225459]1.6 Scope of the Study
Although this study focuses on Apple’s global marketing and how this has been influenced by digital marketing strategies, the main focus for the collection of primary data is in Apple shops in London Stratford. The information collected from this location has been generalised to the overall global Apple consumer behaviour and effectiveness of digital marketing.
[bookmark: _Toc165225460]1.7 Structure of the Dissertation
This dissertation has been structured into five key chapters; the introduction chapter which provides an evaluation of the research background, the research problem, and research objectives; chapter two which is the literature review and provides details regarding the research’s conceptual and theoretical framework; chapter three which is the methodology section and provides a detailed analysis of the data collection and analysis procedures adopted; chapter four which details the findings of the study and relates the primary data to the secondary data; and chapter five which offers a conclusion to the study and recommendations for further studies.
[bookmark: _Toc165225461]1.8 Summary of Chapter 1
Digital marketing’s influence on organisational competition and ability to keep up with the prevailing market trends is only anticipated to increase in the coming years. This study acknowledges the fact that there are minimal literature benchmarks that organisations can use to develop their digital marketing strategies as evidenced by the low percentage of organisations that have successfully integrated digital marketing strategies into their operational models. Among the objectives of this study include investigating the digital marketing strategies adopted by Apple and how they influence the organisation’s competitiveness. This study’s discussions not only provide Apple with a detailed overview of the challenges it faces and strategies to overcome them but also offer researchers a literature source that can be critiqued in a bid to build on the research subject going forward.




[bookmark: _Toc165225462]Chapter 2: Literature Review
[bookmark: _Toc165225463]2.1 Introduction
A literature review is a thorough analysis of concepts and ideas about a given topic to acquire a deeper understanding of the debates and research thus informing the development of current phenomena (Snyder, 2019). This literature review section discusses the concept of digital marketing as expressed by other scholars and provides an analysis of the research’s theoretical frameworks. It also offers a detailed overview of information from previous studies together with gaps in the reviewed literature.
[bookmark: _Toc165225464]2.2 The Digital Marketing Concept
[bookmark: _Toc165225465]2.2.1 Comparison between the digital and traditional marketing
Traditional Marketing refers to any “offline marketing such as print advertisement, TV commercials or radio advertisement” Mittal,2023). Traditional marketing is often used to attract larger audience, therefore is less personalised than digital marketing. It is also more expensive, restricted to geographical areas and old method but at the same time very effective in building new brands.
[bookmark: _Toc165225466]2.2.2 Digital Marketing Strategies
Minimal organisations have managed to maximise the power of digital marketing as a tool to enhance consumer engagement and organisational performance due to the lack of an effective digital marketing strategy. The current environment in the UK and around the world creates a prime condition that organisations can leverage to increase lead generation, market trend determination, and ultimate lead conversion into actual purchases through the online space; according to Saura, Palos-Sanchez, and Correia (2019), the increased internet penetration and smartphone ownership in the UK is one of the main conditions creating an environment for effective social media marketing – the internet penetration is currently nestled at 98% while the smartphone ownership is at 89% (Statista, 2024). Furthermore, the high number of hours spent online by the general population and the multiple online profiles individuals possess creates a prime environment for organisations to utilise the platforms as touchpoints and create an around-the-clock engagement with the consumers – a study by Darma and Noviana (2020) stated that individuals in the UK spend an average of 3 hours online daily while another report by Olson et al. (2021) asserted that people across the country have at least 2 active online profiles across different channels. Some of the digital marketing strategies that can be used to take advantage of these market trends include content marketing, social media marketing, SEO, and email marketing.
[bookmark: _Hlk158572206]Social media is considered the most popular form of digital marketing and it entails the promotion of an organisation’s services and products across social channels such as Instagram, Facebook, TickTock, and WhatsApp. Social media’s popularity has been influenced mainly by the high number of individuals who have active social media profiles around the world. According to a report by Statista (2023) stated that there are more than 5.3 billion active social media users globally and this represents at least 65% of the global population. Furthermore, Facebook is the most popular social media platform with 3.03 billion active users (Brian, 2023). Most organisations are embracing social media marketing as a form of digital marketing since it provides for the provision of multiple content types including images, videos, and written texts. Furthermore, social media allows organisations to create specific pages targeted at given consumer segments thus allowing for personalised and convenient conversation and information generation. However, Darma and Noviana (2020) stated that due to the multiple social media platforms available, most organisations tend to find themselves overshadowed by the noises which then compromises brand visibility. Also, the organisational inability to create a consistent brand image across the different social media platforms makes it difficult for customers to relate certain communication to the specific brand.
Email marketing is one of the oldest forms of digital marketing and provides companies with an opportunity to realise a personalised and convenient consumer experience since information is sent directly to consumer inboxes. Vieira et al. (2019) also noted that individual consumer activities can be tracked to determine consumer tastes and preferences which then increases consumption probability. The main challenge, however, with email marketing, is that it is hard for a brand to determine whether the information provided to the consumers has been read. Content marketing is a proactive approach to realising consumer education since they are provided with data regarding current products and their performance in a less pressurised manner while SEO is increasing organisational visibility when searched across different search engines including Google. A study by Seo, Park, and Choi (2020) noted that 65% of consumers in the UK use search engines as their first source of information when seeking to consume. As such, increasing brand recommendation as one of the top outcomes that a consumer would see when searching for products online increases the probability of being selected. Other digital marketing strategies available for organisations include pay-per-click and mobile marketing. 
[bookmark: _Toc165225467]2.3 Theoretical Framework 
[bookmark: _Toc165225468]2.3.1 Diffusion of Innovation Theory
This theory was developed in 1962 by Rogers E.M. and is associated with the provision of a detailed explanation regarding how a product, service, or idea spreads through a given population over a provided period (Xia, Wu, and Zhang, 2022). The end goal of diffusion is that individuals embrace new behaviours, systems, and products. Benhabib, Perla, and Tonetti (2021) built on this theory by stating that there are five key categories of new product or technology adopters within the general public; the innovators, the early adopters, the early majority, the later majority, and the laggards. The innovators are individuals who like to be among the first to embrace innovations (Xia, Wu, and Zhang, 2022). Innovators are individuals who have the willingness to embrace new risks and are always developing new products and services within a given market. In digital marketing, innovators are individuals or organisations that are willing to reinvent their digital marketing strategies and integrate emerging technologies into their digital marketing frameworks to provide personalised and effective consumer communication and services.
The early adopters, on the other hand, are individuals who have knowledge about the change needed and are willing to take the risk by embracing the change. This category can be used to define consumers who willingly embrace creative digital marketing content or channels. The early majority are individuals who need evidence to embrace given technologies while the late majorities are individuals who only embrace change after it has been tested by the early majority (Goh and Sigala, 2020). In most instances, late majority organisations when it comes to digital marketing transformation always find the market highly crowded and this limits their visibility and ability to reach out to consumers. Laggards are organisations that are conservative and prefer operating using traditional models rather than embracing modern digital marketing strategies due to fear of failure; Zoubi et al. (2023) stated that the high financial investment needed to embrace digital marketing makes most organisations, especially SMEs to be considered as laggards since they end up relying on traditional marketing strategies such as brick-and-mortar and the use of physical sales agents.
[bookmark: _Toc165225469]2.3.2 Social Cognitive Learning Theory
This theory is also referred as the cognitive social theory and brings together aspects of the behavioural school of thought and the cognitive school of thought. It attempts to explain how individuals learn from their surroundings through imitation, observation, and modelling. Firmansyah and Saepuloh (2022) stated that one of the main aspects of this theory is observational learning where people learn through imitation which is the process of observing the behaviours of other individuals. Imitation is underlined by paying close attention to the details and developing the urge to imitate a given behaviour; imitation is a common behaviour among consumers when embracing digital marketing. According to Beauchamp, Crawford, and Jackson (2019), an organisation that chooses to embrace influencer marketing as its main form of digital marketing is always looking forward to triggering imitation among consumers, ultimately enhancing lead generation and ultimate lead conversion into actual purchases. The cognitive aspect of this theory is concerned with the different ways through which customers actively internalise information, come up with decisions, and look forward to the consequences that may come after the given actions. This implies that the consumer decision when engaging with information across the digital space entails an analysis of the brand based on consumer feedback and evaluating possible outcomes. It is after receiving this information that customers make their consumption decisions.
[bookmark: _Toc165225470]2.4 Previous Studies and Lessons Learnt
There have been multiple studies conducted in the past to investigate the aspect of digital marketing and how it influences organisational competitive advantage and performance. A study by Dastane (2020) stated that digital marketing provides an organisation with an around-the-clock engagement with consumers, determining their needs and using this information to adjust existing services and products. The study entailed a comprehensive literature review of previous scholarly writings on digital marketing and its application in business. In addition, marketing is an expensive endeavour and most organisations that neglect this function due to financial constraints risk losing their competitive advantage and market presence. However, digital marketing provides global brands with an opportunity to experience an expansive and cost-effective consumer engagement with multiple platforms such as online advertising, social media marketing, and email campaigns providing companies with an opportunity to link communications to specific consumer segments (Melović et al., 2020). This assertion was further reiterated by Erlangga (2021) who stated that the targeting aspect of digital marketing helps an organisation minimise waste and increase information reach. 
A study by Chopra, Avhad, and Jaju (2021) stated that emerging technologies have provided multiple data insights and analytics tools which can be integrated into different digital marketing platforms, thus allowing organisations to evaluate and track their performance on a real-time basis. This data-driven strategy allows organisations to optimise decision-making and come up with data-driven strategies rather than relying on forecasts and predictions. Also, the business environment is currently characterised by high organisational competition and the effective utilisation of digital marketing enables brands to establish superior awareness and visibility, ultimately increasing lead generation and ultimate conversion into actual purchases. However, a study by De Mooij (2019) stated that not all organisations that have embraced digital marketing strategies have managed to realise success. This is because of the overcrowding within the online platforms and inconsistency in information provision which makes it difficult for consumers to tie specific data to given products and services. Thus, success within the digital marketing platform requires that companies embrace targeted and consistent marketing while selecting a digital marketing channel that matches the needs and preferences of selected consumer segments.
[bookmark: _Toc165225471]2.5 Identified Gaps in the Reviewed Literature
A main gap in the reviewed literature is the fact that most of the researchers and articles considered have adopted a more generalised approach to investigating digital marketing and how it influences global business performance and consumer satisfaction. Such a generalised investigation scope makes it difficult for individuals to relate discussions to specific organisations or industries; this may be one of the reasons why most organisations are still struggling with establishing effective digital marketing strategies. Therefore, this study addresses this gap by offering an objective and organisation or sector-specific discussion of how digital marketing is being implemented by organisations and how this is influencing international performance and consumer satisfaction.
[bookmark: _Toc165225472]2.6 Summary of Chapter 2
There are multiple digital marketing platforms that organisations can use including social media marketing, SEO, and email marketing. Furthermore, the effectiveness of a digital marketing strategy depends on an organisation’s ability to identify the needed target market and tie communication to the needs and preferences of the identified consumers. Failure to do this may expose an organisation to the risk of being overwhelmed by the noises within the digital channels, ultimately compromising visibility and success. This research addresses the main gap identified in the reviewed literature which is the provision of objective data-drive information regarding the influence of digital marketing on global business success rather than focusing on a generalised discussion as provided by other scholars. The proceeding chapter provides a detailed description of the research methodologies adopted in this study.














[bookmark: _Toc165225473]Chapter 3: Research Methods and Methodologies
[bookmark: _Toc165225474]3.1 Introduction
In this chapter, research method and methodologies will be discussed and explained to support the research of this dissertation and make sure the most suitable method is used.  The following research methods will be considered: Sander’s research onion, research philosophical position, Paradigm position, research approach, Methodological Stance, Research Design and Strategy Stance, etc.  Saunder’s research onion approach has been used to come up with this research methodology; the approach states that the methods used in research should be organised in an objective, orderly, and holistic way, ultimately making it easy for individuals to comprehend the data (Abdelhakim, 2021). Aspects discussed in this chapter include the research philosophical position, the research paradigm, the research approach, the research design and strategy, the research methodological stance, and the research population and sample. The chapter also details the research data collection and evaluation techniques together with the study's ethical considerations.
[bookmark: _Toc165225475]3.2 Research Philosophical Position
Research philosophy refers to the different assumptions that characterise the data collection and evaluation process (Dougherty, Slevc, and Grand, 2019). A study can adopt one of four main research philosophies; positivism, interpretivism, pragmatism, and realism. This research utilised the positivism research philosophy which notes that the occurrences within the social environment can be comprehended objectively through the collection and analysis of data. Adopting this philosophy also requires that researchers embrace independence from the data collection process, not allowing personal beliefs and values to interfere with the data collection and evaluation process, thus preventing instances of bias. Thus, the adoption of this philosophy helped the researcher eliminate the chances of bias and also allowed the researcher to collect and evaluate data associated with the influence of digital marketing on global business operations. Collecting and analysing objective data related to the research subject helped fill the research gap noted within the literature review section.
[bookmark: _Toc165225476]3.3 Research Paradigm Position
This study adopted an ontology research paradigm which is concerned with an evaluation of reality and how it influences individual comprehension of the environment (Kamal, 2019). Adopting this research paradigm allowed the researcher to embrace an objective and realistic evaluation of the research subject with minimal influence of personal perceptions and interpretations. Also, by adopting this research paradigm, the researcher was able to utilise quantitative methods to establish the association between digital marketing and global business operations, with a keen focus on consumer satisfaction and organisation performance.
[bookmark: _Toc165225477]3.4 Research Approach Position
The study adopted the deductive research approach which advocates for a convergent research approach; here, a researcher begins by analysing the different phenomena, concepts, and theories related to a specific subject before proceeding to analyse how these phenomena are reflected within a specific environment (Casula, Rangarajan, and Shields, 2021). Therefore, adopting this research approach allowed the researcher to begin by analysing concepts and phenomena related to digital marketing in the literature review before proceeding to investigate how these phenomena are exhibited within Apple using primary information collected from the selected respondents. This not only helped enhance the quality of the study’s discussions but also boosted the researcher’s ability to link subjective scholarly assertions to objective primary data collected from the target respondents.
[bookmark: _Toc165225478]3.5 Research Methodological Stance
This research was guided by a quantitative methodological stance; according to Hope, Brugh, and Nance (2019), the quantitative stance involves the collection, organisation, and evaluation of numerical data. Adopting this methodological stance allowed the researcher to determine relationships, patterns, and connections between digital marketing and global organisational success. Moreover, this methodological stance gave the researcher the chance to address the research gap since most of the analysed studies have adopted a more qualitative methodological stance.
[bookmark: _Toc165225479]3.6 Research Design and Strategy Stance
The research strategy is the approach or plan that underlines the research process (Li, Larimo, and Leonidou, 2021). This study was guided by an explanatory research strategy which involves the process of analysing the relationship between different aspects and variables. By adopting this strategy, the researcher was able to analyse the association between digital marketing and global business operations, with a case analysis of Apple. Research design, on the other hand, refers to a detailed explanation of the data collection and analysis process in research. This research focused to investigate the association between the different variables.
[bookmark: _Toc165225480]3.7 Research Sample and Population
This study made use of a simple random probability sampling procedure to select a sample of 50 respondents from Apple physical shops in Stratford, London. Using the simple random probability sampling procedure allowed the researcher to avoid issues of bias since all the respondents were provided an equal chance to take part in the study. All the 50 respondents were Apple customers and this enabled the researcher to collect information from the most appropriate target population.
[bookmark: _Toc165225481]3.8 Data Collection and Data Analysis Techniques
This research paper made use of both primary and secondary data in a bid to investigate the influence of digital marketing on global organisation performance. The secondary data was obtained from peer-reviewed journals, articles, company websites, and scholarly research papers on the subject. The primary data, on the other hand, was collected using close-ended questionnaires which were made and delivered to the respondents via email. The use of close-ended questionnaires allowed the researcher to contain the responses within a measurable context and this also provided the researcher with an opportunity to easily scale and remotely distribute the instruments, ultimately reducing the costs and increasing success. The collected data was analysed using MS Excel worksheets which allowed the researcher to come up with statistical inferences such as percentages and averages. The use of these tools also gave the researcher the chance to come up with tables and graphs, ultimately promoting the visual impression provided in the study.
[bookmark: _Toc165225482]3.9 Ethical Consideration of the Research
[bookmark: _Hlk165223440]All the respondents selected for this study will be given voluntary consent forms to sign, and also detailed description of the research. If at any point they don’t feel comfortable in filling out the survey, they could either skip a question or just not complete it at all.  This will help to increase participation. Further, all the personal information collected in the study, including respondent email information, will be kept confidential with no other individual being allowed to access the information; This was in line with the provisions of the Data Protection and Privacy Act 2018. All the raw data will be stored in a file on the researcher’s desktop and the file will be protected using a strong password. 
[bookmark: _Toc165225483]3.10 Methodology
The research will utilise the deductive research approach and the positivism research philosophy together with a quantitative research design, all of which will allow for the objective collection and analysis of numerical data. The study will also utilise both secondary and primary data with primary data being collected through questionnaires and secondary data collected from peer-reviewed articles, journals, and organisational websites. A sample of 50 respondents will be selected for the collection of primary data using a non-probability convenience sampling procedure since the main inclusion criteria will be the possession of an Apple product. Collected data will be analysed and compiled using MS Excel Worksheets.
[bookmark: _Toc165225484]3.11 Summary of Chapter 3
The research utilised a positivism research philosophy and a deductive research approach. A quantitative research methodology and an explanatory research strategy were utilised as well as both primary and secondary data. The primary data was collected using close-ended questionnaires while the secondary data was collected from peer-reviewed journals, articles, and organisational websites. A sample of 50 respondents selected through a simple random probability sampling procedure was used in the study and the collected data was analysed using MS Excel worksheets. The proceeding section offers a presentation of the collected data and a discussion of the findings.


[bookmark: _Toc165225485]Chapter 4: Data Analysis and Discussions
[bookmark: _Toc165225486]4.1 Introduction
This chapter provides a detailed presentation of the study’s findings using charts and tables. The tables and charts have been developed using Excel worksheets.
The people who took part in the questionnaire, were only people who live in the UK. Half of the participants were female, aged in the group between 25-34 (35%) years old, and the other half of female were aged between 18-25. The other half were male of which half were in the group of 18-24, 25% were aged 35-34 and the other 25% 245 to 34 years old. More than half of the people involved have completed A Levels/BTEC courses, 25% had bachelor’s degree and 25% preferred not to share their level of education. More than half were single, 30% were married and the rest preferred not to say. 60% of participants were in full time employment and 40% were part time.
[bookmark: _Toc165225487]4.2 Analysis and Discussion of Findings
4.2.1 Research Questionnaire Return Rate
50 questionnaires were randomly distributed to Apple customers using a simple random probability sampling procedure. All 50 questionnaires were filled and returned to the researcher, resulting in a 100% response rate. This superb response rate is attributed to the researcher’s use of voluntary consent forms where the respondents were allowed to willingly participate in the study. Furthermore, the remote distribution of the questionnaires made it easy for the respondents to experience convenience when responding to the questions provided. The table below offers a visual overview of the research questionnaire return rate:
	Analysis
	Numbers
	Percentage

	Distributed questionnaires
	50
	100

	Returned questionnaires
	50
	100

	Unreturned questionnaires
	0
	00


[bookmark: _Toc158609276]Table 1: Questionnaire return rate
4.2.2 An Evaluation of the Digital Marketing Strategies Utilised by Apple
The first objective entailed an analysis of the digital marketing strategies used by Apple. The respondents were probed on different statements and the sections below provide their responses based on a 5-point Likert scale where SA signified strong agreement, A signified agreement, N signified neutral, D signified disagree, and SD signified strongly disagree.
	Apple is the first brand that comes to my timeline when I search for electronics and phone providers online.

	SA
	A
	N
	D
	SD

	27 (54%)
	6 (12%)
	3 (6%)
	10 (20%)
	4 (8%)


[bookmark: _Toc158609277]Table 2: The use of SEO by Apple

[bookmark: _Toc158609300]Figure 1: The use of SEO by Apple
Over half of the participants agree  Apple is the first brand that comes in their timelines when they search for phone providers and electronics online, while one out of 5 disagreed with the statement.
	Apple provides interactive blog posts, videos, and articles on most of its digital timelines.

	SA
	A
	N
	D
	SD

	30 (60%)
	5 (10%)
	2 (4%)
	7 (14%)
	6 (12%)


[bookmark: _Toc158609278]Table 3: The use of content marketing by Apple

[bookmark: _Toc158609301]Figure 2: The use of content marketing by Apple
60% of the respondents strongly agreed that Apple provides interactive blog posts, videos, and articles on most of its digital timelines while 10% of the respondents agreed with this statement. 4% of the respondents were neutral and 14% of the respondents disagreed. 12% of the respondents strongly disagreed with this statement.
	Apple has a strong social media presence with active pages across different channels.

	SA
	A
	N
	D
	SD

	26 (52%)
	7 (14%)
	5 (10%)
	7 (14%)
	5 (10%)


[bookmark: _Toc158609279]Table 4: Social Media Marketing by Apple

[bookmark: _Toc158609302]Figure 3: Social media marketing by Apple
52% of the respondents strongly agreed that Apple has a strong social media presence with active pages across the different channels while 14% of the respondents agreed with this statement. 10% of the respondents were neutral and 14% of the respondents disagreed. 10% of the respondents strongly disagreed with this statement.
	Apple sends personalised emails to its consumers to provide them with information about available offers and discounts.

	SA
	A
	N
	D
	SD

	35 (70%)
	5 (10%)
	2 (4%)
	3 (6%)
	5 (10%)


[bookmark: _Toc158609280]Table 5: Email marketing by Apple

[bookmark: _Toc158609303]Figure 4: Email marketing by Apple
70% of the respondents strongly agreed that Apple sends personalised emails to its consumers to provide them with information about available offers and discounts while 10% of the respondents agreed with this statement. 4% of the respondents were neutral and 6% of the respondents disagreed. 10% of the respondents strongly disagreed with this statement.
4.2.3 To Evaluate the Impacts of Digital Marketing on Apple’s Global Markets. 
The second objective entailed an analysis of the influence of the adopted digital marketing strategies on Apple’s performance within the global market. The respondents were probed on different statements and the sections below provide their responses based on a 5-point Likert scale where SA signified strong agreement, A signified agreement, N signified neutral, D signified disagree, and SD signified strongly disagree.
	Aspect: Company performance
	SA
	A
	N
	D
	SD

	The use of digital marketing has helped boost Apple’s visibility, especially within the current crowded business environment.
	24 (48%)
	10 (20%)
	3 (6%)
	6 (12%)
	7 (14%)

	I have always made my decision to consume based on the information received across Apple’s digital marketing channels.
	29 (58%)
	12 (24%)
	1 (2%)
	5 (10%)
	3 (6%)

	I have continuously purchased from Apple due to its promptness in communication through digital channels.
	31 (62%)
	4 (8%)
	2 (4%)
	10 (20%)
	3 (6%)


[bookmark: _Toc158609281]Table 6: Influence of digital marketing on Apple’s performance

[bookmark: _Toc158609304]Figure 5: Influence of digital marketing on Apple’s performance
48% of the respondents strongly agreed that the use of digital marketing has helped boost Apple’s visibility, especially within the current crowded business environment while 20% of the respondents agreed with this statement. 6% of the respondents were neutral and 12% of the respondents disagreed. 14% of the respondents strongly disagreed with this statement.
58% of the respondents strongly agreed that they have always made their decision to consume based on the information received across Apple’s digital marketing channels while 24% of the respondents agreed with this statement. 2% of the respondents were neutral and 10% of the respondents disagreed. 6% of the respondents strongly disagreed with this statement.
62% of the respondents strongly agreed that they have continuously purchased from Apple due to its promptness in communication through digital channels while 8% of the respondents agreed with this statement. 4% of the respondents were neutral and 20% of the respondents disagreed. 6% of the respondents strongly disagreed with this statement.
	Aspect: consumer satisfaction
	SA
	A
	N
	D
	SD

	I have found it easy to refer my friends to the Apple digital channels due to the interactive information available there.
	35 (70%)
	5 (10%)
	2 (4%)
	3 (6%)
	5 (10%)

	My perception of Apple’s superiority has been influenced by the information I engage with across digital channels.
	32 (64%)
	6 (12%)
	4 (8%)
	5 (10%)
	3 (6%)

	I feel like the information provided by Apple is personally tied to my consumption behaviour and needs.
	38 (76%)
	4 (8%)
	3 (6%)
	3 (6%)
	2 (4%)


[bookmark: _Toc158609282]Table 7: Influence of digital marketing on consumer satisfaction.

[bookmark: _Toc158609305]Figure 6: Influence of digital marketing on consumer satisfaction.
70% of the respondents strongly agreed that they have found it easy to refer their friends to the Apple digital channels due to the interactive information available there while 10% of the respondents agreed with this statement. 4% of the respondents were neutral and 6% of the respondents disagreed. 10% of the respondents strongly disagreed with this statement.
64% of the respondents strongly agreed that their perception of Apple’s superiority has been influenced by the information they engage with across digital channels while 12% of the respondents agreed with this statement. 8% of the respondents were neutral and 10% of the respondents disagreed. 6% of the respondents strongly disagreed with this statement.
76% of the respondents strongly agreed that they feel like the information provided by Apple is personally tied to their consumption behaviour and needs while 8% of the respondents agreed with this statement. 6% of the respondents were neutral and 6% of the respondents disagreed. 4% of the respondents strongly disagreed with this statement.
Objective 3: Challenges Faced by Apple When Implementing Its Digital Marketing Strategies
The third objective entailed an evaluation of the challenges faced by Apple when implementing its digital marketing strategies. The respondents were probed on different statements and the sections below provide their responses based on a 5-point Likert scale where SA signified strong agreement, A signified agreement, N signified neutral, D signified disagree, and SD signified strongly disagree.
	Aspect: digital marketing challenges by Apple
	SA
	A
	N
	D
	SD

	The high competition within the digital space sometimes overshadows Apple’s strategies
	20 (40%)
	10 (20%)
	5 (10%)
	8 (16%)
	7 (14%)

	There have been cases where Apple has seemed to breach data privacy and protection guidelines.
	37 (74%)
	7 (14%)
	1 (4%)
	3 (6%)
	2 (4%)

	There are some instances where the content provided by Apple may be overloading
	40 (80%)
	5 (10%)
	1 (4%)
	1 (4%)
	3 (6%)


[bookmark: _Toc158609283]Table 8: The challenges faced by Apple when implementing its digital marketing strategies

[bookmark: _Toc158609306]Figure 7: Digital Marketing Challenges
40% of the respondents strongly agreed that the high competition within the digital space sometimes overshadows Apple’s strategies while 20% of the respondents agreed with this statement. 10% of the respondents were neutral and 16% of the respondents disagreed. 14% of the respondents strongly disagreed with this statement.
74% of the respondents strongly agreed that there have been cases where Apple has seemed to breach data privacy and protection guidelines while 14% of the respondents agreed with this statement. 4% of the respondents were neutral and 6% of the respondents disagreed. 4% of the respondents strongly disagreed with this statement.
80% of the respondents strongly agreed that there are some instances where the content provided by Apple may be overloading while 10% of the respondents agreed with this statement. 4% of the respondents were neutral and 4% of the respondents disagreed. 6% of the respondents strongly disagreed with this statement.
[bookmark: _Toc165225488]4.3 Summary of Chapter 4
This chapter provides a detailed presentation and discussion of the collected primary data using tables and charts generated from MS Excel worksheets. It also offers statistical inferences such as the average number of respondents under each category and related percentages. A detailed discussion of these findings has been presented in the proceeding chapter.
[bookmark: _Toc165225489]Chapter 5: Conclusion, Limitations, and Recommendations
[bookmark: _Toc165225490]5.1 Introduction
This chapter provides a detailed discussion of the findings based on the research data presentation and the literature review. It also provides a conclusion of the research problem and an overview of the study’s limitations. The chapter also provides recommendations on future research areas that can be considered by other scholars.
[bookmark: _Toc165225491]5.2 Conclusion of Each Research Objective
5.2.1 Objective 1: An Evaluation of the Digital Marketing Strategies Utilised by Apple
Apple has adopted a multi-channelled digital marketing strategy underlined by the use of SEO, content marketing, social media marketing, and email marketing. SEO is the optimisation of the organisation’s visibility across different social channels while content marketing is the provision of consumers with a wide variety of interactive information that can be used to trigger consumption. Social media marketing is the most popular and common form of digital marketing utilised by Apple and it entails the use of social channels such as Facebook and TickTock to engage with consumers. Email marketing provides Apple with a personalised environment where the brand can send information to consumers based on previous consumption history and consumer preferences.
5.2.2 Objective 2: The Impacts of Digital Marketing on Apple’s Global Market
Digital marketing has influenced Apple’s competitiveness and consumer satisfaction within the global market. The aspect of organisational competitiveness has been characterised by increased visibility within the crowded online business space, the ability to trigger consumption, and the ability to establish consumer loyalty and continued long-term purchases. The aspect of consumer satisfaction, on the other hand, has been characterised by the ease at which individuals are willing to recommend the brand to their peers, the perceived brand superiority based on the information provided online, and providing information that exhibits consumer needs and behaviours.
5.2.3 Objective 3: The Challenges Faced by Apple When Implementing Its Digital Marketing Strategies
Although Apple has a strong digital background, the organisation also faces multiple challenges when implementing its digital marketing frameworks. These challenges include the high competition within the digital space which sometimes overshadows its digital marketing strategies, the cases of data breaches that have affected the organisation’s reputation, and multiple instances where the online information provided seemed to be overwhelming to the consumers.
5.2.4 Objective 4: The Recommendations to Overcome the Digital Marketing Challenges
It is recommended that Apple and other organisations embracing digital marketing should set themselves apart by offering precise and targeted information that may not only attract consumer attention but also create long-lasting impressions and trigger consumption. Furthermore, organisations need to come up with detailed policies that guide online consumer data utilisation as well as the systematic provision of digital information to prevent consumer overload and increase visibility.
[bookmark: _Toc165225492]5.3 Conclusion of The Research Problem
The major research problem noted was the lack of a comprehensive benchmark that can be used to create own digital marketing strategies by organisations since this concept has always been explored passively and in a generalised manner by most scholars. However, this research goes a step further and evaluates the effectiveness of the different digital marketing strategies utilised by Apple on its global operations, company performance, and consumer satisfaction. The provision of data-backed arguments provides organisations with a benchmark that can be used to establish a multi-channelled digital marketing strategy just like that being used by Apple and determine the effectiveness of this marketing strategy, ultimately promoting global business success, visibility, and consumer retention.
[bookmark: _Toc165225493]5.4 Summary of the Research Findings and Outcomes
The digital marketing strategies utilised by Apple
[bookmark: _Hlk158573079]For the researcher to determine the influence of digital marketing on business operations in the global environment, it was first important to analyse the digital marketing strategies utilised by Apple. The researcher, therefore, probed the respondents about the implementation of key digital marketing strategies at Apple; 54% of the respondents reiterated the fact that Apple has maximised the power of SEO to increase its visibility within the online space. The respondents noted that Apple is always one of the leading brand recommendations on their timelines when they search for electronics and phone providers across their search engines. According to research by Apple (2024), SEO digital marketing at the organisation has been underlined by keyword optimisation, link building, the creation of high-quality content, and embracing on-page maximisation of brand visibility. A study by Erlangga (2021) stated that more than 65% of consumers embrace search engines as the first stop when looking up information about products and services that may satisfy their needs and embracing SEO allows Apple to increase visibility across these channels.
[bookmark: _Hlk158573034]Additionally, content marketing is a vital digital marketing strategy since it provides organisations with the chance to provide consumers with multiple and interactive information which influences the probability of consumption and engagement; Apple has also leveraged the power of content marketing as reiterated by 60% of the respondents who noted that they have always engaged with interactive blog posts, videos, and articles on most of the organisation’s digital timelines. Social media marketing, which is considered the most used digital marketing strategy, has also been implemented by Apple – as asserted by 52% of the respondents. According to Melović et al. (2020), Apple has pages across Facebook Instagram, TickTock, and X, among other social media platforms and this has helped boost around-the-clock consumer engagement and has created an environment where Apple can keep up with prevailing market trends.
Email marketing is considered one of the oldest digital marketing strategies and it is an approach that has also been embraced by Apple – as noted by 70% of the respondents. A report by Apple (2023) stated that consumers are always entitled to receive regular emails regarding the available offers and discounts together with available or anticipated system updates, ultimately keeping the customers involved about what is happening and what is to be anticipated. Apple’s digital marketing strategy, in general, can be defined as multi-dimensional and this has allowed the company to attract diverse consumers and keep up with the changing market trends.
The Impacts of Digital Marketing on Apple’s Global Markets
[bookmark: _Hlk158572981][bookmark: _Hlk158572780][bookmark: _Hlk158572725]The researcher then proceeded to investigate the impacts of digital marketing on Apple’s Global markets, with a key focus on company performance and consumer satisfaction. It should be noted that Apple can be categorised under the early adopters category of digital technology since they have always been among the first organisations in the technological company to implement digital technology in its operational systems (Dastane, 2020). This has always been a strategy that has set them apart from other companies, making them a leading brand, especially in the developed markets. The research established that through the utilisation of digital marketing strategy, combined with the early adoption of emerging technologies, Apple has been able to boost its visibility within the online crowded space, constantly attracting consumer attention – as noted by 48% of the respondents. Furthermore, the effective utilisation of digital marketing has always helped Apple trigger consumer desire to consume – as noted by 58% of the respondents. A study conducted by Beauchamp, Crawford, and Jackson (2019) asserted that Apple has always presented information in a precise and targeted manner which allows for easy consumer comprehension and the development of a value-driven perception of the brand. Further, through the use of digital marketing, Apple has been able to establish prompt and constant communication with its consumers, an aspect that was reiterated by 62% of the respondents. According to Firmansyah and Saepuloh (2022), the modern consumer is knowledgeable and always wishes to be ahead of information every time. Thus, Apple’s prompt communication regarding anticipated brand launches or information about available offers and discounts provides consumers with a sense of belonging and value which are important aspects of consumer retention.
The aspect of consumer satisfaction, as an underlying factor, when it comes to digital marketing can be indicated by multiple pointers including increased consumer willingness to refer a brand to other consumers within the market. The research established that through digital marketing, Apple consumers can refer their friends and peers to the brand and its channels – as noted by 70% of the respondents. The respondents asserted that the information shared is always interactive and can be shared across multiple sources, making it easy for word-of-mouth recommendations. A report by Goh and Sigala (2020) stated that 50% of consumers can easily trust brands that have been recommended to them by their peers rather than those recommended by specialists or online robotics. The increased consumer willingness to share information about the brand is a sign of consumer satisfaction. Also, the study established that consumer perception regarding Apple’s superiority has been influenced through engagement with information provided across digital channels – as noted by 64% of the respondents. 
[bookmark: _Hlk158572527]Apple has always presented itself as the leading electronic company in the world, providing a wide variety of high-quality products that exhibit minimal defects (Apple, 2024). The company has also provided a section for customer reviews where consumers provide their feedback about the functionality of the product and in most cases, the feedback received has always been positive. Another tactic that Apple has used to boost consumer satisfaction is tying the information provided across the different digital channels to consumer needs and behaviours – as noted by 76% of the respondents. Appealing to consumers from a personalised level allows the organisation to establish an intimate connection with the consumers and trigger loyalty and repeated purchases (Xia, Wu, and Zhang, 2022). An overall observation from these discussions is that digital marketing has a strong and positive influence on global business operations, especially when evaluated from the perspectives of consumer satisfaction and business performance.
The Challenges Faced by Apple When Implementing Its Digital Marketing Strategies
Despite the superior market advantage established by Apple, there are multiple challenges the organisation faces when it comes to the implementation of its digital marketing strategies. It is important to note that the digital space is crowded and sometimes the overcrowding and noises may affect Apple’s visibility and the rate of online information consumption – as noted by 40% of the respondents. Furthermore, the recent introduction of analytical tools has allowed organisations to utilise consumer data to determine personal behaviour and preferences, an act that sometimes may overstretch leading to cases of data breach and privacy violation. Apple has in the past been faced with multiple cases of data breaches which have affected its reputation – as noted by 74% of the respondents; in 2022, a report by Forbes (2022) stated that Apple was accused of customer data misuse after the introduction of its but now, pay later initiative. This is just one of multiple data breach cases that have been raised against the multinational organisation over the years. The research also established that there are some cases where the content provided by Apple was considered overwhelming to the consumers, thus making it difficult for comprehension – as noted by 80% of the respondents.
Recommendation on Strategies to Overcome the Noted Challenges
The noted challenges are just a few of the multiple digital marketing challenges faced by organisations around the world, creating the need for the development of an effective challenge management strategy to realise the benefits of digital marketing and the establishment of competitive advantage. To overcome the high competition, Apple needs to set itself apart by providing precise and targeted information that may not only attract consumer attention but also create a long-lasting impression and trigger consumption. Also, the organisation needs to embrace diversification in its digital marketing approach. This means that different online information may be targeted to specific consumer segments based on their consumption behaviour or trends, ultimately increasing success probabilities.
There is a need for Apple to come up with detailed policies that guide online consumer data use. Such policies include the acquisition of consumer consent before the utilisation of online data and ensuring that the consumer is notified about how the data is going to be utilised. Apple also needs to ensure that information is provided systematically to prevent overloading. A scheduled approach towards online information provision will help the company increase consumer internalisation of the data and boost overall brand awareness and visibility.
[bookmark: _Toc165225494]5.5 Original Contribution of the Research
Business leadership, especially that of Apple, has an opportunity to utilise this study’s discussions as a mirror to its digital marketing frameworks and effectively address the noted challenges in a bid to increase its competitiveness and cement its position at the top of an already competitive and transformational business environment. Furthermore, the research contributes to an already growing pool of scholarly work aimed at investigating the influence of digital marketing on organisation success and competitiveness. Future scholars also have the chance to use the study’s discussions and recommendations as reference points, critiquing the discussions and building on the objectives based on transformations within the business environment.
[bookmark: _Toc165225495]5.6 Limitations of the Research
The main limitation of the research was the remote distribution of the research instruments which made it hard for the researcher to determine whether the responses provided were true and whether they had been provided by the actual respondents. However, to overcome this challenge, the researcher ensured that the ethical consent forms provided to the respondents contained a clause that obligated them to provide true and accurate information throughout their responses. Furthermore, although Apple is a multinational brand, data was only collected from a sample of 50 respondents from London which makes it difficult to determine whether the sentiments provided by these respondents represent trends by consumers across the globe about digital marketing, organisation performance, and consumer satisfaction.
[bookmark: _Toc165225496]5.7 Recommendations for Future Research
Future studies should consider the utilisation of an interpretivism research philosophy and an inductive approach since these would provide a subjective approach to data collection and analysis. Additionally, future researchers should focus on analysing data from a wider sample population to gain a more conclusive overview of the relationship between digital marketing and organisation global operations. Also, future studies should consider analysing the implementation of digital marketing strategies in other organisations other than Apple which has been the case company for this study.
[bookmark: _Toc165225497]5.8 Summary of Chapter 5
From the analysis of findings, it can be concluded that there is a strong and positive association between digital marketing and successful international business operations, especially when considering aspects of business performance and consumer satisfaction. Through digital marketing, Apple has not only been able to establish strong visibility within the market but has also realised increased lead generation and consumer loyalty. However, there are a few challenges that the organisation faces when it comes to the successful implementation of its digital marketing strategies; these challenges include overcrowding within the digital spaces, increased instances of data breaches, and overwhelming data that compromises successful consumption. Overcoming these challenges requires the development of an effective data privacy and management policy, the systematic provision of online information to consumers, and the embracing of targeted information provision.
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[bookmark: _Toc165225499]Terms of Glossary
Digital Marketing: The process of creating consumer connections through electronic channels.
Innovators: Individuals who have the willingness to embrace new risks and are always developing new products and services within a given market.
Early Adopters: Individuals who have knowledge about the change needed and are willing to take the risk by embracing the change.
[bookmark: _Toc165225500]Appendices
[bookmark: _Toc165225501]Appendix 1: Blank Questionnaire
Questionnaire
You have been selected among a group of 50 other respondents to participate in this study aimed at discussing the influence of digital marketing on global business operations. Please respond to the following sections based on the instructions provided. Please feel free to reach out to the researcher in case of any clarifications.
	Age Group 
	18-24
	25-34
	35-44
	50 or over

	Gender
	Female
	Male
	Prefer not to say
	

	Level of Education
	GCSE
	A Levels/ BTEC
	Bachelor’s Degree/Masters
	Prefer not to say

	Marital Status
	Married
	Divorced
	Single
	Prefer not to say

	Employment
	Full - time
	Part time
	Retired
	Not employed


Demographic Questions
Please circle the answer that best describes you.



An Evaluation of the Digital Marketing Strategies Utilised by Apple
Please respond to the following statements basing on a 5-point Likert scale where SA signified strong agreement, A signified agreement, N signified neutral, D signified disagree, and SD signified strongly disagree.
	Apple is the first brand that comes to my timeline when I search for electronics and phone providers online.

	SA
	A
	N
	D
	SD

	
	
	
	
	



	Apple provides interactive blog posts, videos, and articles on most of its digital timelines.

	SA
	A
	N
	D
	SD

	
	
	
	
	



	Apple has a strong social media presence with active pages across different channels.

	SA
	A
	N
	D
	SD

	
	
	
	
	



	Apple sends personalised emails to its consumers to provide them with information about available offers and discounts.

	SA
	A
	N
	D
	SD

	
	
	
	
	




An evaluation of the Impacts of Digital Marketing on Apple’s Global Markets. 
Please respond to the following statements basing on a 5-point Likert scale where SA signified strong agreement, A signified agreement, N signified neutral, D signified disagree, and SD signified strongly disagree.
	Aspect: Company performance
	SA
	A
	N
	D
	SD

	The use of digital marketing has helped boost Apple’s visibility, especially within the current crowded business environment.
	
	
	
	
	

	I have always made my decision to consume based on the information received across Apple’s digital marketing channels.
	
	
	
	
	

	I have continuously purchased from Apple due to its promptness in communication through digital channels.
	
	
	
	
	



	Aspect: consumer satisfaction
	SA
	A
	N
	D
	SD

	I have found it easy to refer my friends to the Apple digital channels due to the interactive information available there.
	
	
	
	
	

	My perception of Apple’s superiority has been influenced by the information I engage with across digital channels.
	
	
	
	
	

	I feel like the information provided by Apple is personally tied to my consumption behaviour and needs.
	
	
	
	
	



Challenges Faced by Apple When Implementing Its Digital Marketing Strategies
Please respond to the following statements basing on a 5-point Likert scale where SA signified strong agreement, A signified agreement, N signified neutral, D signified disagree, and SD signified strongly disagree.
	Aspect: digital marketing challenges by Apple
	SA
	A
	N
	D
	SD

	The high competition within the digital space sometimes overshadows Apple’s strategies
	
	
	
	
	

	There have been cases where Apple has seemed to breach data privacy and protection guidelines.
	
	
	
	
	

	There are some instances where the content provided by Apple may be overloading
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SOCIAL MEDIA MARKETING


SA	A	N	D	SD	52	14	10	14	10	

EMAIL MARKETING


SA	A	N	D	SD	70	10	4	6	10	
INFLUENCE OF DIGITAL MARKETING ON ORGANISATION PERFORMANCE

Increased brand visibility	SA	A	N	D	SD	48	20	6	12	14	Boosted consumer decision-making	SA	A	N	D	SD	58	24	2	10	6	Continuous purchase	SA	A	N	D	SD	62	8	4	20	6	



INFLUENCE OF DIGITAL MARKETING ON CONSUMER SATISFACTION

Ease in word-of-mouth recommendation	SA	A	N	D	SD	70	10	4	6	10	Brand superiority perception	SA	A	N	D	SD	64	12	8	10	6	Personalised experience	SA	A	N	D	SD	76	8	6	6	4	



DIGITAL MARKETING CHALLENGES

High competition within the digital space	SA	A	N	D	SD	40	20	10	16	14	Data privacy and protection breach	SA	A	N	D	SD	74	14	4	6	4	Overloaded content	SA	A	N	D	SD	80	10	4	4	6	



THE USE OF SEO


SA	A	N	D	SD	54	12	6	20	8	

THE USE OF CONTENT MARKETING


SA	A	N	D	SD	60	10	4	14	12	
2
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