
Midocean University  

Faculty of Management  

Project Management 

  

  

The Role of Digital Marketing in Enhancing the Brandmark 

and Increasing Sales 

  

Shahir M. Bisher Alnouri 

……  

  

Graduation Project – part 1  

Faculty of Management - Midocean University  

  

  

Supervisor   

Dr. Mona Moustafa Elashry  

Faculty member- Faculty of management- Midocean University  

  

  

 

 

Date of submission: 06/07/2024  

  

  
 

 

 

 



1.1 Introduction 

 

Digital marketing has transformed the business landscape, offering new avenues for 

reaching and engaging with customers. Defined as the use of digital channels to 

promote or market products and services to consumers and businesses, digital 

marketing encompasses a variety of activities such as social media marketing, search 

engine optimization (SEO), email marketing, and online advertising (Chaffey, 2020). 

This approach leverages the internet and other digital technologies to achieve 

marketing objectives, making it a crucial component of modern business strategy. 

The importance of digital marketing cannot be overstated. It provides businesses with 

the ability to reach a global audience in a cost-effective and measurable way. Unlike 

traditional marketing methods, digital marketing allows for precise targeting and real-

time tracking of campaign performance, enabling businesses to optimize their 

strategies for maximum return on investment (ROI) (Patrutiu-Baltes, 2016). 

Additionally, digital marketing fosters better customer engagement and loyalty 

through personalized interactions and tailored content (Taiminen & Karjaluoto, 2015). 

However, digital marketing is not without its challenges. The rapid pace of 

technological change requires businesses to stay current with the latest trends and 

tools. Additionally, the digital landscape is highly competitive, with numerous brands 

vying for consumers' attention. Privacy concerns and the increasing complexity of 

data management also pose significant hurdles (Kingsnorth, 2019). 

One of the key roles of digital marketing is in enhancing a brand's visibility and 

reputation, commonly referred to as brandmark. Effective digital marketing strategies 

help establish a strong online presence, build brand awareness, and foster trust among 

consumers. By leveraging social media, content marketing, and SEO, businesses can 

create a cohesive and compelling brand narrative that resonates with their target 

audience (Smart Insights, 2022). 

In the context of the Kuwaiti market, digital marketing has become an essential tool 

for businesses looking to thrive in a digitally connected world. The Kuwaiti consumer 

is highly engaged online, making digital channels an ideal platform for reaching this 

audience. Many Kuwaiti businesses have adopted digital marketing strategies to boost 

their brand visibility and drive sales, recognizing the potential for significant growth 

through online engagement (Al-Dabbagh, 2018). 

In conclusion, digital marketing plays a pivotal role in modern business strategy, 

offering unparalleled opportunities for brand enhancement and sales growth. As 

businesses navigate the challenges and opportunities of the digital age, the importance 

of a robust digital marketing strategy becomes increasingly clear. This introduction 

sets the stage for a deeper exploration of the role of digital marketing in enhancing 



brandmark and increasing sales, with a focus on the dynamic and evolving Kuwaiti 

market. 

1.2 Introduction to the Problem 

The role of digital marketing in enhancing brandmark and increasing sales has become 

a focal point for businesses worldwide. As companies increasingly rely on digital 

channels to reach their target audiences, understanding the impact of these strategies 

on brand perception and sales performance is critical. Despite the widespread adoption 

of digital marketing practices, there remains a significant need to explore how these 

strategies can be optimized to maximize their effectiveness. This research aims to 

address this gap by investigating the specific mechanisms through which digital 

marketing influences brandmark and sales outcomes. 

 

1.2.1 Theoretical Gaps 

Current literature on digital marketing highlights its importance but often falls short in 

providing a comprehensive framework that links digital marketing activities directly 

to brand enhancement and sales growth. Many studies focus on isolated aspects of 

digital marketing, such as SEO or social media marketing, without integrating these 

elements into a cohesive model that explains their collective impact on brand 

perception and sales performance (Chaffey, 2020). Additionally, existing research 

frequently overlooks the dynamic and rapidly evolving nature of digital marketing 

technologies and consumer behaviors, resulting in theoretical models that may not 

fully capture the complexities of the digital marketing landscape (Flores, 2019). 

 

1.2.2 Empirical Gaps 

Empirical studies on the impact of digital marketing on brandmark and sales are often 

limited in scope, focusing primarily on large, multinational corporations and 

overlooking the unique challenges and opportunities faced by small and medium-sized 

enterprises (SMEs). Furthermore, there is a dearth of research specifically examining 

the effectiveness of digital marketing strategies in different geographical and cultural 

contexts. In the case of Kuwait, for instance, there is a lack of empirical data on how 

local businesses are leveraging digital marketing to enhance their brand and drive 

sales (Taiminen & Karjaluoto, 2015). This research aims to fill this gap by providing 

empirical evidence on the role of digital marketing in the Kuwaiti market. 

 

Main Research Question 

The central research question guiding this study is: How does digital marketing affect 

brandmark and sales performance in businesses operating in Kuwait 



1.3 Research Significance 

1.3.1 Theoretical Significance 

The study on the role of digital marketing in enhancing brandmark and increasing 

sales addresses several theoretical gaps. First, while existing literature extensively 

covers various aspects of digital marketing, there is a lack of comprehensive 

frameworks that integrate these elements into a cohesive model. By examining how 

digital marketing strategies collectively impact brand perception and sales 

performance, this research can contribute to the development of more robust 

theoretical models. Additionally, the dynamic nature of digital marketing technologies 

and consumer behaviors necessitates continual updates to theoretical frameworks. 

This study aims to fill this gap by incorporating the latest trends and practices in 

digital marketing, providing a more current and applicable theoretical foundation 

(Chaffey, 2020). 

1.3.2 Empirical Significance 

From an empirical standpoint, this research is significant because it provides insights 

into the practical applications of digital marketing in different contexts. Specifically, 

the study focuses on the Kuwaiti market, an area that has been underrepresented in 

digital marketing research. By analyzing how local businesses, such as Talabat, 

leverage digital marketing to enhance their brand and drive sales, this research can 

offer valuable data and case studies for practitioners and decision-makers. The 

findings can inform strategies for optimizing digital marketing efforts, addressing 

unique challenges, and capitalizing on opportunities within the Kuwaiti market. This 

empirical evidence can help businesses refine their digital marketing strategies to 

achieve better outcomes (Kingsnorth, 2019). 

Research Objectives and Hypothesis 

The primary objective of this research is to investigate the impact of digital marketing 

on brandmark enhancement and sales growth. Specific objectives include: 

1. To assess the effectiveness of various digital marketing strategies in 

enhancing brand visibility and reputation. 

2. To analyze the relationship between digital marketing activities and sales 

performance. 

3. To identify the challenges faced by businesses in implementing digital 

marketing strategies and propose solutions. 

4. To evaluate the role of digital marketing in the context of the Kuwaiti 

market, focusing on local businesses such as Talabat. 

Hypothesis: Digital marketing significantly enhances brandmark and increases sales 

performance in businesses operating in Kuwait. 

Research Model 



For this study, the research model will focus on Talabat, an online food ordering 

company founded in Kuwait in 2004. Talabat serves as an exemplary case study for 

understanding the role of digital marketing in the Kuwaiti market. As a leading 

platform in the region, Talabat utilizes various digital marketing strategies, including 

social media marketing, SEO, and mobile app marketing, to engage with customers 

and drive sales. By examining Talabat's digital marketing practices, this research will 

provide valuable insights into the effectiveness of these strategies and their impact on 

brand enhancement and sales growth. The model will analyze Talabat's approach to 

digital marketing, identify best practices, and explore the challenges and opportunities 

faced by the company in a competitive digital landscape. 
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