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Abstract  

The role of digital marketing in shaping the mental image of the 

brand in Saudi society, Apple as a model 

The study aimed to shed light and identify Apple’s commercial 

company’s reliance on digital marketing roles through the Public 

Relations Department and its role in improving the mental image of 

its audience, and to identify the most important digital marketing 

roles played by the Public Relations Department in dealing with the 

company’s customers or audiences, and measure the level of Public 

satisfaction with the level of services and products provided to them 

through digital marketing. The study is a descriptive study, which 

aims to pay attention to a specific phenomenon. This phenomenon is 

represented in researching the role of digital marketing in shaping 

the mental image of the brand among the Saudi society of customers 

of the Apple commercial company, relying on the survey approach 

in its descriptive part, by conducting an opinion questionnaire of a 

sample of the Saudi society. The application was conducted on a 

systematic random sample of 400 individuals from Apple's 

commercial customers. 

.The study concluded that: 

1. There is a statistically significant correlation at a significance level 

(0.01) between the respondents’ following and their most favorite 

social media channels for Apple products. 

2. There is a statistically significant correlation at a significant level 

(0.01) between the respondents’ knowledge of the brand and the 

most important marketing objectives that form their mental image. 

3. There are significant differences with statistical significance at the 

level of significance (0.01) between the average scores of the 
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respondents’ responses (males and females) regarding the motives 

and reasons for their interest in purchasing Apple products, in favor 

of the female respondents. 

Keywords: Digital marketing - mental image - brand. 
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.

التسويق الزقني:التي اهتنت بالدراسات المحور الأول: 

https://search.mandumah.com/Author/Home?author=%D8%A7%D9%84%D8%A5%D8%B3%D8%AF%D9%88%D8%AF%D9%8A%D8%8C+%D9%86%D9%87%D8%A7+%D9%86%D8%A8%D9%8A%D9%84
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  ت بالعلاقات العامة وتكوين الصورة الذهنية.التي اهتنلدراسات ي: المحور الثانا
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ف على التعر 

 مجتمع الذراست: 

عيىت الذراست: 

 أدواث الذراست: 
 

ستخذمت في تحليل البياواث:  
ُ
 الأساليب الإحصائيت الم
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SPSS" (Statistical Package for Social 

Science)

 FrequencyPercent 

 MeanStd. Deviation 

 

 Pearson Correlation

 One Way ANOVA

ANOVA

 

 (Post Hoc Tests)(Least 

Significance Difference)(LSD)

(ANOVA)  

partial correlation

   
 مىاقشت وتائج الذراست: 
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