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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. 

 هقدهت:

  



 السحون علي عبده هحنشي عبد الباحث / 

 

 6 

 

 

 



  الرهنيتكيل الصوزة دوز التسويق السقوي في تش                                               

7 

 

 

 

. 

 

  

Richard L . DaftRobert H. Lengel

 



 السحون علي عبده هحنشي عبد الباحث / 

 

 8 

 

.

 

  

. 



  الرهنيتكيل الصوزة دوز التسويق السقوي في تش                                               

9 

.

: 

.

:



 السحون علي عبده هحنشي عبد الباحث / 

 

 11 

.

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: 



  الرهنيتكيل الصوزة دوز التسويق السقوي في تش                                               

19 

 

. 



 السحون علي عبده هحنشي عبد الباحث / 

 

 21 

 

 

 



  الرهنيتكيل الصوزة دوز التسويق السقوي في تش                                               

21 

 

 
                                                 

 

 



 السحون علي عبده هحنشي عبد الباحث / 

 

 22 

                                                                                                                            

3
 

 

(
4
) Sun, Pei-Chen, and Hsing Kenny Cheng. "The design of instructional 

multimedia in e-Learning: A Media Richness Theory-based approach." Computers 

& education 49.3 (2007). 

(
5
) Balaji, M. S., and Diganta Chakrabarti. "Student interactions in online 

discussion forum: Empirical research from'media richness theory'perspective." 

Journal of interactive online learning 9.1 (2010).  

(
6
) Mandal, Debashish, and Robert J. McQueen. "Extending media richness theory 

to explain social media adoption by microbusinesses." Te Kura Kete Aronui 5 

(2013). 

(
7
) Ishii, Kumi, Mary Madison Lyons, and Sabrina A. Carr. "Revisiting media 

richness theory for today and future." Human behavior and emerging technologies 

1.2 (2019)  . 

(
8
) Hsu, Chin-Lung, Judy Chuan-Chuan Lin, and Yi-Feng Miao. "Why are people 

loyal to live stream channels? The perspectives of uses and gratifications and 

media richness theories." Cyberpsychology, Behavior, and Social Networking 23.5 

(2020. 

(
9
) Lewis, Nehama. "Information seeking and scanning." The international 

encyclopedia of media effects (2017)  . 

(
10

) Marton, Christine, and Chun Wei Choo. "A review of theoretical models of 

health information seeking on the web." Journal of Documentation 68.3 (2012)  . 

(
11

) Lalazaryan, Anasik, and Firoozeh Zare-Farashbandi. "A review of models and 

theories of health information seeking behavior." International Journal of Health 

System and Disaster Management 2.4 (2014)  . 

(
12

) Zhang, Xiaoyi, et al. "Exploring the health information seeking behavior of 

social media users under the background of COVID-19 pandemic: an empirical 

study based on social cognitive theory." Frontiers in psychology 13 (2022)  . 



  الرهنيتكيل الصوزة دوز التسويق السقوي في تش                                               

23 

                                                                                                                            

(
13

) Hamid, Suraya, et al. "Role of social media in information-seeking behaviour 

of international students: A systematic literature review." Aslib Journal of 

Information Management 68.5 (2016)  . 

(
14

) Turcotte, Jason, et al. "News recommendations from social media opinion 

leaders: Effects on media trust and information seeking." Journal of computer-

mediated communication 20.5 (2015)  . 

(
15

) Kim, Kyung-Sun, Sei-Ching Joanna Sin, and Tien-I. Tsai. "Individual 

differences in social media use for information seeking." The journal of academic 

librarianship 40.2 (2014)  . 

(
16

) Ruppel, Erin K., and Stephen A. Rains. "Information sources and the health 

information-seeking process: An application and extension of channel 

complementarity theory." Communication Monographs 79.3 (2012). 

17

18

19

21

 

21

22

 



 السحون علي عبده هحنشي عبد الباحث / 

 

 24 

                                                                                                                            
23

 

24

 
25


