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[bookmark: _Toc96702723]1.1 Justification of Research Problem
In terms of breadth and extent of worldwide spread, fatalities, economic impact, and detrimental influence on public health, COVID-19 was the greatest pandemic in history of mankind. The COVID-19 problem has had an influence on how organisations deploy integrated marketing communication (IMC) and the costs associated with it. During this crisis, digital marketing, as part of IMC, has gotten greater attention and money (Khawaja et al., 2020). The majority of clients have gone online and are spending more time there. All marketing initiatives revolve around the client. Organizations' digital marketing methods for communicating with customers have also shifted as a result of the epidemic. Digitization has become ingrained in our daily routines. It is reshaping the traditional ways in which buyers and businesses collaborate. Digitization, particularly social media, is said to be changing customer behaviour, with substantial implications for businesses and brands. Customers are increasingly spending time on the internet and on social media. They use online services for reading, storing and playing music, emailing, and accessing Facebook, Twitter, and other social media platforms using various connected devices, such as modern mobile phones, tablets, and PCs, and this is transforming how people use the internet (Saura, 2021). The adage "if an organisation can't be located on Google, it doesn't exist" seems to sum up contemporary shopping behaviour. It should go without saying that modern digital platforms are important for brands. It should be a movement that organisations should join if they want to stay competitive and grow (Bala and Verma, 2018). When the rise of devices to access digital media spurred unanticipated development in recent times as a result of the pandemic, digital marketing grew more advanced. With this in mind, it is essential to analyze the impact of digital marketing strategies that have emerged during the pandemic on the performance of organizations.
[bookmark: _Toc96702724]1.2 Aims and Objectives
The main goal of this research is to examine the influence of digital marketing at work since these tools and strategies assist in improving organisational functioning, and embracing digital marketing improves business productivity. When a company decides to use digital technologies, it faces a slew of challenges and issues that are referred to as obstacles and roadblocks in the path of implementing technology in the workplace (Mosco, 2014). In order to effectively use all technologies, firm management must give crucial and relevant training sessions to their personnel, allowing them to absorb new technology in the most efficient manner possible. 
In this regard, the study has the following objectives:
· To analyze the transformation of marketing strategies during the pandemic.
· To examine the impact of digital marketing strategies on performance of organizations.
[bookmark: _Toc96702725]1.3 Hypothesis
· The marketing strategies have completely transformed during the pandemic.
· There is a significant impact of digital marketing strategies on performance of organizations.
[bookmark: _Toc96702726]2. Literature Review
Advertising has evolved as a result of technical advancements that have revolutionised the ways of communication between businesses and their customers (Purwanti, 2021). According to de Palsmacker et al. (2018), digital marketing is a relatively new development in marketing communication, and its attempts to build a favourable image have a lot of promise. Digital channels platforms combine desktops, ipads, cell phones, and handsets. When compared to traditional marketing methods like as direct mail, print, and tv, digital marketing delivers constant and tailored customer message at a lower cost. Companies may use websites, social networks, and mobile apps to develop global and regional campaigns (Zhu and Gho, 2019).
Because the notion of digital marketing is new, its influence on organisational performance must be assessed. Some parts of digital marketing have even been criticised, yet in order to succeed, businesses must have a presence and participate in digital marketing channels (Nuseir and Aljumah, 2020). Marketers are expected to contribute to organisational success not just by developing brands and increasing sales income, but also by increasing customer engagement, loyalty, satisfaction, and total market position (Vieira et al., 2019). With the advent of ICT, businesses have little choice but to incorporate electronic technology into their operations. According to Phiri (2020), firms who invest in online networks have a better financial performance.
Digital marketing has the potential to significantly increase a company's marketing leads. According to Djakasaputra et al. (2021), inbound marketing, which is performed through online content publication in the form of websites, podcasts, social media marketing, and search engines, generates 34% of a company's leads. Email marketing and RSS feeds are examples of outbound marketing. Digital marketing is being used in a variety of industries. With fierce competition in many industries, firms may find that adopting digital marketing allows them to engage their consumers in a more personal way, thus enhancing their performance.
[bookmark: _Toc96702727]3. Methodology
The study will be empirical and descriptive, with a quantitative methodology utilised to assess the influence of digital marketing techniques on organisational performance during the pandemic. The study will employ both primary data and quantitative analytic approaches. A survey approach will be used to collect primary data, which will entail sending a questionnaire to respondents. Respondents will be given a 5-point Likert-based questionnaire to complete in order to collect data. The questionnaire will be sent via an online survey.
A total of 150 employees and executives from various companies will be contacted. To eliminate bias in the study's participant selection, a simple random sampling approach will be implemented. In order to analyse the quantitative data, the study will utilise the statistical analysis program SPSS rendition 22 to carry out the regression and correlation analysis on the research's components.
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