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ABSTRACT

The researcher developed this study using a practical subject that was faced by Dialog
Axiata PLC. The issue is mainly identified as a constant issue and mainly engaged with the
Covid outbreak. Through the identification of the problem, the researcher outlined research
questions and research objectives of the study. Previous articles which were published by
scholars were used to outline the study and the conceptual framework of the study
developed using specific articles. The researcher outlined the hypothesis of the study
referring the conceptual framework of the study and researcher used only quantitative
method as the research method of the conducted study. The target sample of the study was
200 and all responses were collected using a developed google form. The researcher used
the SPSS software as the premiere analytical tool of the study and all the analysis was
conducted mainly using that software.

Through the analysis, the researcher found that, all independent have positive correlations
with the dependent variable and it shows the positive relationship with all variables. The
digital marketing tools has the highest correlation value with the performance of the firm.
However, both variables have positive moderate relationship with the dependent variable
of the study. In the consideration of significant impact, both variables are significantly

impacting on the performance of the Dialog Axiata PLC.
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