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[bookmark: _Toc38656737]Task 1B
Preparing pricing strategy of Apple Inc.

Preparing any group works requires a constant connection with group members, personal dedication and honest effort. These are the some of the personal aspects that are essential for a better group performance and you must take them very seriously. However, to complete a specific task, we also need some skills such as researching skills, finding information, time management and making decisions. 
Preparing the pricing strategy of Apple Inc. required knowledge on the pricing definition. It also required knowledge on why different companies uses different pricing strategies. This member of the group worked on pricing strategy of apple. To do that the group made decision on what issues to be brought in pricing discussion.
It has apparent that pricing strategy analysis section do not need and additional discussion on organization itself as it is a completely different section. But providing a general idea on pricing strategy was necessary. So, that was provided on the first section of the pricing strategy analysis. 
The member of who handled pricing strategy also provided the idea that Apple’s pricing strategy is different cause they are premium products manufacturer. So, explaining that reason also seemed logical to include in the analysis part.
[bookmark: _GoBack]While searching researching about the pricing strategy, the researcher also found some interesting facts such as the price comparison of Apple’s phone and its main competitors and price change over time.  Including those also seemed valid and it may give the audience a good grasp of why apple’s pricing strategy is working. So, these are the issue which were considered to develop the pricing strategy part. The decision was made by group what to include in pricing strategy and the particular also did additional research to make it a good blog post. Such an act of participation and shared comprehension are huge particularly when it’s a matter of cooperation that we performed in our team.
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Promotional details and marketing campaign supporting
For preparing the report, the promotional part took a lot more to portray here. At first, there are many factors which needed to be known for preparing that part. For example, how the company behaves in the marketplace, how they usually execute their promotional activities, how they are using their social media sites and others stuffs these are included in that task. Another most important thing was to look upon the general objectives taken by the company to support their marketing campaigns at different times. These give a clear sense of Apple’s focus on its core marketing objectives. 
From certain researches on the company the main needs of the companies are revealed which might be the objectives for the companies next marketing campaign to be perceived. Apple is always an inventor company in terms of the products and their developments since long ago (Sanz et al. 2016). Other companies try to replicate them by design and features. But Apple always emphasises more on the product development and new product inventions. 
Another thing is the in general marketing assessment tools used by Apples which also are discussed properly to understand their probable further success measurement steps. The company will surely be able to become successful in this marketing campaign as they are preparing for it very consciously. Their promotional moves in the social media sites will open a new era of advertisement and publicity of their presents in the public emotions. Hence, brand value will increase a lot. Channels selected for this marketing campaign is not also out of their traditional channels. This is mostly similar. So, they would cope up with it very easily which will help to make it successful.
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Apple uses a language that ordinary consumers can easily understandable competes with other companies (like Samsung) for the attention of buyers, but never engages in price wars. They don’t need it. The brand creates products loved by customers, and its marketing has already become the standard for companies seeking global popularity and revenue growth. The brand's products speak for themselves. The texts and visual materials are extremely simple, lists of functions, pricing policies, or expensive special effects are not common. The company knows that the product sells itself, without a pump or ceremonies. Using concise content and simple advertising, Apple has already sold more than 15 million units of goods.

The brand logo is the best example of this simplicity: the silhouette of a bitten apple, without words, because they are not needed. Why rely on words when enough pictures?
According to the study, the best way to sell your product is not flashy commercials, fancy websites, or twisted advertising texts. A simple decision-making process is best for sales.
Decision-making brands:
86% increase probability of purchase
115% more likely recommendation

Ease of decision making is the number 1 reason why people are most likely to buy your product, become regular customers, and recommend you to friends.
Steve Jobs built his company on certain core values ​​and a customer-focused narrative. Apple does not just perform operations but emphasizes that every aspect of their work means something. The company enriches the lives of its customers, and this is manifested in everything:

Employees carry cards reminiscent of the importance of corporate values.
Sellers get paid without commission, concentrating on helping the buyer, not closing the deal.
There are games rooms for children of buyers.
Created by Genius Bar (free consultation and technical support section).
Part of Apple’s narrative is how they responded to the challenges of the startup’s early days and how Steve Jobs and his team glorified their brand. It is such a narrative that elicits a response from people and creates an emotional connection with the brand.
Consistency, both in the product and in key values, inspires confidence in the audience, tells customers that they can count on this company: it keeps its promises.

Beard Brand, Burt’s Bees, and Nike have a similar narrative: strong, moving stories to promote the brand and build strong relationships that help you better engage customers.
Apple has made great efforts to understand its target customers, the way they think and speak, their language and habits, preferences, dislikes, and much more. Apple knows how to talk to customers in their language. Strong relationships with potential and regular customers are built on this understanding.

PC vs. Advertising Mac shows that the company understands frustrated PC users looking for the best solution. This is a simple advertisement, the language of which is literally understood by every potential buyer, it does not have jargon unfamiliar to users of personal computers, and this approach continues to attract crowds of people.

In other Apple commercials, happy people enjoy the simplicity of their iPad, and the consistent demonstration of positive emotions is the driving force behind sales. The brand sells no extra hours of battery life or gigabytes of memory. He sells a state of happiness and satisfaction caused by a simplified lifestyle - the result of using Apple products.

When releasing a new product, most companies immediately tell everything about it to cause a stir. Apple creates it by holding information and giving it out in small portions, actually teasing the audience. The halo of mystery is one of the best marketing tactics of this brand. This approach turns interested buyers into fans, makes them scour the Internet in search of additional information and share everything that can be found, and also attracts the attention of potential customers, causing them to be curious.

Apple, as it were, accidentally allows information to leak onto the Internet so that buyers and fans begin to discuss future innovations long before the official announcements.

During the existence of the brand, a strong fan community has formed around Apple, including people of all ages and professions: managers, artists, musicians, designers, specialists, writers, children, teenagers, and senior citizens. This active community helps promote the product among both regular and potential customers.

Apple benefits from the recommendations and feedback left by fans. The company knows that it serves the elite of the most loyal users, but their loyalty is one of the main drivers of Apple’s growth, especially considering that, according to surveys, 63% of shoppers more often make purchases in online stores that show product ratings and reviews about him.
Whether it’s Amazon, Best Buy, or another online store, Apple fans massively praise and write positive reviews. The brand is based on social proof and does the right thing: 92% of buyers, making a purchase decision, believe not in advertising, but in reviews. This simple tactic is available to any company: there are many tools to increase conversion through reviews and recommendations.

But social proof is not limited to product reviews on websites: it is also a direct interaction between the brand and customers through social media. But not for Apple.
The sense of love for the brand that the community breathes is palpable - and evident from Apple’s social media policies. You will not find official tweets or updates on Facebook, although the brand has Twitter channels focused on certain products. You will not find posts about new products or announcements about their release made directly by the brand.

Why? Many people use social networks to promote new products, as well as to minimize damage if something goes wrong. Apple are unique. Another company that enjoys such love has yet to be looked up, and Apple knows that brand fans themselves will spread information about new products, features and updates.

It seems that one of Apple’s marketing strategies is to use only 100% channels controlled by the company. Social networks do not belong to those. Think about it.

When it comes to designing experience, Apple does an amazing job. The company not only creates a product, but improves the lives of customers. And in order to sell this improvement, the brand designs memorable experiences that make people come back for more.

Few brands open stores like the Apple Store and have big festivities for new products. Even the earliest commercials positioned Apple products as an experience, and not just as accessories and gadgets.

Another important part of Apple’s rarely talked about marketing is that the company works closely with Hollywood and is actively engaged in implicit product placement: gadgets are regularly used in films and television series.

In an interview with Businessweek, Gavin Polone, producer of the movie Zombieland and Curb Your Enthusiasm, said: “Apple doesn't pay for ads, but it's always willing to provide as much computers, iPad and iPhone. "

Such implicit advertising costs no more than the gadgets themselves, and brings tens of thousands of dollars of profit, because the product is seen by millions of people.

Apple never engages in price wars. Of course, prices changed over time, especially when Samsung was breathing in the back of the head, but Apple never got pulled into a race for wear. This brand constantly focuses on value proposition, rather than on functionality and price - and, even being almost the most expensive brand in many products, it continues to outperform competitors.

This is possible thanks to the effectiveness of marketing: Apple manages to convince people of the value of its product and create a need. IPod advertising is a perfect example:

"1000 songs in your pocket."

No jargon, no technical specifications. Only value.

Combined with the convenient functionality and usability of Apple products, this value leads to rapid growth. Whatever the brand may offer, buyers are willing to pay well for it because they clearly see the value of the product.
Unsurprisingly, Apple’s marketing strategy brings revenue and popularity to the company around the world. In fact, any company can achieve significant results - if it uses some of these tactics, launching new products or promoting existing ones.
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