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Introduction
In today's business landscape, where competition is fierce and customer satisfaction is

paramount, companies strive to ensure they provide excellent service and keep their

customers loyal. Apple, a leading global company, has long been known for its customer-

centric approach. However, focusing solely on touchpoints can detract from the entire

customer journey. To achieve a seamless and enjoyable customer experience, companies

must develop innovative marketing strategies that can handle and assess the customer journey

across different communication channels. This task will critically evaluate how Apple can

accomplish this objective.

We will explore how Apple can formulate marketing strategies to increase brand awareness,

manage the entire customer journey, and evaluate the efficacy of these strategies.

Communication is an essential element of the customer journey, and we will examine how

Apple can utilize various communication channels to engage with their customers and

provide a customized experience. We will also analyse how Apple can leverage theoretical

frameworks like the Customer Experience Journey (CEJ) and Integrated Marketing

Communications (IMC) models to create effective communication strategies that cater to

their customers' wants and preferences.
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1. Communication – Definition and Meaning
Marshall McLuhan, a well-known communication theorist, coined the phrase, "The medium

is the message," which suggests that the medium used to communicate is as significant as the

message itself, as it shapes people's interpretation and perception of it. This means that the

medium utilized to transmit information has a profound impact on how individuals receive

and process the message. McLuhan, a Canadian philosopher, is renowned for his theories on

the influence of media and technology on society. He contended that various types of media

have distinct effects on our perceptions and experiences and that comprehending these effects

is crucial to understanding communication's role in shaping human culture and consciousness

(Voorveld, 2019).

2. Communication Model- The Shannon Weaver Model
The Shannon-Weaver model, proposed by mathematician Claude Shannon and scientist

Warren Weaver in 1949, is a widely-used communication model that focuses on the process

of transmitting a message from a sender to a receiver. It is also known as the "Transmission

Model" and comprises six basic elements.

 Sender: The sender is the individual, group, or organization that originates the

communication process. The sender creates a message with the intent to communicate it

to the receiver.

 Message: The message is the content or information that the sender wants to convey to

the receiver. It could be conveyed in various forms such as spoken or written language,

images, videos, symbols, or gestures.

 Channel: The channel is the medium through which the message is transmitted from the

sender to the receiver. It could be a physical medium, such as airwaves or cables, or a

digital medium, such as email or social media (Umeozor, 2020).

 Noise: Noise refers to any factor that could interfere with the successful transmission of

the message. There are different types of noise, such as physical noise (e.g., background

noise), semantic noise (e.g., language barriers), and psychological noise (e.g., distractions

or biases).

 Receiver: The receiver is the individual, group, or organization who receives the message.

They decode the message to understand its meaning and significance.
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 Feedback: Feedback is the response of the receiver to the message. It allows the sender to

gauge whether the message was effectively transmitted and understood, and to make any

necessary adjustments to their communication strategy (Miazga and Królikowska, 2020).

The Shannon-Weaver model is a unidirectional communication model, portraying

communication as a process that flows from the sender to the receiver. The model highlights

the significance of accuracy and clarity in encoding the message and the need to address any

obstacles or interruptions that might disrupt the transmission of the message.

Figure 1: The Shannon Weaver Model

(Source- Ijemt.org, 2019)

 Strengths - While the Shannon-Weaver model offers a straightforward framework to

comprehend the fundamental elements and processes of communication and identify

potential sources of interference or distortion, it has come under criticism for

oversimplifying the complexity of communication and disregarding the social and

cultural factors that influence it. Detractors argue that the model overemphasizes the

transmission of information while neglecting the social, cultural, and psychological facets

of communication.

 Weakness - The Shannon-Weaver model of communication, while providing a useful

framework for understanding the basic elements and processes of communication, has

been subject to criticism due to its limitations. These include:

1. Linear representation: The model presents communication as a one-way process, which

fails to capture the interactive and complex nature of most communication interactions.

2. Overemphasis on message transmission: The model places too much emphasis on the

process of transmitting a message from sender to receiver, disregarding the social, cultural,

and psychological factors that shape the way messages are created, encoded, and decoded.
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3. Assumes a passive receiver: The model assumes that the receiver is a passive recipient,

ignoring the active role they may play in interpreting and responding to messages (Kimmel,

2020).

3. Integrated Marketing Communications
Integrated Marketing Communications (IMC) is a comprehensive and strategic approach to

marketing that involves the unification of all communication efforts of a company. The goal

of IMC is to create a clear, consistent, and compelling message that resonates with the target

audience and promotes the company's brand identity. The essence of IMC lies in the

coordination of various marketing channels such as advertising, public relations, direct

marketing, sales promotion, and personal selling. IMC aims to deliver a unified message to

the consumer through both traditional and digital channels, such as print ads, television

commercials, billboards, email marketing, social media, and more.

Consistency in messaging is paramount in IMC. Every element of the marketing mix,

including product design, packaging, and customer service, should reflect the same brand

message and identity. The integration of traditional and digital marketing techniques is also a

crucial aspect of IMC. While traditional marketing techniques remain important, newer

digital marketing strategies such as social media marketing and content marketing are

increasingly essential to a successful IMC strategy. Overall, IMC is a powerful tool for

companies seeking to build a strong brand identity, improve customer engagement, and drive

revenue growth. By coordinating different marketing channels and creating a unified message,

companies can achieve their marketing goals effectively (Percy, 2023).

Integrated Marketing Communications (IMC) campaigns are executed in a series of carefully

planned stages to ensure that the communication efforts are unified and consistent across all

channels. Here are some elaborations on these stages:

 Stages of IMC Campaign

1. Situation analysis: The first stage of an IMC campaign involves thorough research and

analysis of the target audience, their needs, and their behaviour. This research helps to

identify the key insights and opportunities that will inform the development of the IMC

campaign

2. Setting communication objectives: In this stage, clear and measurable communication

objectives are set for the campaign.
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3. Developing the message: The message developed in this stage should be crafted to

resonate with the target audience and communicate the brand's unique value proposition. It

should also be consistent with the brand's positioning and personality, and inspire the

audience to take action (Fill and Turnbull, 2019).

4. Selecting communication channels: The most effective communication channels and tools

are identified to reach the target audience in this stage. This selection includes traditional

channels such as television, radio, print, and outdoor advertising, as well as newer digital

channels such as social media, email, and content marketing.

Figure 2 – Stages of IMC campaign

(Source- Emerald.com, 2020)

5. Developing a media plan: A media plan is developed in this stage to outline how the

selected communication channels and tools will be used to reach the target audience

6. Implementing the campaign: The messages are delivered through the selected

communication channels and tools in this stage.

7. Evaluating the campaign: The final stage involves evaluating the effectiveness of the

campaign against the communication objectives set in stage 2. Metrics such as reach,

engagement, leads, and sales are used to measure the campaign's success.

4. Promotional Strategies
Apple Inc. is an established brand, yet continuous exploration and implementation of

innovative promotional strategies can always improve its efforts to increase brand recognition

and expand its customer base. The following are potential strategies that Apple Inc. can

explore:
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 Push and pull strategies are two different promotional approaches that companies use to

reach their target audience. A push strategy involves direct marketing efforts to end-users,

while a pull strategy creates demand for products through advertising and other

promotional tactics. Apple can use a combination of both push and pull strategies to

effectively promote its products. For instance, Apple can use direct mail, email, or

telemarketing for push strategy and advertising, public relations, and other promotional

activities for pull strategy.

 Public relations (PR) are an essential aspect of building a company's positive image and

reputation through various activities such as participating in charitable events, sponsoring

cultural events, or creating educational programs that align with the company's values and

mission. Apple can utilize PR to indirectly promote its products by creating trust and

credibility with its customers (Egan, 2022).

 Publicity is another promotional strategy that involves generating buzz and interest

around new product launches or other company news by issuing press releases, hosting

media events, and using social media influencers to promote the products. Apple can

leverage publicity to create a sense of excitement and anticipation around new product

launches and keep customers engaged.

 Sponsorship is a promotional strategy that involves supporting events or organizations

that align with a company's values and mission. By sponsoring cultural events, sports

events, or educational institutions, Apple can promote its products and build brand

awareness while also demonstrating its commitment to social responsibility.

 Digital marketing, on the other hand, involves promoting products or services through

online channels such as social media, search engines, display advertising, and email

marketing. By leveraging these channels, Apple can reach a large and diverse audience,

engage customers through interactive content and personalized experiences, and build

relationships with them over time (Ferrell et al., 2021).

 By incorporating these and other promotional strategies, Apple can create a

comprehensive Integrated Marketing Communications (IMC) campaign that reaches

customers through multiple touchpoints and channels. By using a variety of tactics, Apple

can create a more effective and memorable brand message that resonates with customers,

builds brand loyalty, and drives engagement. Ultimately, an effective IMC campaign can

help Apple achieve its marketing and business objectives while also building stronger

relationships with its customers.
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5. Branding and Brand Equity
Branding is a crucial process that involves creating a unique name, design, or symbol that

sets a product or service apart from its competitors. The main aim of branding is to establish a

distinctive and memorable identity for a company or product that resonates with customers,

engenders loyalty, and inspires advocacy. In contrast, brand equity denotes the value that a

brand brings to a product or service beyond its functional benefits. It reflects the impact that a

strong brand has on customer attitudes, behaviours, and loyalty. A brand with robust equity is

one that customers recognize, trust, and hold in high esteem, which allows it to command a

premium price and foster customer preference and loyalty over time.

6. Keller’s Brand Equity Model
Keller's Brand Equity Model is a widely accepted framework that helps businesses

understand the value that their brand holds in the eyes of customers. This model encompasses

four main components that are vital for building and managing a strong brand. Apple Inc. is a

brand that has been successful in implementing these components to create a strong brand

image. The first component, Brand Salience, refers to the level of recognition and awareness

that a brand enjoys among customers. Apple has a strong brand salience as its products and

logo are instantly recognizable worldwide. Brand Performance is the second component,

which relates to the quality and value that a brand provides through its products or services.

Apple is known for its innovative, high-quality products that are perceived as the benchmark

in the tech industry (Kodrat and Melinda, 2021).

Figure 3 – Keller’s Brand Equity Model

(Source - Ceeol.com, 2021)

Brand Imagery, the third component, encompasses the associations and perceptions that

customers have about a brand, such as its personality, values, and style. Apple is often linked
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with sleek, modern design, innovation, and a focus on user experience. The fourth component,

Brand Feelings and Judgments, represents the emotional and rational responses that

customers have towards a brand. Apple is often perceived as a premium brand that inspires

loyalty and admiration among its customers. Keller's Brand Equity Model provides a

roadmap for companies like Apple to build and manage a strong brand by focusing on each of

these components. However, one disadvantage of this model is that it can be challenging to

measure and quantify brand equity.

7. Customer Journey Map
 Awareness Stage:

 Apple utilizes popular social media platforms like Twitter, Facebook, and Instagram

to inform customers about new products and updates.

 Apple promotes its products through various means such as TV ads and billboards to

increase brand awareness.

 Online display ads and public relations events are also used by Apple to create a buzz

around their products (Harris et al., 2020).

 Consideration Stage:

 Apple's website offers customers detailed information on product specifications and

pricing, which can help them make an informed decision.

 Customers can try out products and interact with sales representatives through in-store

demos, providing a personalized experience.

 Feedback from friends and family, as well as product reviews, play a crucial role in

customers' decision-making process.

Figure 4 – Customer Journey Map

(Source - Sciencedirect.com, 2021)
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 Purchase Stage:

 The Apple online store provides a hassle-free shopping experience, allowing

customers to browse and purchase products from the comfort of their own homes.

 Retail stores offer an immersive shopping experience where customers can interact

with products and seek advice from sales representatives.

 Apple's mobile app allows customers to easily browse and purchase products using

their mobile devices.

 Customer service support is readily available through various channels such as phone,

email, or online chat (Ramjan and Campiranon, 2021).

 Post-Purchase Stage:

 Apple's customer service team offers support to customers who may require

assistance with their products.

 Online forums and social media channels such as Twitter and Facebook provide a

platform for customers to share their experiences and seek advice from other users.

 Email marketing campaigns provide customers with information on new product

releases and promotions, while also encouraging feedback and product reviews.
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Conclusion
In today's highly competitive business environment, effective communication and integrated

marketing strategies are crucial in enhancing brand awareness and ensuring customer

satisfaction. The communication model developed by Claude Shannon and Warren Weaver

provides a fundamental framework for understanding the communication process. Likewise,

the stages of an IMC campaign, including situation analysis, communication objectives,

message development, channel selection, media planning, campaign implementation, and

evaluation, are crucial in creating effective marketing strategies. To increase brand awareness,

Apple Inc. can employ various promotional strategies such as push and pull marketing,

digital marketing, and public relations. Implementing Keller's brand equity model can also

help in building and maintaining a strong brand image by focusing on components such as

brand salience, performance, imagery, and feelings and judgments. Furthermore, mapping

the customer journey and identifying touchpoints throughout the buying process can be

helpful in improving customer engagement and satisfaction. By using these strategies,

businesses like Apple Inc. can create effective marketing campaigns that drive customer

engagement and satisfaction, ultimately leading to greater success and growth.
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