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EXECUTIVE SUMMARY
Apple has been a renowned technological product choice for the different segments of the population around the world. This particular marketing strategy report consists of an understanding of what sort of a product is Apple iPhone in the context of the UK and that of Japan. The report consists of the discussion on the different consumer behaviours and marketing strategies entailed by the brand in these two countries. The report further draws a comparative analysis about the market structure in the two considered countries. This involves the different strategies taken by the brand to enhance the customer base for becoming the top choice for mobile devices in the two countries. 
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[bookmark: _heading=h.3rdcrjn]INTRODUCTION 
The international marketing is mainly the marketing of products or services outside of any brand’s own region. On the other hand, many organisations also think of the concept of international marketing as a type of international trade. This report is discussing the international marketing strategies of Apple and their one of the famous products iPhone. This renowned multinational brand operates their business in different countries. Among all of these selected two countries - UK and Japan. The marketing strategies of this company in these two cultural different markets are illustrated here through some marketing tools. During the same period, this company also implemented different strategies based on various factors such as communication, human aspect, economic development, ethics and many more. The similarities and differences in the marketing strategies between these two countries are analysed by this study. 
[bookmark: _heading=h.26in1rg]IDENTIFICATION OF THE PRODUCT AND TWO DIFFERENT MARKETS OF THE PRODUCT
The Apple iPhone is a recognised product of Apple Inc., which has revolutionised the way people in different parts of the world, communicate, and live their daily life. It has been a globally accepted and popular product due to its innovative design and technological advancements. The Apple iPhone is considered a high-involvement product. This is because of the high level of significance in the lives of the consumers using this product (Mayhew and Anand, 2020). The consumer base of iPhones in the entire world considers all the features and performances, which are aligned with their personal references before making the purchasing decision regarding any Apple iPhone. 
The United Kingdom is the first country considered for this report where the iPhone has been the first choice for mobile phones in the population (Sadraei et al., 2023). The market condition of the UK is also very mature and sophisticated due to the different consumer behaviours, which lead to the greater adoption of the Apple iPhone. Tech enthusiasts in the country are significantly large and embrace all the latest technology advancements. This segment of the United Kingdom population values innovation and tends to stay ahead in following the trends. The sleek design, personalization options, and easy user interface of the iPhone give chances to the consumer base in the country to enhance self-expression and make the iPhone a status symbol for themselves (Frei et al., 2020). Apple's marketing strategy in the United Kingdom has been focused on resonating with the different needs and preferences of British consumers. 
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Figure 1: Rates of Apple iPhone users in the UK
(Source: Alzoubi et al., 2022)
The brand in the country conducts different high-profile product launchers. These events are used by the brand to display its recent technology advancements and other new features that have been installed in the iPhone. They must be able to understand which option of the iPhone product is most suitable for their use. Apple has also been focused on the personalisation of the different products of the iPhone. This has been used by the brand to address the uniqueness and individuality preferences of the United Kingdom's consumer base (Alzoubi et al., 2022). Furthermore, Apple also uses a number of digital platforms or social media platforms to display information regarding iPhone products. The brand has also been collaborating with different social media influences to reach out to a higher customer base. The brand in the country has to take some serious steps to meet the high competition from other brands such as Samsung and other Android products. 
Here, from the above discussion it clearly seems that, in the UK market Apple became successful through highly involved product iPhone. Similarly, in Japan this company also operates their business through different kinds of marketing strategies. In the Japanese market, this renowned brand is capable of meeting the desires of Japanese customers through convenience, attention to detail, simplicity, and ease of use (Rahman and Haque, 2021). Specifically, this company is also focused on sluggishness in order to adapt to the isolated market in this country. Here, from this point of view, this multinational brand adopted an influencing marketing strategy in Japan to influence on consumer’s purchasing behaviour. Along with this, to make the iPhone a highly involved product, the management of this company also provides a service that is iTunes Apple. Many marketing experts also proclaimed that Apple’s iPhones are also dominating the supermarkets in Japan (Anantachart and Tangsritrakul, 2019). Therefore, from this discussion it is clear that in both Japan and the UK, Apple became very successful through their one of the most popular products, the iPhone. During the same period, all of the implemented operating system, marketing strategies of this company also assists them to become successful in both of these markets. 
[bookmark: _heading=h.lnxbz9]COMPARE AND CONTRAST MARKETING STRATEGIES USED BY MANAGEMENT IN TWO DIFFERENT MARKET
In order to hold a competitive position in the marketplace and gain more profitability, the marketing strategy of the Apple brand is unique. Due to these different marketing strategies, this brand has become capable of operating their business in different countries in a successful way. Therefore, here are some marketing tools such as STP, 4P’s and directional development. Applying all of these tools helps this brand to make their product more successful in both UK and Japan. 
PESTLE Analysis of Apple 
	Factors
	In The UK
	In Japan

	Political
	· The UK possesses a stable political environment with a smooth transition with the government (Kitanova, 2020).
· Apple can run its business successfully in the country.
	· The political and economic laws of Japan are very stable.
· Apple can run its business hassle-free.

	Economical
	· The UK possesses a volatile exchange rate.
· The UK primarily deals with stable currencies like the dollar, which is favorable for Apple.
	· It is one of the top five economies in the world with a low. Unemployment rate (Kassem et al., 2019).
· It has a stable economic condition for the business operation of Apple.

	Social
	· There is an increased population of elderly people in the country along with the immigrants (Lloyd-Sherlock et al., 2020).
· The condition is moderately favorable for Apple.
	· There is an increased population of new generation in the country.
· Apple can largely benefit from these conditions.

	Technological
	· It is one of the most advanced countries in terms of technology.
·  Apple can generate a stable brand image with the help of innovation.
	· Japan has one of the most advanced telecommunication systems in the World (Vermeșan et al., 2019).
· The condition is very favorable for Apple

	Legal
	· Strict labor laws in the country ensure that no discrimination occurs with employees (Watchter et al., 2020).
· Apple can get hold of dedicated employees.
	· The corporate and labor laws are stable based on the European system.
· Apple can get skilled employees from the market.

	Environmental
	· The frequency of natural disasters has increased over the years.
· Environmental conditions are not very favorable for Apple.
	· The land is susceptible to natural calamities like earthquakes (Kumaraswamy et al., 2020).
· The environmental conditions are moderately favorable.


Table 1: PESTLE Analysis of Apple
From the above PESTLE analysis involving all the critical factors of both countries, it has been identified that the political factors of both countries are favorable for the business operation of Apple. The technological prospects in both countries are very advanced allowing Apple to try out innovative products in the market. However, the unfavorable environmental conditions in both countries can present challenges for Apple.
Porter’s Five Force Model
	Factors
	Similarities and Differences
	Impact Level

	Threat of new entrants
	In the UK market Apple required work force, finance, infrastructure for their establishment therefore this impact is moderate (Venaik and Midgley, 2019).
On the other hand, in Japan capacity development and new entrant’s potential is tough. 
	Moderate (UK)
Strong (Japan)

	Bargaining power of buyers
	Due to low switching cost, in the UK market this company is capable of establishing their business (Hersleth et al., 2022). On the contrary, in the Japanese market due to the collective number of customers the bargaining power is also very weak. 
	Weak (UK)
Strong (Japan)

	Bargaining power of suppliers
	In the UK, the number of suppliers is high therefore; Apple did not face any threat from suppliers (Wichmann et al., 2022).
Apart from this, in the Japan market due to the limited number of suppliers, the Apple brand needs to deal with them wisely. That is one of the strong forces for this brand. 
	Weak (UK)
Strong (Japan)

	Threat of new substitutes
	It seems that in the UK market along with Apple the number of electronic companies also increased and they are capable of providing substitute products like Apple (Jääskeläinen, 2019). 
In Japan, through the help of technological development the number of new substitutes is also very high. 
	Strong (UK)
Strong (Japan)

	Competitive rivalry
	In the UK market, due to high aggressiveness of competitors in innovation and R&D the power of competitors works as a strong force (Hersleth et al., 2022).
In the case of Japan, it also seems that high switching costs help Apple to attract their customers and beat rivalry. 
	Strong (UK)
Weak (Japan)


Table 2: Porter’s Five Forces based on Two Different market
Here, from the above table it is clearly understood that the Apple brand implements various strategies in the Japanese and UK market. During the same period, the power of suppliers, customers, and rivalries are also different in these two markets. 
[bookmark: _heading=h.xqfui2643wgl]SWOT Analysis of Apple in comparison of two different countries UK and Japan
	Factors
	In UK
	In Japan

	Strength
	· Strong Brand recognition and loyal customer base in most of the UK cities like Manchester and London.
· high quality products with authentic features
	· Leading technology edge and brand partnership with renowned Japanese brand “Sony”.
· Financial strength and profitability of Apple Japan

	Weakness
	· Limited customisation options
· High degree of litigation
	· Expensive products and services
· Lack of new innovative products in recent year

	Opportunity
	· Leveraging the strong brand image to emerge local markets (Milanovic, 2019).
· Growth of the advertising market
	· Incorporations of new product line using virtual reality and augmented reality devices
· Using Artificial intelligence

	Threat
	· Battle against counterfeit products
· Threat of reduction in demand for the economic downturns
	· Increasing competition in various industries and platforms
· Backdoor mechanism


Table 3: SWOT Analysis 
STP Analysis
	Factors
	UK Market
	Japanese Market

	Segmentation
	The brand management of Apple understands that the young adults are more interested toward the iPhone (Chen et al., 2021). Therefore, from the perspective of demographic segmentation, the management focused on bachelor, newly married couples to sell iPhone. 
	In the Japanese market, this brand mainly selected the customer group between 15 to 50 (Watson and Sasaki, 2020). They also choose older Japanese from urban Japan to rural Japan to sell their products. 

	Targeting
	Apple’s main target audiences in the UK market are those customers who have a higher disposable income and showed interest in high priced products like iPhone. 
	The brand management of iPhone focuses on middle class and upper class users for the Japanese market (Kohonen, 2022). Apart from this, all of the users who are capable of paying higher for the iPhone and get an incredible user experience also include the targeted market for Apple in the Japanese market.

	Positioning
	In the UK, the management of Apple is capable of dominating the industry by taking 40% of the national market through the iPhone (Rushdi and Kamal, 2021). During the same period, this strong position of this brand also led over the UK electronic business arena.  
	Based on the data, it seems the management of the Apple brand takes more share in the Japanese market rather than the UK market. In this case, they hold a 49% of total Japanese smartphone market based on the unit terms in 2022. 


Table 4: Compare Marketing Strategies Used by Apple in UK and Japan
Here, from the above table it has been clear that segmentation, targeting, position strategy of the brand management of Apple are different for UK and Japanese markets. During the same period, it also seems that due to this contract, they are able to find potential customers for their product (iPhone) and gain more profitability along with holding a strong position in the international market. 
4P’s Marketing Mix
Product: 
· In the UK market, this brand developed a highly structured marketing distribution channel that helped in faster selling and growing of iPhone in this market (Wichmann et al., 2022). Similarly, they also applied product development strategy and constantly modifying the version of iPhone based on demand of customers. 
· On the other hand, in the Japanese market, the management of Apple develops the product iPhone by both direct and indirect channels (Bahador, 2019). Moreover, they also sell this product via their own Apple stores that help them to reduce extra selling expenses in the Japanese market. 
Price:
· Similarly, following this aspect Apple provides discounts for every iPhone 6 product sold in the UK market. This costing premium strategy helps them to attract the customers and increase the maximum quantity of the iPhone. 
· The management of Apple to become successful in the Japanese market (Bahador, 2019) implements Low- pricing strategy. Due to lower exchange rates, this company is capable of providing this product at an affordable and low cost that influences their customer’s purchasing behaviour. 
Place:
· In order to place the iPhone in the UK market, the management of this brand used print, television and social media to reach their target market (Venaik and Midgley, 2019). During the same period, the management of this brand also had a fleet of automobiles fitted that made visible posters to place this product. 
· Like the UK market, to gain profitability from the Japanese market, they involve in partnership with the mobile carrier (Jääskeläinen, 2019). This partnership assists them to place their product in this market more successfully. 
Promotion:
· For the promotion in the UK market, this company developed a detailed calendar of the business advertisements like January to April, May to August and September to December (Hersleth et al., 2022). Following this table, this company provides redeemable points and discounts that increase the promotion of this product. 
· In order to promote the iPhone in the Japanese market the management of this company implemented a different strategy than the UK (Hersleth et al., 2022). Therefore, they utilise all of the relevant digital channels to engage with their targeted audience. 
Directional Development - the Apple Company’s Iphone products is in a high growth stage and high relative market share over both of the nation’s UK and Japan. The brand is the market-leading brand over both of the nation’s smartphone markets. Therefore, it can be stated that the brand Apple and the Iphone products are in the Star stage over both of the nation’s BCG or growth share matrix.
[bookmark: _heading=h.bcsz4pru1dtb]SIMILARITIES AND DIFFERENCES IN EACH COUNTRY'S MARKET
An effective marketing strategy of the renowned Apple brand has enabled them to achieve worldwide success. The similarities and dissimilarities in the market condition of both the UK and Japan enabled them to apply strategic measures to evaluate the market conditions and implement those strategies. The UK presents one of the largest markets in the world in terms of export services. It is the fifth largest economy in the world according to the World Bank (Worldbank.com, 2023). The UK presents an oligopoly market, that is the market in the UK is dominated by the top companies present over there like ASDA and Morrisons. The UK also presents a liberal economy (Milanovic, 2019). Liberalisation of the economy is beneficial for the developed countries as they can boost the economy with the help of technological innovations without having any opposing measures from the government.
The UK market also presents a business friendly regulatory environment for the organisation situated there. The business friendly nature of the market allowed the brand to grow their business in the UK having 40 stores in operation, which is greater than any other country in Europe (Laricchia, 2023). The UK is one of the easiest market to enter into because of the favourable time zone and a lenient legal system. Apple, with the help of these favourable conditions has successfully expanded its business throughout the country with the help of foreign outsourcing and licensing.
In different markets, every company has different approaches according to the basic factors like economy, population, market competitions, and various other business factors. Apple Iphone is the no. 1 smartphone device over the UK consumer markets. Similarly, it is dominating the smartphone market of Japan where, Iphone SE was the most sold smartphone device in Japan over the previous year 2022. According to the reports, between July 2022 and July 2023 the Apple Iphone dominated the United Kingdom’s smartphone market. It captured 49.87% of the UK market in this one-year period. The main competition over the UK market for Apple is Samsung because it captured 30.52% of the UK market share. 
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Figure 2: Apple Marunouchi near the Imperial Palace and across from the historic Tokyo Station
(Source: apple.com. 2023) 
Apple Company analysed of both the different market similarities and differences and presented different market strategies according to the market analysis reports. For example, Apple has identified that Marunouchi is the heart of the business district of Japan in Tokyo. Apple identified that the busiest district in Japan is Tokyo for business purposes and they found that across the historic Tokyo station over the Marunouchi business district near the imperial palace is the best place for Apple to open their largest store in Japan (apple.com. 2023). 
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Figure 3: Inside Presentation of Apple Marunouchi
(Source: apple.com. 2023)
The brand mainly chooses the place because this type of Store in an attractive place will also attract the customers or audiences that pass by or work over the specific place. It was the third store that Apple opened over the country of Japan as a part of a multi-year retail investment and expansion over the country (apple.com. 2023). Apple first analysed the market to find the target customers of their brand and this business district is the right place for the Apple Company’s premium products where customers now have more space to discover the Apple products. 
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Figure 4: Tokyo Creative Guild by Apple
(Source: apple.com. 2023)
The Tokyo creative guild is this special part of Apple where the Apple presented their fifth store in Tokyo, which features a unique facade with two stories with rain windows made from specially cast aluminum to obtain three-dimensional rounded corners. Mainly Apple adopted Tokyo's market by identifying their creative and innovative marketing culture and business infrastructures (apple.com. 2023). It was identified that Tokyo is known as the future city of Japan where most of the things like business infrastructures, buildings, advertisement hoardings, traffic lights, footpaths, and the street shops are designed with creative and innovative resources and ideas. Additionally, this helped the Apple to present the brand values and culture where Apple app store ecosystem supported the developers to create billings and sales of $46 billion in Japan in 2022.
[bookmark: _heading=h.1ksv4uv]CRITICAL DISCUSSION ON SIMILARITIES AND DIFFERENCES ACROSS A WIDE RANGE OF FACTORS
A high-involvement brand product such as Apple iPhone has to have an effective international marketing strategy in the UK and Japan. The different culturally informed marketing strategies the brand uses or can use in the two countries considered are as follows: 
Cultural Communities and Human Aspects 
HOFSTEDE MODEL OF CULTURAL DIMENSION
The HOFSTEDE model used here explains six cultural dimensions that can be used by a global business such as the Apple iPhone (Escandon-Barbosa et al., 2022). It wanders the different human aspects, which are culturally built in the countries compared. 
	CULTURAL DIMENSIONS
	UK
	JAPAN

	Power Distance
	· Lower power distance and focus on an egalitarian society.
· Individual opinions are found to be important.
	· Higher power distance with a larger focus on hierarchies (Jackson, 2020).
· The hierarchy is the central power for all the decision-making.

	Individualism vs. Collectivism
	· Importance of individual opinions.
	· Group opinion is considered important. 

	Masculinity vs. Femininity
	· A lower amount of masculinity.
· Focus on work-life balance.		
	· Higher focus on masculinity for success.
· Emphasis on technological advancements (Sabri et al., 2020).

	Uncertainty Avoidance
	· Lower uncertainty avoidance.
· Open to continuous innovation.
	· Higher uncertainty avoidance.
· More belief in already existing brands in the market (Tien et al., 2020.

	Long-term vs. Short-term Orientation
	· Short-term orientation trends focussed more than long-term ones (Iancu and Badea, 2020).
· Enhancement of the newer technologies
	· Long-term orientation focussed more.
· Existence of respect for traditions.

	Indulgence vs. Restraint
	· A balance between indulgence and Restraint
	· A balance between indulgence and restraint


As can be seen from the above table, The United Kingdom is known for its diverse cultural situation inside the country. This cultural community situation in the country puts focus on creativity, individualism, and self-expression. It is also known that the British population is increasingly efficient in using Technology (Kania, 2021). Apple iPhone producers, to understand the customisation need of the population in the UK have to provide customisable features and applications in the iPhones. Furthermore, the users of the Apple iPhone in the United Kingdom should also be integrated to share their stories of using the iPhone (Apple (United Kingdom)., 2019). This will help to promote the personalisation of the product as per the choices of the customers.  
The table above also shows that Japan’s cultural primary focus is of the customer base involved in the cultural community is to be involved in as much Technology and innovation as possible (Singh, 2019). Apple puts a lot of focus on specifying the iPhone's craftsmanship and user-friendly design along with advanced technology. The product can be aligned with the precision focus culture of the country (Tien et al., 2020).  Apple iPhone producers in the country can also collaborate with local artists to integrate Japanese traditional aesthetics. 
Market, Economic and Political Structure 
The technological market condition of the UK is such that the smartphone market is highly competitive and focuses on having a strong digital presence among diverse consumer demands. Apple iPhone in the UK can focus on product diversity, providing users with unique features and enhancing the customer service section of the brand. Furthermore, the UK's purchasing power is very strong and Apple iPhone (Khalid and Viktoria, 2023). This can be used as a strategy by the brand to enhance the investment of consumers in premium iPhone products. Apple hence has been using the same to cater to the needs and preferences of the consumers in the country. 
The situation of the market, economic and political landscape in Japan is a little different from that in the UK. The Japanese technology market is known for its precision of quality and advanced technology being used to produce the goods. Apple iPhone can focus on continuous innovation and providing advanced features to consumers who prefer precision focussed products (Li, 2023). Apple iPhone can also capitalise on the affluent consumer base in the country who have an understanding of the quality of products and shall invest in advanced technology such as the Apple iPhone. Furthermore, the brand also has to follow all the consumer protection laws, which can enhance the consumer base in the country.
Socio-Demographics
The UK is known for its diverse demographics. It involves a large chunk of urban professionals who are tech-savvy. The people in the population are the trend-acknowledging consumers in the country (Shah et al., 2023). Apple iPhone must target the urban millennials and Gen Z. This is because these two demographic segments prefer both functionality of the devices and the style of the devices. The brand must also recognise the different income levels in the country. This can help the brand to offer iPhone models, which are relevant to the different consumer segments based on their economic conditions. The British population is also known for acknowledging the trends that have been followed in the present global scenario (Bùi et al., 2021). Apple iPhone can utilise the same inclination and make iPhone a symbol of status and innovation for the different people using the product. The marketing strategy is being tailored to meet the particular demands of the British population demanding the Apple iPhone. 
The brand on the other hand has to focus on the tech-savvy youth in Japan along with the other affluent consumers. The huge gap between the income levels of the population in the country has to be carefully catered to while offering different iPhone products (Sulaimon and Vorobyova, 2021). The higher income bracket population of Japan must be provided with premium options that understand the excellence of technology used to produce the particular iPhone. Japan has always been a loyal customer of different renowned technological brands. Apple must focus on capitalising on consumers' loyalty in Japan by offering better iPhone products.
[bookmark: _heading=h.44sinio]RELATIONS OF STRATEGIES AND ORGANISATIONAL APPROACHES WITH RESPECT TO THE FACTORS 
Apple and the Environment in Japan and UK
Japan is specifically susceptible towards climate change effects as an island nation that straddles climate regions. However, the emissions targets are relatively new and there is minor progress to present towards the emission targets. This is exacerbating few present environmental impacts over the country. Similarly, the United Kingdom’s environmental condition presents that air pollution is the biggest environmental issue to the health of the United Kingdom. Apple presented an Organisational approach or a commitment to include over there business strategy with the respect of all the environmental factors where the company businesses. The company committed to become carbon neutral by 2030 and all of the Apple products will be made with clean energy and more recycled and renewable materials. Apple mainly committed this to recycle more than 40,000 metric tons of electronics scrap. They also presented that 20% of all the materials the company ships in their products came from recycled sources. More than 250 suppliers of the company representing over 85% of the company’s direct manufacturing spend which have committed to using 100% renewable electricity for the Apple productions (apple.com. 2023). Additionally, 80% reduction over the shipping emissions of home pod 2nd generation through the companies new transportation plan. More than 70% reduction over average product energy used since 2008. Recycled materials also make the amazing camera that is used over the iPhone. The company used recycled plastic over the iPhone products speaker in closures from the start of iPhone 6. The company also announced that the iPhone 13 was the first Apple product to use certified recycled gold. Additionally, the latest iPhone 14 expanded the use of 100% recycled gold to wire all cameras and the plating of multiple circuit boards.
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Figure 5: Apple’s Environmental Footprint Plan
(Source: apple.com. 2023)
Additionally, iPhone 14 features many other fully recycled components including recycled rare Earth elements like magnets, recycled tungsten in the Taptic engine and the recycled teen in the solder of multiple printed circuit boards. More than half of the iPhone 14 packaging content recycled wood fibre and all of the wood fibre the company used is responsibly sourced. The product energy uses makes up almost a quarter of the total carbon footprint. It also has a direct effect on the carbon footprint of every Apple user (apple.com. 2023). In 2022, all of the Apple devices received an energy star rating for superior energy efficiency and the transition of Apple silicon continues to make impressive leaves in energy efficiency. Additionally the company presented that when an iPhone product is connected with the charger the clean energy-charging feature in the iphone operating system 16.1 looks at the sources of electricity during the expected charge time and optimises for when the greed is using cleaner energy sources like solar or wind.
All of the Apple products contain materials that can be used to build new products and the research from the company's material recovery lab in Texas mainly supported the company to reclaim more of the building blocks with creative equipment and technology. The company team is this assembly robot, which is leading the way in recovering crucial materials like Cobalt tungsten gold and rare Earth elements from, recycle devices. All of these collected materials make it back to the raw materials marketplace so the company can use recycled materials for the next generation of products (apple.com. 2023). 
[bookmark: _heading=h.2jxsxqh]ARGUMENTS ON THE APPROACHES BASED ON BUSINESS PERFORMANCE MEASUREMENTS 
Business performance measurements refers to a set of quantitative metrics taken from different sources to get an overview of the analytical processes involved in the business management (Ka et al, 2019). These metrics help to track the status of the progress of the organisation. Apple uses mainly three performance measurement indicators to develop their long-term performance plan.
Customer Satisfaction
Customer satisfaction is an important parameter in assessing the brand image of a particular company. Apple's Iphones are very popular all over the world due to their attractive design and innovative features (Podolny and Hansen, 2020). Apple products are popular in the UK market as they are able to provide an extensive product warranty coupled with highly effective 24/7 customer support. It is evident that the large market size of the UK enables the brand to reach out to a large number of customers. Effective customer service enabled them to gain a brand loyalty of 79% based on the statistical data of the UK in 2022 (Kunst, 2023).The high customer satisfaction level can be attributed to the effective market strategies like 24/7 customer support and customer feedback options in their websites.
On the other hand, In Japan in terms of device model Apple iphones are dominating the smartphone market in Japan. The economy of Japan is a highly advanced social market economy that helped the brand to launch innovative products that attract customers (Diem et al, 2021). The brand targeted the innovative mindset of the Japanese people to establish a stable brand image. The high customer satisfaction of Apple in Japan can be identified through statistical data, stating that Apple has a brand loyalty of about 66.82% even with the presence of a tough competitor in Samsung. 
Employee commitment
Employee commitment is an important factor in bringing value to an organisation with the help of proactive support and high quality with productivity (Srimulyani and Hermanto, 2022. Highly engaged employees help an organisation to increase their brand value. The employees working in Apple UK are provided with various benefits that allow them to stay committed to the brand. Mental and physical satisfaction guides an employee to work efficiently even in pressure situations. The brand always takes care of the motivation level of the employees by providing them proper guidance. The brand also conducts classes and seminars for the new employees to develop the necessary software skills to advance their careers (Moldoveanu and Narayandas, 2019).The efficiency of the employees helps the brand in their marketing approach by providing top quality product and efficient service. It can be inferred that the employee commitment level of the Apple brand in the UK is very high.  
Japanese employees in Apple are always keen on learning newly evolved technological innovations. The company successfully created game changing innovations like iPhone, iPad, and iTunes. The company provides continuous skill training to the employees to get familiar with the latest trends and techniques in the market (Gajdzik and Wolniak, 2022). Apart from the benefits and benefits, the positive work culture with a well-defined infrastructure allows the employees in Japan to stay committed to the organisation for a long time. With the help of tech, perceptive employees marketing campaigns with the help of latest technologies can help the brand to get a better reach. It can be inferred that the employee commitment level of the employees of the Apple brand in Japan is high.
Market share
 The UK presents an oligopoly market, that is the market in the UK is mainly dominated by the top companies present over there that accounts to over 50% of the total market share. Owing to the large size of the market over there in the UK, there is a tough competition of Apple from the renowned brands like ASDA and Morrisons. According to the latest data of January of February 2023, Apple has a market share of about 51.51% in the UK mobile vendor market, which is slightly lower than the previous year in 2022 when they had a market share of 53.24% (earthweb.com, 2023). This drop in the market share can be attributed to the rise in competition in the global market. The marketing approach in the UK should be changed towards the use of online marketing platforms involving more traffic for better reach.
Japan has a market economy in which the prices of goods and services are determined in a free price system. In terms of sales, Apple has a rough share of 49% in the Japanese smartphone market (nikkei.com, 2023). For a top brand like Apple the numbers are not quite significant hence, Apple needs to change their marketing approach to use the latest technological innovations to secure a better position.
[bookmark: _heading=h.z337ya]CONCLUSION 
An overall analysis of the international marketing strategies of Apple iPhone by taking into consideration both the market conditions of Japan and the UK has provided valuable insights on the success of the brand in both these markets. The high involvement product like Apple iPhone depends heavily on the brand image created through effective customer service and high quality products from technological innovations. It can be concluded that the success of the brand in the UK is mainly due to the product diversity and unique features provided to cater the needs of the newly evolving customers of the current generation. It can be concluded that the success of the brand in the Japanese market is mainly due to the constant improvisation on innovative technologies to attract the tech perceptive Japanese customers of the new generation. The brand loyalty of Apple however is very high allowing them to make experimental changes in the strategic marketing.
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