




 
 
 [image: ]
 
 NAME: Alexander Adeyinka Adesuyi
  STUDENTNUMBER:2126827
  MODULE: LCMB7001
  TITLE: MarketingManagementAssessment1
  LECTURER: Tushara Balendran
 DATE: October2022
 
 
 
                         











                 TABLE OF CONTENT
    1 INTRODUCTION        3-4
    2 COMMUNICATIONS      4-6
·                DEFINATION OF COMMUNICATION AND MARKETING  
                          COMMUNICATION            
·                SHANNON AND WEAVER COMMUNICATION MODEL  4-5
·                CRITICISM OF SHANNON-WEAVER MODEL  5
·                INTEGRATED MARKETING COMMUNICATION  6
    3 NEW PROMOTIONAL STRATEGY 7-8
·                           ONLINE PROMOTION
·                            OFFLINE PROMOTION
   4 BRANDING AND BRANDING EQUITY 9-11
· KELLER’S BRAND EQUITY MODEL  10
· HOW KELLER’S BRAND EQUITY MODEL RELATE TO APPLE BRAND     11                          
·  ADVANTAGES AND DISADVANTAGE OF KELLER’S      MODEL  11
5 CUSTOMER JOURNEY 12-13
6 CUSTOMER TOUCHPOINTS 15
·                            PRE-PURCHASE
·                            PURCHASE
·                           POST PURCHASE
7 CRITICAL ANALYSES OF THE CUSTOMER JOURNEY MAP (STRENGTH AND 
    WEAKNESS) 15-16
8 THE TOTAL ENGAGEMENT MODEL  16-21
9 CONCLUSIONS   21
10 RECOMENDATION   21


 
 





1 Introduction
The purpose of this report is to critically appraise how Apple company can create innovative marketing strategies for raising awareness of the brand as well as managing and evaluating the customer journey across a variety of communication channel to ensure current and future stakeholders’ expectations are fulfilled.
Company Brief background 
 
Apple a High involvement Brand.
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Fig 1
https://simplified.com/blog/branding/apple-branding-strategy/#:~:text=Evolution%20from%20Apple%E2%80%99s%20first
 
 
Apple’s slogan is: Think different
Apple is multinational company based in California, united states. Apple was founded by Steve Job, Steve Woznak and Ronald Woznak on April 1,1976 and incorporated in 1977. Apple's first slogan "Bite into an Apple" was created in the late 1970s. From 1997 to 2002, the slogan "Think different" was used in advertising campaigns, and is still associated with Apple (Moyo, 2021). 
[bookmark: _Int_iAfKWgFo][bookmark: _Int_gJnEHVFj] Apple design, develops, produce and selling consumer electronics, computer, and online services. Apple is the world’s first trillion-dollar company and one of the most valuable brands. Apple is one of great technology companies in the world by capitalisation and the largest technology company in united states by revenue (Totally US$365.8billion in 2021) and listed AAPL on Nasdaq stock market. Apple prove itself as the market leading technology brand as grown faster in recently years, the fourth largest personal computer seller in unit and second largest mobile phone producer also top 5 America information technology company including Amazon, Facebook (Meta), Google and Microsoft. Apple as one of leading information technology company cooperation innovation through investments and acquisition of others subsidiary companies such as Beat Electronics, Beddit, iTunes, Drive ai, In Visage. Vision Apple – We believe that we are on the face of the earth to make great products, and that is not changing. According to Apple mission -statement.com and Apple Mission – Bringing the best user experience to its customers through innovative hardware, software, and services (Apple 2022). According to Apple mission -statement .com, Apple goal -is to make great products and services that enrich people’s lives and supply an unparallel customer experience so that our users are highly satisfied, loyal, and engaged. Apple core value including inclusion and diversity, education, accessibility, environment, supplier responsibility and privacy (Apple, 2019).
 
 
 
2 Definition of Communication and Marketing Communication.
According to  Merriam-Webster Dictionary, communication is the process or act of expressing, or conveying information and ideas to the target audience through writing, gesturing, speaking (Nair, 2020). While marketing communications is the messages and media transmitting to the target markets with the aim of making products and services attractive. Marketing communications make up of traditional advertising, direct marketing, social marketing, presentations, and sponsorships (Gartner, 22AD). The marketing goal is to get customer to try the brand and repurchase it (Doyle,et.al 2006)
·  Shannon and weaver communication model of 1948, 
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Fig 2
https://www.communicationtheory.org/shannon-and-weaver-model-of-communication/
 
Effective communication best represents by Shannon and weaver communication model of 1948. Shannon and Weaver were mathematician, electronic engineer, and scientist respectively, the Americans jointly author an article in “Bell System Technical Journal” called “A Mathematical Theory of Communication” and which also known as “Shannon-Weaver model of communication.” The model gives a clear picture of productive communication between sender and receiver including factor that affecting communication process known Noise. According to Shannon model, communication processing starts from information source to transmitter to channel to reception then to receiver. The process of Noise stands for any forms of distraction (Communication Theory, 2014).
Salesperson (Sender) calling on consumer through television advertisement, the salesperson messages converted into signals like waves or Binary data (ENCODER) and send the messages through Television cables or satellites. If receives, the reception place (TV) of the signal will converts signals into message (DECODER) which is comfortable and understandable for receiver (Consumer). In between encoder and decoder, if there is any distraction such as breaking in transmission or too many advertisements at the same time effective communication flow between sender and receiver will be affected. They would not   receive the exact massage; hence receiver cannot give their feed- back to sender.
 
· Criticism of Shannon-Weaver model of communication
The model is based on person-to-person communication not to group of people or mass audience and communication is not monolog which means reading a newspaper or watching television may not generate feedback. The receiver some time may not paying attention to the message which may resulted to incomplete or fruitless communication. 




·  Integrated Marketing Communication
[image: ]
https://njmnmims.medium.com/integrated-marketing-communication-fc42fcefaebe
 
 
[bookmark: _Int_QzsCabkT]IMC defined as a process of managing customer relationship, developing, and implementing diverse types of persuasive communication programs with prospects over time (Pel smacker.et.al.2017). Integrated marketing communication (IMC) appeared during the late eighty's century with the impact of modern information technology (Gartner, 22AD). IMC create competitive advantage for company if professionally managed that is why IMC programs have been adopted by some organizations, such as Dell and FedEx company. One of the goals of IMC's is to create cooperation among the various marketing elements to achieve both short and long-term returns, Philip.et.al (2010). IMC benefits are greater consistency among the different communication messages and functions, it fosters easier working relations between various departments and a better use of media and promotional mix elements. it encourages individual and one-to-one communication. The key components of IMC are Public relations, Direct selling, Personal selling, Advertising and Sales promotion (Dibb.et.al. 2012).
 
 


3 New Marketing Promotion Strategies 
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Fig 3
 
The Wimbledon Tennis Championships are sought after by companies because of the global audience, estimated at over one billion people. Add to that the half-a-million attendees throughout the tournament and online conversations, and you have a marketeer’s dream environment. (Image: adapted from synthesio.com)
According to fin box.com, Apple has spent $40.23 billion on integrated marketing communication including online and offline promotion between last 5years to September 2022 (finbox.com, 22AD). Apple has not taken advantage or explored sponsorship marketing the way some big brand like Coca-Cola, Nike, Visa card, etc done. One of the best ways to glocal branding is sponsorship both on local and international level. The Olympic Games and FIFA World cup are the most outstanding sporting events in the world (Stephan, 2021). Big companies and nations often bid to sponsor se events because of the recognition, as well as the potential revenue that the events generated. Current Visa card is one of official sponsor of 2022, FIFA World cup football match in Qatar also Coca-cola sponsor Olympic in Brazil 2016. Slazenger has longest sponsorship in sport with Wimbledon Tennis Tournament, UK since 1902. I suggested that Apple should increasing its brand awareness more through Sponsorship marketing promotion both online and offline method.
Sponsorship marketing is a marketing promotion strategy involving company pays to be affiliated with another company,  group, event  and individual in return for marketing its brand. The sponsor in this circumstances would be a business that pays the other company to host an event or finance a program such as Sports, Community and Cultural fairs.
 
· Offline promotion Strategy is any type of marketing promotion that is not done online. Sport Sponsorship   is one of effective way to raised awareness of brand and gain market share by pay for the construction of a sporting arena, headquarters, and facility. Sport sponsorship addressing huge target audience and it give corporate advantage over advertising The partner company name can be publicly displayed on the new building (Temporal,2011). Sport sponsorship can also be informed of a sports team's uniforms and other equipment financing, to have their name recognized. Sport brings large, and often diverse, crowds together so a sponsoring company can get a lot of exposure to die-hard/loyal fans who are ready spend their money on partner company products. Promoting cultural fairs – Promoting Local Fairs and community events are great ways to glocal. Any company taking part in cultural and community sponsorship promote their brand to the remotest part of world. Because local events and community events will create awareness of the brand and help company to get connect with their most direct customers and patrons.
 
 
· Online Promotion strategy is a digital marketing promotion strategy and Television sponsorship is a digital   marketing promotion concept that makes a clear association between a brand and online animation advert. Animated commercial advert is a short video that promote organisation product or services. Animation in advertising is a creative, subtle and unentertaining method of commercial. Most often, use by brands in promotional campaigns on social media and television. The most common companies trying to reach audience with advertising animations are: Heinz Beans Advert, Air Reinvented (NIKE), Project Sunroof (Google) etc (Anon, 22AD).
· [bookmark: _Int_GVbyAvHO]Benefit of Animated Marketing promotion are, Animated marketing promotion engages the audience directly, It’s also draws their attention, and makes them inquisitive in a brand. Animated marketing promotion breaks a complex idea down into smaller scenes and situations, which someone can animate easy-to-understand form and create fun. Animated videos are cost less than live-motion videos because costs of hiring artists, renting locations, etc are no longer needed. Animated marketing promotion provide consistent content flow and explanations to the viewer step by step.
 
 
 
.
 
 
 
 
4 Brand and Brand equity           
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Fig 4
 https://simplified.com/blog/branding/apple-branding-strategy/#:~:text=Evolution%20from%20Apple%E2%80%99s%20first%20logo%20to%20today%E2%80%99s%20minimalist%20logo.%20Inkbot%20Design
 


A brand is unique feature that distinguish one seller from those of others which including name, term, design, and symbol. Companies use brand for   marketing recognition, to create and store value as brand equity for the object named (theintactone,2020). Brand name could be family, corporate umbrella, ranging or individual brand. While brand equity is the measurable totality of a brand's worth and is confirmed by seeing the effectiveness of these branding components (Kotler et al., 2019). In accounting, a brand is known as Goodwill, defined as an intangible asset under non-current asset on a company balance sheet (www.accaglobal.com, 22AD). 
 
 
 
 
 
 



Keller’s Branding equity model
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Keller model is known as Customer-Based Brand Equity (CBBE) and is a tool use by organisation to analyse these factors and strengthen brand (Keller. (2003). For Brand to be strong, organisation must shape how customers feel and think about their product. Customers buy more when organisation have strong brand equity, they are loyal, and they also will recommend the product to other people. Keller model depicted as a pyramid with four fundamental step that have six building blocks. The first step is Brand identity and awareness which is about how customers recognised and aware of the brand and at this stage you must understand your customer's needs, research market segment, and tell them how your product satisfied these needs. Second step is Brand Meaning in terms of what your brand stand for and how well your brand meets customers need. Therefore, your brand meaning must be in action in terms of performance which including primary attributes and features of the product, serviceability, and empathy. Also, your brand enhance commitment by meets customers’ needs both on social and psychological, etc. The third step is Brand response which means how customers responses to your product base on their judgement and feelings. Therefore, your brand must be credibility, of superior quality/perceived quality, superiority and relevant to their needs, etc. The fourth or last step is Brand resonance” sits at the top of the pyramid” which down to customers deep psychological bond with your brand or product including: Sense of community, Behavioural loyalty, Attitudinal attachment and Active engagement (Keller.et.al.2001).



· How Keller Brand Equity model relate to Apple Brand.
Apple Brand Identity, Apple customers recognised apple technology company status symbol/ logo based on emotion fun fruit, Apple logo / brand   synonymous or perceived with simplicity, class, innovation, high quality. Apple Brand Meaning, Apple positioning itself as user benefit. Apple break complexity and end consumer frustration by make everything stylish design, easy to use, easy to do more. Apple transformed and reinvented desk computer to laptop, phone to smart phone. Apple customers recognised and recalled iPhone as not just smart phone but little computer in their pocket, reliable, superior, and premium smart phone. They feel like their lives will better improved using Apple products. Steve Jobs introduces iPhone in 2007 - YouTube. Apple Brand Response, Apple applied porters' generic model of differentiation -cost focus and continuous research and development. As a result, Total feedback from customers is that Apple brand is a product centric with high service cost, high quality at premium price and they feel, connected, free and proud, comfortable, and satisfied) (www.mindtools.com, 22AD). Apple Brand Resonance, Apple customers are loyal and attached to brand because of Apple products work best with other Apple product plus innovative technology, security, and pro- privacy stance. Also, Apple customers service-built community of users around Apple products such as unboxing, messaging or facetiming, Genius bar, Apple camp, Apple Facebook fans, Apple, and Education, etc. Apple customers cannot switch because of what they would giving up (Apple, 22AD).


Advantages and Disadvantages of Keller’s 
· Advantage, Keller model help business organizations to understand what consumers needs and how to target market. It is a means of track how marketing communications can develop strong, active loyalty relationships and affect brand equity (Keller, 2009). Any brand that achieves resonance with customers gain a valuable benefits including price premiums, and greater marketing efficient programmes.

· Disadvantage, Keller is not applied to B2B consumers as result of this, the model is limited. Also, Keller model is decimated in pyramid form of hierarchy but sometimes consumers need may be different to the hierarchy ranking. As feelings play no role in the industrial marketing context and for resonance to be more relevant, the model need adjustment. 




Customer Journey
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Fig 6
https://salespanel.io/blog/marketing/customer-journey-mapping/
Customer journey map is a clear storyline of every engagement a customer has with a brand, service or product from awareness to advocate (Bischoff, 2021),
A customer journey refers to both direct and indirect path of interactions an individual has with product or services and marketing touchpoints including contacting a customer service team, hearing about a brand at an event. The stages in a customer journey are Awareness, Consideration, Decision, Retention and Advocate.
The Stages in a customer Journey
Awareness, this is the first stage of potential customer journey, that customer perceived that they have a need or problem, and they are actively looking for solution or information to solve the problem. Customer become aware of the company and its products (Bhasin, 2018).
Consideration, this is the second stage of customer journey. Where customer research available option in the market and aware of some of the multiple options available. Customer comparing multiple offering that could solve the problem (Bhasin, 2018).
Decision, having done all research on other alternative product and the best company that can supply the product or service. This stage prospect customer is convinced that the product meets their needs. Customer decides and buy the product from a certain company (Bhasin, 2018).
Retention This is the fourth stage when company will use every method and ability to keep the customer over a specific period, by engaged the customer through marketing email, regular product training and loyal programs (Bhasin, 2018).
Advocate. This stage if the company delivered customer experience, customers deep psychological bond will be activated and become active loyal member that promoting or recommend the brand to other people positively (Bhasin, 2018).
 
5 Apple customer journey map
[image: ]
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Fig 7








6 Customer Touchpoints, 	
Touch points are points where a customer has an interaction with the brand – including watching a television advertisement, hearing about a brand through word of mouth or noticing a branded license plate –. Every touchpoint has the potential to add positive – or suppress negative – associations to the brand's equity (Dahlen, et al, 2010). 
 
· Pre purchase touch point, Jess mobile phone was experiencing glitch and he needed a solution to the problem. Jess search online if he can find root-cause to the problem and discover that the problem was because of infected bug. During Google search Jess found Apple iPhone and other Androids phone offer for sales by Vodafone company (First Touch point 1). Jess visited Vodafone store to search for bug- free mobile phone, The customer service assistant staff at Vodafone store smoothly guides him with a bevy of choice explained. The assistant shows and proves iPhone 13 functions and Jess love it (Touch point 2). The Assistant explained to him that the only phone that guarantee security, save and bud-free is Apple iPhone other mobiles phone needs constant update to avoid bug or glitch. Jess weigh all choice and he found out that Apple iPhone is Bug/virus free because of iOS operating system that not found in other mobile except iPhone. Jess recall Apple brand as one of innovative product that can satisfied his needs and decide to buy iPhone 13.
· Purchase touchpoint, the customer service assistant told Jess that his new iPhone 13 and the accessories that come in the box with the phone are protected against manufacturing issues for one year from the date of purchase. To jess, Apple warranty was like addition benefit that ended fear and guarantee value for money (Touch point 3). Jess paid for his iPhone using his credit card and he was impressed with the product design and packaging, feels a sense of belonging and satisfied (Touch point 4). 
· Post purchase touch point, Jess experience was beyond compression with simple stylish design and features. From the user manual guide and other relevant information from customer support service including online support and trusted agent phone number Jess was able to register his account with Apple community and Genius bar. Jess gained useful knowledge about iPhone and Apple ecosystem which prompted Jess to bought Apple iWatch.
 
7 Critical Analysis of the customer journey map strength and weakness. 
Apple customer journey at sixth stage is not working well because from my direct interviews with iPhone customers they are happy with the product but there were not any direct complimentary messages during or after buying the brand from Apple company. Apart from this pain point, Apple customers journey are impressive. The seventh/last touch point along the customers journey is working well because at this stage Apple formed bond with customers through Apple customers service, Apple community, Apple Genius Bar, etc. Apple connects with customers right from Apple products manual and accessible online. From my interview with Apple iPhone customers on products satisfaction and they said, “I can’t use other phone apart from iPhone, I feel secured.” Apple customer assistant and support are not limited to online alone but also available all Apple stores. 

 
8 Total Engagement Model
 
 Fig 8[image: ]
https://cdn.shortpixel.ai/spai/w_375+q_lossy+ret_img+to_webp/https://engagedmark.wpenginepowered.com/wp-content/uploads/2017/06/Total-Engagement-Model.jpg

Total Engagement model is a strategy way of creating engaged customer by design and align brand advertising, organisation culture, customer experience and customer value preposition to drive loyalty and engagement to achieved organisation long time growth (Roberts el.al 2016). While customer engagement is the ongoing cultivated relationship between the company and customer that goes far beyond one of transaction. Application of total engagement can solve problem of IMC and service delivery if the elements are efficiently and effectively aligned together (Roberts & Alpert,2010) Any organisation that supplies value at every customer journey thus increase loyalty and growth over long
term.
Apple vertical integration and Integrated marketing communication delivered great customer value preposition. Apple marketing team used user benefit position to tell customers that they are worthy and buying apple product will make their life easier and a better person. Apple culture, Apple’s new campus is a unique example of a technical marvel that embodies the company’s values, as Tim Cook explained: “………… detail matters, that care matters.”     Apple's ideas culture is a key attribute that differentiated Apple products from its competitors. Apple employees are specialists who does not exposed to functions outside their area of expertise. Apple maintained  strong culture of corporate secrecy. The Apple invests in building an environment for their employees that reflects Apple values and that inspired them to match the effort in the products they create and the customer service they provide (Apple, 2022).
Customer Experience, Performance trait usually need a trade-off analysis against cost. Apple greatly emphasis more on product design including look and feel of the product. The price Apple customers pay for their products is closely tied to the product performance quality. Each of Apple products  features, usability, and content are the Performance that position at the mind of the customer value proposition, that is why Apple customer are willing to pay high price for their product. Secondly, customer get the Basic features related the innovation of iTunes and App Stores. In these cases, basic customer expectations are met. Thirdly Apple customers experienced Excitement, Apple’s created mystique and attractive features that gives them competitive edge over competitors. They achieved this through a combination of differentiated capabilities,innovative design, and user interface design. 
 
Below are attached customers experience and satisfaction from Apple customers on Amazon market online.
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Customer satisfaction depending and relied on customer experience, customer feels satisfied when they find that product, they buy match with their expectation. Customer experience is about delivering on the value proposition and meeting the expectation on surprising. One of method using to assessing this is the Kano Model. In this analysis. The theory for product development and customer satisfaction was developed by Professor Noriaki Kano in the 1980. 
 
 
 
 
[bookmark: _Int_SrEdUmSq]To provide a framework for customer experience and satisfaction, an interesting conceptual view is available using the Kano Model. Kano was proved in Japan in the 1980’s. See Figure 1.
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Figure 9
The Kano Model show 3 curves that consisting of Performance (One-dimensional Quality), Basic (Must -be Quality) and Excitement (Attractive Quality) graph against point of Satisfaction on the vertical axis and point of Implementation on the horizontal. Each of the curves stands for list of  functionality and features that you can provide within a product. The measure of customer satisfaction will be based on how well you deliver on each.
Innovation is undisputedly the catalyst in delivering these attributes to customers The threshold attributes are most often seen as a price of entry. The bottom curve, Basic, has capabilities that are expected by the customer but are not a selling feature. The presence of these features does not improve customer satisfaction, but if they are missing the result can be severe disappointment. An example would be the number of disconnects you experience on your mobile phone. If you have 10 disconnects per day, you are going to be very frustrated while if you have zero disconnects, then you are just going to be neutral. iPhone Keyboard (not implemented as on-screen) misfunction and App Store does not fixture). 
The middle curve, Performance, has capabilities that are linear – the more you improve the performance of the feature, the more satisfaction customer you will have once you cross a minimum threshold. the middle of the line corresponding to adequate, but not stupendous. If it gets 5 days usage per fully charged battery, customers are highly satisfied, but if it gets 10hrs usage per fully charge battery customers are highly dissatisfied. Another example is iPhone Browsing experience like desktop. Reference to Keller Model stage 2 Meaning of brand.
 Having excitement attributes within a product can supply an extraordinary competitive advantage over a rival. The top curve is Excitement, has capabilities that are unexpected by the customer. Their presence can improve customer satisfaction significantly, but their absence does not result in any dissatisfaction. An example is iPhone e-SIM, Re-imagined lock screen, Use Messages unsend or edit message, Use Focus, Passwords and passkeys, Use Action mode and iPhone and Apple Watch safety features. Also, iPhone v1.0, Apple community and support. You may be delighted if you have one while if missing, it has no effect on the satisfaction of your stay (Apple, 2019b). The WOW factors are the excitement attribute and that activate impulsive wants and needs in the mind of the customer This is how to create fiercely loyal customers. Keller model of brand equity also find this on stage 3 of pyramid Response.
The “Zone of Indifference” around the intersection of the two axes. Features in this zone, mostlly those on the Performance curve, have neither a positive nor negative effect on customer satisfaction. Excitement will drift to Performance, and Performance will drift to Basic. In technology products, this can happen very quickly in the marketplace as competitors rush to imitate newly innovations. Examples are Touch screen, Accelerometer (to sense screen orientation) and design, Call quality (match other smartphones) or Price leadership.
9 Conclusion
In conclusion, Innovative Marketing communication strategies play greater roles in Apple brand success. The two only way for any business to thrive, competitive and supported constant growth is through Total engagement and integrated marketing communication. Apple has been skilled at carrying out this.
 
10 Recommendation
 
Apple company must realise the importance of customer value and its contribution to customer experience. Apple must take onboard the pain-point on customer journey and the following recommendation. Therefore, my suggestion is a new touch- point to rectify the pain- point on Customer Journey map. Apple should create unique thank you messages set on screen automatically when dock, turn it off or on an Apple Product. Secondly, I suggest innovative marketing promotion both Offline (Sponsorship promotion) and Online (Animated Online promotion).
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