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[bookmark: _Toc143176822]Introduction 
The study is going to analyse international marketing strategies in different countries. MacBook will be chosen as high development product and USA and Switzerland will be chosen here for different countries of the chosen product operation. PESTLE of both countries along with the Hofstede model will be discussed in this section. In addition to this, a 4P of the marketing mix will be discussed to compare the marketing strategies of both countries. Directional development fool will be additionally discussed to improve the authenticity of the study. Similarities and differences between both countries will be demonstrated here and organisational approaches will be done for addressing the variables. Practical as well as ethical approaches will be used in this study to improve future outcomes. 
[bookmark: _Toc143176823]Company background
Apple is a multinational technological organisation has it’s headquarter in California, USA. The company produces own build computers and it has maintained the competitive business strategy (Apple.com, 2023). The organisation has used an effective CSR policy to implement better environmental outcomes. 
[bookmark: _Toc143176824]Macro environment 
[bookmark: _Toc143176825]PESTLE 
	Countries
	USA
	Switzerland

	Political
	· Political stability index - 0 points
· Corruption perception index - 90
	· Political stability index - 1.13 points
· Corruption perception index - 82

	Economic
	· GDP rate - 5.9% in 2021
· Almost $2 trillion contribution of the technology sector in overall GDP (Statista.com, 2023)
	· GDP rate - 4.2% in 2021
· Around 8% of the contribution of the technology sector to the overall GDP

	Social
	· Almost 8% of tech employees in the total workforce
· More than 7 million tech industry jobs
	· Almost 10% decrease in tech-related jobs in 2023
· More than 350 tech companies in Switzerland

	Technological
	· Global innovation index - 3
· Revenue generation from the technology sector is almost $450bn
	· Global innovation index - 1
· Almost $18.3bn revenue generation from the Technology sector (Statista.com, 2023)

	Legal 
	· Information technology act 21 (Congress.gov, 2023)
· Federal Technology Transfer Act
	· DLT Act
· Swiss Intellectual Property Law (Admin.ch, 2023)

	Environmental 
	· Index for environmental performance - 24
· Climatic changes caused by unsustainable business practices (Debnath et al. 2021)
	· Index for environmental performance - 9
· Less amount of climatic changes


Table 1: PESTLE analysis
(Source: Self-created)
Analysis
The political stability index of the USA has been 0 points whereas this index has been 1.13 points for Switzerland. The corruption perception index for the USA has been 90 whereas this index has been 82 for Switzerland. It can be said that Switzerland has a higher political stability that can be helpful for expanding the Macbook business in the country (Statista.com, 2023). The economic stability of the countries can be identified with the GDP rate of the country. The GDP rate of the USA has been 5.9% in 2021 whereas this GDP rate has been 4.2% in 2021. As stated by Thomas et al. (2021), the GDP rate has been one of the most important factors of the country. The technology sector of the USA has been contributing almost $2 trillion to the overall GDP of the country. It has seen multiple tech start-ups and established companies in the past few years. It would be easier for the company to expand their businesses within the country (Debnath et al. 2021). On the other hand, the GDP contribution of the technology sector in Switzerland has been around 8% which suggests that the country has not been able to earn higher economic wealth from the technology sector. 
Almost 8% of the employees of overall USA workforce work in the technology sector and the number of jobs within the tech industry of the country has been 7 million. On the other hand, Switzerland has seen a decrease of 10% in tech-related jobs and almost 350 tech companies have been providing tech-related jobs. Switzerland has been more inclined towards innovation as its innovation index has been 1 in comparison to the USA’s innovation index of 3 (Statista.com, 2023). The tech sector of the USA has provided a revenue of almost $450bn whereas the tech sector of Switzerland has provided a revenue of $18.3bn. The legal acts that have been used by the USA has been the Information Technology Act of 21 and the Federal Technology Transfer Act. On the other hand, the DLT Act and Swiss Intellectual Property Law have been followed by Switzerland (Admin.ch, 2023). The environmental performance index of the USA has been 24 which have happened due to climatic change challenges. The environmental performance of Switzerland has been 9 and this suggests a level of lower climatic challenge.
Overall, there are a lot factors which works in favour of firm such as major contributor technology sector in overall GDP but USA has been a more favourable than Switzerland due to higher GDP rate and higher revenue but Switzerland has higher global innovation index. However, higher emission rate and plastic waste could act against Apple. As firm needs to take a lot measures and there could be more stringent regulations in future.
[bookmark: _Toc143176826]Hofstede model 
The Hofstede model has been considered an impactful tool to identify the cultural differences between two countries. The market strategy differences for Macbook can be identified with the help of the Hofstede model (Huang et al. 2019). There have been six factors within the model such as “power distance, individualism, masculinity, uncertainty avoidance, long-term orientation and indulgence”. These factors determine the differences between these two countries. 
[image: ]
Figure 1: Hofstede of Switzerland and the USA
(Source: Hofstede-insights.com, 2023)
Each factor has a certain score for each country and these scores have been helpful to determine their position. The power distance of the country refers to the dimension where the individual does not have a similar amount of power. As stated by Lawter and Garnjost (2021), the inequalities of power have been visible within organisations. The power distance score for Switzerland has been 34 whereas this score has been 40 in the USA. The second dimension of the model has been individualism which estimates the interdependency level of the individuals. As argued by Huang and Crotts (2019), the interest level of the employees to work together within an organisation can be identified with the help of this dimension. The individuality score of Switzerland has been 68 whereas this score has been 91 for the USA. 
The third dimension of the model has been masculinity which has been helpful to understand the country’s interest to achieve success. The country can be more inclined towards quality of life as well instead of success (Taras et al. 2023). The chosen countries for MacBook have been Switzerland and the USA and this model has helped to identify the scores of these two countries. Switzerland has scored 70 in this dimension whereas the USA has scored 62 (Hofstede-insights.com, 2023). The fourth dimension has been known as uncertainty avoidance which refers to the country’s capability for dealing with future unpredictable situations. Switzerland has scored 58 in this dimension whereas the USA has scored 46. 
The fifth dimension of the model has been called long-term orientation which refers to the society’s dealing process with its past traditions. Sometimes countries have been inclined towards modern education (Huang et al. 2019). At other times, countries have been willing to follow the past traditions that have been maintained so far. Switzerland has scored almost 74 in this dimension whereas the USA’s score has been 26 in this context. The final dimension of this model has been indulgence level within the countries. This dimension has been helpful to determine the country’s capability to control its impulses as well as desires. Switzerland scored 66 in this dimension whereas the USA scored 68. 
Hofstede model offer various benefits but it has several limitations as well. It provides benefits in terms of evaluation framework for understanding and developing a cross cultural understanding, provides valuable insights into the leadership and management practices for different cultures, as well as development of understanding cultural dimensions which in turn help strategies such as marketing, negotiation etc (Hofstede, 1980). However, the reduction to fewer dimensions and static nature of the model cannot capture the changes and conduct a detailed analysis.
[bookmark: _Toc143176827]Porter’s Five Forces
Apple is an established company and therefore it would be difficult for new companies to enter this marketplace. The threat for new entrants has been low for Apple’s MacBook due to this reason. There have been multiple companies within the tech industry which has increased industry competition and made it high. Buyers’ Bargaining Power has also become high due to this reason since they have choice to move towards other companies (Apple.com, 2023). Apple’s Macbook has a high chance of product substitution since there have been other products such as mobile, laptops and more. The supplier’s bargaining power has been low since there have been many available suppliers within the market.
[bookmark: _Toc143176828]SWOT analysis
Apple has strong brand awareness and it has been providing high quality products which have worked as the company strengths. However, its products have been highly expensive as well as the customisation processes have been limited which have created weaknesses for the company. The company has expansive distribution network which acts as opportunity and the company bullied by counterfeits. 
[bookmark: _Toc143176829]STP 
Segmentation
Marketing segmentation has been highlighted below to compare the extent of the marketing strategies of Apple in selling MacBooks in the USA and Switzerland.
	Geographic
	· Mainly in the urban part of the USA

	Demographic
	· Both female and male
· Age group: 20-50 years

	Psychographic
	· High knowledge of technology
· From academic and business backgrounds

	Behavioural
	· High customer loyalty
· High concern for virtual security


Table 2: Market segmentation in the USA
(Source: Self-created)
The segmentation of the US market has highlighted the focus of Apple on students and business professionals. In this regard, the demands of the customers such as the presence of maximum security and the maximum concern for the technology have been prioritised. 
	Geographic
	· All over Switzerland

	Demographic
	· Business professionals of age group 25-40 years

	Psychographic
	· High-class and middle-class customers
· Maximum concern for upgraded technology

	Behavioural
	· Satisfied customers with experiences of Apple products


Table 3: Market segmentation in Switzerland
(Source: Self-created)
The segmentation of the Swiss market has highlighted the focus of Apple on business professionals only for the successful marketing of Macbooks. Customer satisfaction and the experience of the customers with Apple products have been aligned with the market segmentation.
The comparison of the market segmentation has highlighted the difference between the selling markets of MacBook. Apple has focused the marketing of the MacBooks only in the urban part of the US, whereas all over the Switzerland market has been targeted for the marketing.
Target market
The main target market of the MacBook in the US market has been customers with concerns about virtual security and of the age group 20-50 years. As mentioned by Olson et al. (2021), the identification of the target market has been essential for the preparation of business strategies. The target market of the product in Switzerland has been middle-class and high-class business professionals who are ready for paying for the optimum product quality. 
Positioning map
[image: ]
Figure 2: Positioning map in the USA market
(Source: Self-created)
The above-attached positioning map has highlighted the strong position of Apple in the US market. Macbook is saturated by the exceptional features such as high capability of the processor, high memory and string security however; the price is higher compared to the market (Apple.com, 2023). The presence of high-quality features in the Macbook has increased the challenges for other laptop manufacturers such as Lenovo and Dell. 
[image: ]
Figure 3: Positioning map in Switzerland market
(Source: Self-created)
Macbook has a significant position in the market in Switzerland, and the marketing position denotes its dominance in the laptop segment in the country. 31% of consumers highly prefer Macbooks in this country and this has been the highest compared to other brands such as HP, Dell, Toshiba and Microsoft (Statista.com, 2023). Macbook offers premium quality service to the customers; consequently, the cost of the products has been also high. 
The comparison of the market positions has highlighted that Macbook has generated strong competition in the US market. On the other hand, the brand value and high quality of the product have helped MacBook to gather maximum popularity in Switzerland. In this regard, maximum selling and use of MacBooks in Switzerland has been observed. 
[bookmark: _Toc143176830]Marketing mix elements
[bookmark: _Toc143176831]7Ps
This marketing strategy has been based on four factors which have helped companies to introduce a specific product to their target market. This strategy has been required to market MacBook among its customers. As stated by Adams et al. (2019), the product has been known as the most important factor within the marketing mix. Apple would require creative plans so that it would be able to market its MacBook among its target customers. Product has been stating the core identity of the company that has created brand popularity. It has been required for the company to identify the core product so that it can establish its services successfully.

Figure 4: 7P’s of Marketing
(Source: Self-created)
The second factor of this strategy refers to the price of the service or product. The company has estimated multiple price ranges for the MacBooks depending on the additional features it would be providing. As stated by Mintz et al. (2021), it has been required to have an effective analysis of the price before estimating the cost of the product. This would include the production cost and design cost in the pricing model. It has been a high-priced product and the pricing of the product has been within the range of $1,299-$2,499. However, this high-priced product has not been for every individual in the country. As argued by Chou et al. (2020), the targeting process has been helpful for companies to identify which customers to promote. Apple has not been required to promote its MacBook services to the customers hugely since everybody did not have the capacity to buy these products. The usage of digital platforms such as social media and search engines has been helpful for companies to specifically target the customers that have been willing to buy their products. The company did not have required using traditional marketing platforms for marketing its products. This has helped the companies to cut down additional marketing costs and utilise that amount for product development purposes. 
The last factor of this model has been the place that it has chosen for selling the product. The chosen countries for selling MacBooks have been the USA and Switzerland. The USA has been the home country of Apple where the products have been initially manufactured. However, its services have also expanded into multiple other countries and this study has discussed the selling strategies that have been required within Switzerland (Apple.com, 2023). It can be said that the usage of this model has been helpful for Apple to identify how to enter different marketplaces and introduce their products into those marketplaces. Apple has been providing efficient services to the people for making its customers satisfied. The company has provided fast and efficient delivery process along with product returns (Apple.com, 2023). The physical designs of the product such as its style, logo and other elements have helped to create an effective marketing process.
Discussion over Market entry methods:
For any organization, there could be different market entry methods such as strategic alliance, Foreign direct investment (Dunning,1988), Joint ventures (Contractor et.al.,1988), licencing and franchising (Caves, 1996), exporting etc. FDI’s purpose is to generate a physical presence in any foreign country through subsidiaries, branches, or production. Strategic alliance and partnerships for any project can provide flexibility and companies can get an access to resources. On the other side,m through joint ventures, different entity is generated through which company shares risk and rewards. In licencing and franchising is another strategy. Apple being a global company uses various methods such as exporting, online sales, E-commerce, supply chain integration, localizing marketing and product adaption. It also uses licencing and partnerships as it ensures that its products are available with different data plans and cellular networks.
[bookmark: _Toc143176832]BCG matrix
The company has placed in the cash cow position in the BCG matrix and this represents a big market share with a low growth of industry. The profits will be minimised with the absence of further investment in the organisation. 

Figure 5: BCG Matrix
(Source: Self-created)
In the declining market, supplier management of the company has been responsible for the further development in research and wings.
[bookmark: _Toc143176833]Directional Development 
It is a kind of business strategy in which additional planning has been done for the growth of any product and preparing the future with specific profit, operational and marketing strategies. It is important to get in the right direction for any organisation and this strategy also helps in the vision, mission and values of the venture in a clarified way. As opined by Debbarma et al. (2022), the export process in any business helps in the further business connection and sustainable development of any venture. Suppliers, customers, the media and other stakeholders’ perspective have to be mitigated for an improved mission statement by the venture. Different companies use different types of directional development and the venture is the sole proprietor to decide a policy for the increase of profit and accomplishment of goals and objectives. As per the statement of Efthymiou and Christidis (2023), low carriers are needed in organisations for route network development. Customer service and technical support have to be improved in any organisation to fit into the competitive environment. 

Figure 6: Pillars of Directional development
(Source: Self-Created)
On the other hand, MacBook is a popular product of Apple and new innovation policy has been taken by the organisation. Driver-kit Framework policy is seen in the products and it defines the fundamental behaviour of the device system. The products are well available in both countries such as Switzerland and USA. The operating system of the product has been developed by UNIX so that a better customer-friendly approach has been seen. The directional strategy has been based on three policies- stability, growth and retrenchment. As stated by Leiting et al. (2022), changing business models are appropriate for any multi-directional logistic approaches. Both types of business growth have been seen in the directional strategies of business. Vertical growth and horizontal growth both commenced as the result of the directional development of the business. Vertical growth of business includes current customer and client of the business and it also observe the involvement of new clients in spending on the product. It has been observed that both counties have an active customer of MacBook and the number of active customers is high in the USA as compared to Switzerland. 
On the other hand, horizontal growth includes the number of new clients and customers in the immediate area to buy the product. It will help to grow the immediate base of active customers. As per the statement of Adiguzel et al. (2020), the leadership model is valuable to improve work efficiency in any organisation. Hence, appropriate leadership has been needed to achieve directional development in a strategic way. The customer base of MacBook has been developed in Switzerland and it is a sign of new customer involvement in the competitive environment. Any development is not random and it slowly proceeds in a mannered way and any developmental trend is more seen in a technical wing of any organisation.
[bookmark: _Toc143176834]Similarities and differences across two countries’ range of variables 
The cross-cultural differences between Switzerland and the USA have created a range of variables. The previously used cultural model of Hofstede has been useful to identify this range of variables. These variables have created a significant difference between marketing strategies that have been used for MacBook in the USA and Switzerland. The similarities between these two countries have been in the dimensions of power distance, indulgence and masculinity. As stated by Lawter and Garnjost (2021), a low amount of power distance among the employees refers to the less amount of power of the higher authorities. Both Switzerland and the USA have been facing a low level of power distance which suggests that ground-level employees have a strong power to express their decisions. 
These countries have an almost similar level of indulgence score which has been 66 for Switzerland and 68 for the USA. This score refers to a high level of indulgence among the countries where the citizens have been working hard to enjoy hard. According to Taras et al. (2023), the higher amount of indulgence score refers to the country’s inclination towards not having effective control over impulses. It can be said that the economic growth of both countries has pushed these countries towards a higher amount of indulgence. They have been willing to spend their money as per their will. The last similarity between these two countries has been Masculinity where both countries have been inclined towards achieving a higher amount of success. Switzerland scores 70 whereas the USA scores 62 in this dimension which suggests that Switzerland has a higher inclination towards success (Hofstede-insights.com, 2023). However, the achievement desire difference has been very minimal between these countries and this suggests that both of the countries have similar qualities. 
The different variables that have been seen between these countries have been related to long-term orientation, individualism and uncertainty avoidance. As stated by Huang and Crotts (2019), pragmatic societies have a high inclination towards using modern technologies and modern education. It has been seen that Switzerland with its 74 scores has a high level of pragmatic society. They have been more prone towards technology usage and have the capability for adapting to traditions. On the other hand, the USA has a 26 score in this dimension and has the capability to form a normative society. The culture of the USA has a high level of superstition even though they have been able to implement modern technologies. 
The individuality dimension has also created a difference between these two countries. The USA has a high level of individual score in comparison to Switzerland. As stated by Taras et al. (2023), the individuality of the employees has been detrimental towards creating a mutual understanding within the team. The individuality score of the USA has been 91 which states that the employees have a high level of self-esteem. The individuals have not been relying much on the other individuals which has created difficulty for team working skills. As argued by Huang et al. (2019), uncertainty avoidance has been helpful for countries to deal with any type of difficult situation. The higher score of this dimension highlights that individuals have the capability to avoid uncertain situations. Switzerland has a higher amount of capability to deal with uncertain situations in comparison to the USA.
[bookmark: _Toc143176835]Organisational approaches and strategies for addressing the variables
Power distance is low in Switzerland as compared to the USA and it indicates that inequality is low in the former country. Here, a hierarchical order has been seen in Switzerland and needs no further justification. The organisation has planned to create an open forum with equal participation in Switzerland for the project feedback. On the other hand, power distance is high in the USA which means that inequality is seen in the USA society. An open communication policy has been provided by the organisation to improve the business of Apple in the country. 
In addition to this, individualism is high in the USA as compared to Switzerland and it demonstrates that the collective approach is mainly seen in Switzerland and individualism is seen in the USA. The former country has social approaches and the USA has used individual approaches in overall instances. The company has planned to use a group orientation process regarding the product and the involvement of customers for product feedback. In addition to this, higher employee engagement is needed to carry out the functional work of the company in Switzerland. 
Masculinity is high in Switzerland than in the USA and it defines the former country faces high competition in the market. Product development is also high in Switzerland and diversified product is seen in the nation. Most dwellers of the nation have focused on the career development process. On the other hand, the USA follows a low masculinity aspect that defines the decent lifestyle of the people. Hence, Apple has planned to develop two different policies that will be appropriate for the two nations. Annual training for all employees will be given by Apple in Switzerland to improve employee skills. The company is planning to launch a new variation of the product to withstand the competition in the US market. 
The next pillar is uncertainty avoidance in the Hofstede cultural model and Switzerland scored high as compared to the USA in this aspect. High uncertainty avoidance means that the former county is not affected by the future. The lifestyle of dwellers has focused on the present status. On the other hand, the latter country has scored low in uncertainty avoidance which means the USA focused on the present time and appropriate future development is seen in the nation. Continued strong policy action has been planned by Apple to be used in Switzerland to improve the business culture. As opined by Ye et al. (2023), sustainable economic development has been needed in the operation of any organisation. On the other hand, contingency planning will be used by the organisation to improve the status of the organisation in the USA. 
In this context, Switzerland has scored high in long-term orientation than the USA. It means that the former county has focused on long-term goals for the development and growth indices. On the other hand, the USA has primarily focused on short-term goals that are based on present perspectives. As per the statement of Qamruzzaman et al. (2021), the international flow of capital has improved the plan adaptation and framing of existing plans to improve the future perspective of the organisation. The organisation has planned to improve the present strategic goals in the USA and also planned to improve employee goals in Switzerland.
In addition to this, the last section of Hofstede cultural model is the indulgence in which a similar trend has been seen both in USA and Switzerland. As opined by Loučanová et al. (2022), an eco-innovation process is needed for the future growth and development of any venture. Both countries focus on quality of life and present aspects of life. Less dutiful approaches have been seen in both countries and Apple has planned to use a strong corporate culture strategy that will help the company's performance in future.
[bookmark: _Toc143176836]Suitability of chosen approaches
The organisation has planned to create an open forum as well as an open communication policy for the improvement of business in the two nations. In this context, an open feedback process has been initiated which helps in the future product development of the organisation. As opined by Koehne et al. (2022), entrepreneurship approaches are needed for the improvement of the potentialities of business. The company has planned to develop different approaches that are based on the need of present nations. The company has also planned to develop a group orientation process as well as higher employee engagement to improve the existing performance of the venture. It will also help to manage the workforce of the organisation and high employee retention has been seen here. In this context, annual training for all employees is needed to improve the skills of workers and product variation is needed to diversify the business in a globally competitive environment. Effective company growth has been seen through the use of above mentioned strategic policies. 
The preparation of strong policies by Apple for Switzerland has been essential for addressing the high uncertainty avoidance. The implementation of strong actions and policies assists the organisation to manage the issues of the society and customers of Switzerland. The market volatility has been very high in the US, and due to technical development, the competition in the market has been high. In this regard, contingency planning helps Apple in selling MacBooks in the US market by changing its marketing strategies frequently to generate competitive dominance. The focus of the organisation on the development of the employee goal has the rationale of addressing the human aspects of the business. Training for the workers has been essential for the improvement of the company's performance in the global market in the business (Ribeiro-Navarrete et al. 2021). Concern for the well-being of the employees and providing the maximum growth opportunities for the workers have been addressed by Apple in this regard. The implementation of this strategy has helped in the development of employee loyalty. Hence, the application of the strategy such as focusing on the improvement of workers’ goals has supported the organisation in enriching the product quality of MacBook. Strong market performance in Switzerland has also been linked to the implementation of this strategy. 
The development of the strategic goals has been focused on by Apple in the USA. The implementation of this strategy has the rationale of addressing the complex market structure of the US. The socio-demographic aspects such as purchasing ability of the customers have been addressed with the preparation of the strategy. Strategic goals insist Apple control the price and provide discounts to the customers after determining the sales performance of MacBooks in the US market. The implementation of a strong organisational culture has been observed in both the markets of the US and Switzerland. Strategic planning has been essential for the management of the sustainability of corporate performance (Abbas, 2020). The management of the effectiveness of the workers has been linked with the implementation of the action in the global marketing of Apple. On the other hand, controlling the monopoly in the market and positive extent of customer service and the improvement of the relationship with the customers have been addressed by the effective corporate culture of Apple. The implementation of this strategy has been supported by the market research of the organisation. Apple has focused on market research with identifying the political trends of both countries and this has helped the organisation in controlling the extent of export and import of MacBooks. The implementation of the marketing strategies has positively assisted in increasing the sales of MacBook. 
[bookmark: _Toc143176837]Conclusion 
Based on the above analysis, it has been stated that MacBook is a popular product in USA and Switzerland. The cultures, as well as macro environmental conditions, are different in these nations. In addition to this, both nations have used the 4P marketing mix in different ways. The Hofstede cultural model has been used in this study to reflect the dissimilarity of cultures in the above-mentioned nations. The appropriate company strategy based on Hofstede cultural model has been included in this section to improve the total outcome of the business and improve the authenticity of the study. 
[bookmark: _Toc143176838]Recommended approaches need to be developed
Focusing on digital Promotion: 
The brand value of Apple and the presence of exceptional features have been responsible for the increase in the sales of MacBooks. Apple has not properly focused on the digital promotion of the product for its high popularity in the market. The company needs to increase the utilisation of digital platforms such as websites and Emails for the purpose of marketing. The expansion of the scope of marketing in the business has been addressed by the consideration of digital platforms (Krishen et al. 2021). Scopes such as inclusion of the skilful workers in the supply chain and optimisation of the promotional expense in the business can be addressed by the promotion of MacBook with the assistance of digital marketing. On the other hand, the application of social media marketing can also be beneficial for the organisation in developing the market expansion of the MacBook. 
Controlling the high price of MacBook:
The cost of MacBook has been higher than its competitors such as the laptops of Dell, Lenovo and Microsoft. Lowering the price and providing effective discounts to the customers have been the practical approaches for increasing the sales of MacBooks in the market. The profitability of the business has been dependent on the competitive advantage and competitive position in the market (Azeem et al. 2021). The lowered price of the Macbook would increase sales; consequently, this would increase the profitability of the organisation. Most importantly, lowering the price would assist Apple to access middle-class customers in both Switzerland and USA. This would help to enhance the marketing position of the company in the international market. 
Ethical leadership and management:
The development of the extent of leadership and management can be relevant for Apple. The leaders need to provide skill development programs for the workers, additionally; the appropriate management of the diverse culture in the workspace would result in the positive approach of the workers in enhancing the sales performance of MacBook in the market. The characteristics of the leadership have been responsible for the digital transformation of the business (Porfírio et al. 2021). The management of the marketing ethics such as the avoidance of monopoly in the markets, price control of MacBook and management of the supply chain workers would assist the organisational in performing the sustainable business. The effectiveness of ethical activities in the business would result in the inclination of the brand value of the organisation in the global market. 
Focusing on customer feedback:
Communication with the customers has been useful for identifying their demands. Most importantly, transparency in the business and the maintenance of ethics in business activities have been addressed by prioritising customer concerns. Apple needs to provide friendly and 24*7 service to its customers for resolving issues related to the activities of MacBook. The collection of reviews from the customers and the focus on the user experience has been essential for the product designing process (Yang et al. 2019). The enrichment of the product design of the MacBook and the inclusion of attractive features can be addressed by considering the demands of the consumers. This would result in generating high satisfaction among the customers and assist Apple in executing successful marketing on the global platform. 
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