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[bookmark: _Toc101384085]Introduction 
The globalised business activities have enhanced the importance of marketing management as organisations have to compete with others in the global market. Marketing management is the process of planning, controlling and decision making of the marketing aspects of organisations associated with marketing concepts. The marketing management of the business is involved to add values of products and capturing customers from competitive market. The objective of this report is to analyse the marketing management of Apple. For instance, the relevant communication model and integrated marketing communication of Apple are analysed based on secondary data on the company. The appropriate promotional approach for Apple intends to choose in this report. The brand equity and branding are discussed in the point view of Apple as per discussing the Keller’s brand equity model. Different stages of customer journey of Apple and customer touchpoints are discussed based on the company. The customer journey map within Apple also intends to be evaluated based on secondary data. 
[bookmark: _Toc101384086]Company profile 
Apple is an American multinational technology company which was founded in California in 1976 by Steve Jobs and others. The software, consumer electronic and online services are mainly provided by Apple to its customer in market. To bring the best user experience in the mission of Apple in technology sector of the world. Moreover, to make the best product on earth is the vision of Apple in dealing its business in market. The products of Apple are highly desired to the customers in the global market and it has increased the organisational market share. For instance, Apple has grabbed about 47% market share from global smartphone and technology sector.  The activities of Apple are involved around 175 countries in the world which indicates the strong scope of the organisation in international market. In different region of the world, about 154000 employees are working to the workplace of Apple which indicates the strong manpower of the company. 


[bookmark: _Toc101384087]Defining Communication 
Communication can be defined as the process of sending and receiving message by the people for ensuring their better understanding. The communication can be verbal, nonverbal, written, and oral taken place by the people around the world (Ober, 2019). The values, ideas, and thoughts can also be shared among the people by communication. For this reason, the importance of value added communication is increasing to the business organisation as the link with the customers is set by the effective communication process. There are various kinds of models of communication and the managers from the business organisation can follow the effective model of business organisation (Overton, 2018). In communication process, there have sender, receiver and a specific channel through which the message can be sent. The effective communication is required where cultural differences affect the understanding. Based on the culture, language differences, age, mentality different forms of communication can be undertaken. 


[bookmark: _Toc101384088]Briefly explanation of communication model 
There are various model of communication and the Shannon Weaver’s communication model has been chosen in this case to explained different aspects of this communication model. The factors within this communication model are explained below: 
[image: https://www.communicationtheory.org/wp-content/uploads/2011/06/shannon_weaver_model.jpg]
Source: (Overton, 2018)
Source: The source of the communication is started from sender. For this reason, the sender is regarded as the originator of communication. The activities of communication are started from source and required message is given by sender to the intended receiver. To send the message, the sender can choose a specific channel through which the message can be supplier to the receiver. 
Transmitter: The transmitter is very significant factor of the communication process. To ensure the secrecy and allowing to transmit through the channel, the transmitter encode the original message of sender (Review, 2016). Thus, the safety and security of source information can be maintained and those message can be transmitted effectively through the channels. 
Channel: Channel is the media by which the information is transmitted between source and destination. The encoded information is mainly supplied through channel. In reality, the channel can be digital or analogue. In the modern age, the use of digital channels has been increased to transmit data quickly to the intended receiver (Bagozzi, 2017). The noise can be arisen to the channel and it can distract the original message. By undertaking the precautionary steps, the noise can be regarded and the effective communication can be maintained. 
Reception: The reception places the signal from channels and the convert the signal to the original message so that the receiver can easily perceive the message of sender (Review, 2016). The decoded activities are mainly performance by reception and it allows the receiver to get the ultimate message from other parties. 
Destination: The last stage of this communication model is destination where the message is sent by sender. Through a set of systematic process, the message from the sender is received by the receiver and the effective communication is taken place (Bagozzi, 2017). On the basis of the need of receiver, the information is transmitted through the channels. 
[bookmark: _Toc101384089]Integrated Marketing Communications 
The integrated marketing communication is a modern concept of marketing which associate all kinds of organisational functional units to promote the organisational products. The marketing promotional tools are assorted in together in this communication system so that the best output can be achieved by the organisation. All kinds of message and communication of the business are combined in integrated marketing communication so that the high range of promotional activities can be performed by the company (Bothma, 2019). For example, the social media, television, email, reviews, personal relations and many kinds of promotional techniques are assorted in combined manner to compete effectively in competitive business environment. 
To compete with various technology giants in global market, the integrated marketing campaign is undertaken by the management of Apple. Hence, some key stages are maintained by the marketing department of Apple to undertake the integrated marketing campaign. Different types of stages of integrated marketing campaign are explained below: 

Source: (Bothma, 2019)
Defining target customers: Firstly, the target customers need to be defined by the organisation to manage the integrate m marketing. The marketing managers of Apple also define the target customers in the market so that the required promotional techniques can be applied on them. The segmentation of Apple is based on demographic characteristics of the customers (Brown, 2011). After that the desired promotional tools are launched to the market so that the target customers can assess the message from the organisation about the technology products. 
Appraise promotional goals: The promotional goals and objectives are regarded very effective factors that must be appraised by marketing managers to promote the products. Apple is also associated with setting the promotional goals. The promotional goals of Apple varied in different region of the world (Chettiar et al., 2018). For example, the promotional goals of Apple are varied effectively in Europe, Africa and Asia. As the demographic and psychographics factors of the people in different corners of the world are different, the promotional goals of the company are changing in different subcontinent. 
Appraise the budget of promotion: The budget of the promotion in integrated marketing needs to be set so that different promotional tools can be used within the specific budget. The management of Apple makes budget od different promotional tools (Keillor and Owens, 2017). To appraise the budget of the promotion, inclusion of promotional strategies is considered effectively by the company so that the cost leadership approach can be implemented in budgeting the promotion. 
Promotional mix: The promotional mix need to be defined by the marketing managers. To select the promotional mix strategy, the analysis on product, price, place and promotion are considered to ensure the appropriate choice on promotional mix. Hence, Apple has focus on quality control and premium pricing of the products (Koekemoer, 2020). About 175 destinations is covered by the company and social media based promotional technique is mainly followed to the international market. The promotional mix of Apple are unique to complete with different technology giants in the market. 
Result evaluation: The results of the integrated marketing is evaluation finally by the organisation to analyse the effectiveness of different promotional tools (Keillor and Owens, 2017). In the context of result evaluation, the success of each kind of promotional strategy are judged separately by Apple and further decision making of the company on choosing promotional tools are made on the basis of result evaluation. 


[bookmark: _Toc101384090]New promotional strategies effective for Apple to enhance brand awareness 
As Apple is operating its business successfully to the international market, the company has been adopting a set of promotional strategies to compete effectively with other technology brands. As the level of competition to the technology sector is being increased day by day, the needs of undertaking new promotional strategies have been enhanced. For instance, the marketing scope and target customers of Apple are analysed in this context to formulate the new promotional strategies for the company (Jerke, 2017). The scope of brand awareness of the company is also evaluated to choose the new promotional strategy. The following promotional strategies can be undertaken by Apple to enhance the brand awareness: 
UVP (Unique Value Proposition): The unique value proposition technique can be adopted by the management of Apple as a promotional tool. In this promotional tools, the company can tell the customers who they will be benefitted from different kinds of product offering of the organisation. How the product can solve the problem of the target customers are mainly circulated though unique value proposition strategy (Lamb et al., 2015). The uniqueness of the brand is also communicated with the potential customers of Apple and they can be motivated to buy the technology products from Apple. As the reliability of products of Apple is higher than that of other companies, the unique value proposition strategy can be easily executed by the company as new promotional tool. 
Word of Mouth (WOM) strategy: Word of mouth incurred when the customers talk about the brand with their family and friends. In the modern age, the work of mouth strategy is being significant among the organisations as the competition in the technology sector has been increased. This kind of promotion is based on customers and the customers can promote the brand by themselves (Jerke, 2017). For this reason, the good quality of products need to be supplied to them so that they can be satisfied. Moreover, the referral campaign can be conducted to boost the word of mouth strategy. The circulation of positive aspect about the organisation can attract the customers more extent than that of the convention approach of marketing. By this way, the wide range of brand awareness of different products of Apple can be implemented. 
Customer review options: Apple can allow the customers to make review in their website. As the brand is already engaged with wide range of community, the review of the customers can uphold the brand image to others. Apple has already positive review among the customers and the review circulation system of the company can increase the brand image (Lamb et al., 2015). The new customers can consider the review from old customers and they buying decisions can be taken easily. As the marketing activities have been digitalised in the 21st century, the review option can be effective to uphold the organisational brand image. 
Social media posts: Different social media contents can be prepared by the marketing team of Apple to promote the brand in global market. In modern age, the inclusion of the people to the social media has been boosted, the promotion based on social media can be effective choice for Apple (Shimp, 2018). The cost and times of Apple can be saved effectively as per undertaking the social media based promotional strategy. 


[bookmark: _Toc101384091]Definition of branding and brand equity 
Branding is about creating the positive perception of the company towards the customers in market. The logo, design, mission, vision of the company can be used in the branding activities so that the positive perception can be created. The choice of effective promotional strategy. Supplying good quality of products, capacity expansion, corporate social responsibility (CSR) are directly related with branding (Raff, 2018). For the branding activities, the company needs to be associated socially so that the social perception can be developed on the organisation. 
Brand equity is defined as values perceived by the brand to the market. If the customers think about a brand, the brand equity can be increased. The brand equity is directly associated with the values of the brand (Aaker, 2011). For this reason, the business organisations have focus on the value addition of the products to increase the brand equity. To supply the unique products and maintain quality can boost the brand equity of the organisation. 


[bookmark: _Toc101384092]Explaining and relating Keller’s Brand Equity model with Apple 
The brand equity model of Keller is a bet known CBBE model that is applied to analyse the branding and brand equity of a company. The perceived stage of the brand of Apple can be evaluated by this model and required steps to go top of the stages can also be analysed (Keller, 2017). So, there has customisation opportunity for the company to analyse the stage of brand equity and undertake the proper steps to enhance the equity of the brand. The following stages are discussed below: 
[image: keller brand equity model | The Branding Journal]
Source: (Keller, 2017)
Identity: The key message benefits and the brand is defined to the customers in showing the organisational identity. The image of the customers and their undertaking on the company can also be checked by Apple to uphold the organisational identity. In searching the identity, the company needs to analyse who they are and their scope to the market. As per Keller’s brand equity model, Apple must ensure that the organisational customers are getting the right message from the management. 
Meaning: what is the meaning o the brand must be communicated with the target customers so that can understand about the values of the brand. By circulating the meaning of the brand, Apple can increase its loyal customers in the market (Aaker, 2011). The proper clarification of meaning of the brand is also required to increase the brand equity. 
Response: Hence, Apple can analyse the response of the customers after getting the technology products from the organisations. It needs to be analysed whether the brand is living with reputation or create frustration among the customers (Aaker, 2011). By analysing the response of customers, the effective decision on brand equity can be undertaken. 
Relationships: The concept of resonance is concerned with the relationship with the customers. In this pyramid of Keller’s brand equity model, Apple can evaluate how the customers is accepting the brand and their reactions (Keller, 2017). The level of relationship in this step can determine the value propositions in global market. 


[bookmark: _Toc101384093]The customer journey and customer touchpoints for Apple 
In purchasing a product from the organisation, the activities are performed by the customers is called as customer journey. The customer journey is also called the customer path that is followed by wide range of customers in taking the purchasing decisions. The key stages of customer journey within Apple are described as follows: 
[image: Tips to Deliver Value at Each of Customer Journey Stages]
Source: (Luif, 2020)
Awareness: The potential customers of Apple are aware at first to purchase a product. Their problem and needs are basically analysed in this case. The awareness of the customers is very significant as their intention to buy a product is mainly arisen from the awareness (DIETSCHE et al., 2020). The research on the preferred brand is also conducted effectively in this stage. 
Consideration: The research on the preferred brand is continued in the consideration stage. The buyers of Apple consider how effective the products of the company before purchasing (Perreault et al., 2011). The product offering of other brand for example, Samsung, LG, Blackberry and so on are considered by customers. 
Purchase: If the considerations of customers are positive on the brand, they take the purchase decision of technology brands of Apple. The purchase decision is taken on the basis of best suited profits (Luif, 2020). After purchasing, the customers can provide review on the product for the potential customers. 
Retention: It’s the responsibility of Apple to retain the customers who already purchased the products from the company. For instance, different post purchase services can be given to the consumers of Apple to make them happy with the brand. 
Advocacy: The high satisfaction level of the customers makes them advocate to the brand. In this step of customer journey, only satisfied customers perform the advocacy roles in the market and word of mouth promotion can be taken place by this way (Luif, 2020). 

The customer touchpoint of apple is defined as the interaction played by the customers to the company. For instance, the customer touchpoint is divided into three segments. They are briefly explained as follows: 
 Before purchase touchpoint: Before purchasing any product from Apple, the customers are associated with online search, social media interactions and peer referral activities (Sheehan, 2018). By this way, the customers want to engage with the organisational products to purchase the best one for them. 
During purchase touchpoint: The touchpoint during purchasing the products are conducted basically in showroom and online media. Hence, the conservation with sales person directly or via online (DIETSCHE et al., 2020). The customers search the catalogue of the organisation to choose the appropriate product for them. 
After purchase touchpoint: After purchasing products, the customers can also interact with the managers of Apple and they are called after purchase touchpoint (Sheehan, 2018). The feedback survey subscription renewals and various interactions can be incurred in this phase. 
[bookmark: _Toc101384094]Explaining customer journey map of Apple 
[bookmark: _GoBack][image: Crafting An Optimal Experience With A Customer Journey Map | WAM]
Source: (Apple, 2021)
The customer journey map of Apple has been depicted in the above chart. The awareness of the customers is derived from listening the promotional message from online media. After that the customers review the products and the blog the company and social ads are evaluated. Finally, the technology products are purchased from the store and web shop of the company to become the buyer of Apple. After that the loyalty programs and newsletter are arranged by Apple so that the customers can be loyal to the company (Weis, 2018). Finally, the advocacy roles are played by the customers through social media and word to mouth process to uphold the brand of Apple towards others. 




[bookmark: _Toc101384095]Explaining Total Engagement Model in the context of Apple 
[image: Total-Engagement-Model - Engaged Strategy]
Source: (Bagozzi, 2017)
Total engagement model is an effective model in which activities of the organisation are aligned in harmony to create customer value proposition (CVP). This model is also applied by Apple to create the values for its customers. Hence, the organisations make diverse advertising campaign on the basis of strong customer insight. As the organisation is committed to the stuffs, the cultural orientation is also given to the employees to make them fit for value added promotion. The employees contribute to the good customer experience and it can increase the brand values among the customers in the market (Perreault et al., 2011). Finally, the effective brand advertising and performance of skilled employees tend to provide superior services than that of competitors. Thus, customer value proposition can be ensured by Apple to the international market. 


[bookmark: _Toc101384096]Conclusions 
By analysing the marketing management of Apple, it can be concluded that the company is in the comparative advantage position than that of its competitors. The effective communication model that the followed in the business communication has been discussed to this report. By examining the external and internal capabilities of Apple, the appropriate promotional strategies are chosen for the company. The branding and brand equity capacity of Apple are also disused as per Keller’s brand equity model. The customer journey map of Apple is also evaluated in the point view of customer journey and customer touchpoints. Finally, the total engagement model is linked with Apple so that it can be identified how the company engage all kinds of factors for customer value proposition. 
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