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[bookmark: _Toc153684551]Introduction 
To thrive and expand in today's competitive business climate, crucial marketing initiatives are must-haves. Market research, branding, digital marketing, and consumer involvement are all part of these operations. Their work is essential for determining who to target, how to set ownself apart from the competition, and how to articulate the company's value propositions. Strong advertising campaigns increase sales, strengthen consumer loyalty, and raise brand recognition (Keller, 2020). Also, with their help, businesses can adjust to the ever-shifting tastes of their customers. Essential marketing activities are the backbone of every successful company's plan for long-term success and continued relevance in the market, not only promotional tools.
[bookmark: _Toc153684552]Company Background 
A world leader in technology, Apple Inc. was established in 1976 by Steve Jobs, Steve Wozniak, and Ronald Wayne. Its unique products include the Mac computers, iPads, and iPhones. Apple Inc., with headquarters in Cupertino, California, has been at the forefront of personal technology innovation and remains a market leader across all three product categories (Tien et al., 2019).
[bookmark: _Toc153684553]Branding and Brand Equity  
[bookmark: _Toc153684554]Branding
Branding is a marketing strategy that helps set a company's goods and services apart from competitors. This could be in the form of a name, logo, or other distinctive element. It includes not just the logo and colour scheme but also the whole consumer experience with the business and its products or services. Everything about a company's image and reputation is part of its branding, from the way it treats customers to the quality of its products and services, and even down to its advertising and social media presence (Ahmed et al., 2023). Building a link between a product or service and its target audience via the use of a memorable and consistent message is at the heart of branding. This bond develops gradually and has the potential to inspire unwavering devotion to the brand. 
[bookmark: _Toc153684555]Brand Equity
The power and worth of a brand are known as brand equity, and they are based on how customers perceive, experience, and associate the brand. Besides the product's or service's actual usefulness, it also includes the monetary worth that a brand name carries. When consumers have a favourable impression of a brand and are prepared to pay a premium for its goods and services, a consumer say that the brand has high brand equity (Ahmed et al., 2023). This idea is fundamental since it affects a company's market share, customer preference, and bottom line. Consistent marketing, high-quality goods, and satisfying consumer experiences all contribute to a brand's equity.
Recommended new offline and online promotional strategies that Apple can adopt
Offline Strategies
Experiential Retail Stores: Create interactive and immersive experiences in Apple Stores. These could include VR or AR demonstrations of products, workshops for creative professionals, and spaces where customers can experience the Apple ecosystem in a homelike environment.
Pop-up Events: Host pop-up events in major cities to showcase new products or technology. These events can be themed around product launches or Apple's commitment to sustainability and innovation.
Collaborations with Artists and Designers: Collaborate with renowned artists and designers to create limited-edition Apple products. This not only creates exclusivity but also attracts customers who appreciate unique designs and art.
Online Strategies
Augmented Reality (AR) Advertising: Utilize AR technology for online advertising. For instance, allowing users to virtually place Apple products in their environment using their smartphone cameras can enhance engagement and interest.
Influencer Partnerships: Partner with influencers across different sectors (tech, lifestyle, education) to reach a broader audience. Tailoring content to each influencer's audience can create more personalized and effective promotions.
Interactive Social Media Campaigns: Leverage social media platforms for interactive campaigns. For example, a campaign encouraging users to share how they use their Apple products in their daily life, with a hashtag for aggregation and featuring the best stories on Apple’s platforms.
Virtual Launch Events: Make product launches more engaging with interactive elements during virtual events. Incorporate live Q&As, virtual tours of Apple campuses, and sneak peeks into the development process.
[bookmark: _Toc153684556]Keller’s Brand Equity Model 
Keller's Brand Equity Model, also known as the Customer-Based Brand Equity (CBBE) Model, conceptualized by Kevin Lane Keller, outlines the process of building a strong brand. The model is structured in a pyramid with four levels which includes firstly, Brand Identity (brand salience), where consumers become aware of the brand. Secondly Brand Meaning, which is split into performance and imagery, focusing on what the brand represents and delivers. Thirdly, Brand Response, involving judgments and feelings elicited by the brand and lastly, Brand Resonance, the pinnacle of the pyramid, representing a deep psychological bond and loyalty customers have with the brand (Tasci, 2021). This model emphasizes that building brand equity is a gradual process, moving from brand awareness to establishing a unique brand identity, crafting a positive brand meaning, eliciting favourable responses, and ultimately, achieving strong brand resonance with consumers.
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Figure 1: Keller’s Brand Equity Model
Source: (Tasci, 2021)
[bookmark: _Toc153684557]Relating Keller’s Brand Equity Model to Apple Inc 
Brand Identity (brand salience): Apple has established a strong brand identity through its distinct logo and innovative product design. The brand is easily recognizable and associated with premium quality, cutting-edge technology, and a sleek aesthetic. Apple's product launches and marketing campaigns further reinforce its identity as an industry leader and innovator.
Brand Meaning: Apple has effectively communicated the meaning of its brand through two key dimensions: performance and imagery. In terms of performance, Apple products are known for their user-friendly interface, high-quality construction, and reliability. The imagery aspect is tied to the lifestyle that Apple promotes one of sophistication, creativity, and forward-thinking. This positioning appeals to consumers who view technology not just as a tool, but as an integral part of a modern, aspirational lifestyle.
Brand Response: Consumers’ responses to Apple are predominantly positive. Emotionally, there is a sense of belonging to an exclusive community, often perceived as trendsetting and innovative. Judgement-wise, customers often regard Apple as a brand that delivers high quality and value, despite its premium pricing. This perception is a testament to Apple's effective marketing and consistent product quality.
Brand Resonance: Apple has achieved deep brand resonance, evidenced by a dedicated customer base and strong brand loyalty. This is reflected in the long lines at Apple stores for new product releases and the high rate of customer retention. Apple enthusiasts don't just use the products as they advocate for the brand, creating a powerful community around it.
Apple's ability to build brand equity is shown by Keller's Brand Equity Model. By dominating the technology sector and forging close relationships with its consumers, Apple has built a brand that speaks to its target audience on a profound level.
[bookmark: _Toc153684558]Advantages of Keller's Brand Equity Model
A methodical framework for analyzing and improving brand value is provided by Keller's Brand Equity Model. Companies may establish a successful brand by following its step-by-step approach and concentrating on four key areas that is identification, meaning, reaction, and resonance. This well-organized framework is useful for methodically dealing with the many facets of the brand, such as its recognition, affiliations, loyalty, and advocacy (Ishaq and Di Maria, 2020). The model highlights the significance of establishing a profound, emotional connection with clients, which is fundamental for fostering long-term devotion and support for the brand. 
[bookmark: _Toc153684559]Disadvantages of Keller's Brand Equity Model
Although Keller's Brand Equity Model is helpful, it does have some restrictions. Some companies may find it difficult to put the model into practice since it is mostly theoretical and may not provide enough instructions on how to put it into action. To complete each step which might be demanding on resources such as insightful market research and analysis of client preferences is essential (Ishaq and Di Maria, 2020). Also, unlike the complicated and ever-changing nature of brand-building in the actual world, the model presumes a linear development through its phases. The model also depends largely on how customers feel about the product, which may be affected by things like economic and market developments that are beyond a company's control. 
[bookmark: _Toc153684560]Customer Journey and Customer Touchpoint 
[bookmark: _Toc153684561]Customer Journey and Stages of Customer Journey and Customer Touchpoints 
[bookmark: _Toc153684562]Customer Journey
The customer journey refers to the complete experience a customer has with a company or brand, from initial awareness to post-purchase interactions. It's a comprehensive view of the customer's experience through various touchpoints and interactions with the brand.
[bookmark: _Toc153684563]Stages of Customer Journey 
Pre-Purchase Stages
· Awareness: The customer becomes aware of a product or brand through various channels such as advertising, word-of-mouth, or online searches.
· Consideration: The customer starts considering the product by researching more about it, comparing it with competitors, and evaluating its features and benefits (Towers and Towers, 2022).
· Intent: The decision-making process intensifies, and the customer shows intent to purchase by seeking additional information, reading reviews, or asking for recommendations.
During Purchase Stages
· Evaluation: The customer evaluates the purchasing options, including price, convenience, and service offerings.
· Purchase Decision: The actual purchase occurs, where the customer selects the product and completes the transaction (Towers and Towers, 2022).
Post-Purchase Stages
· Experience: The customer uses the product and experiences its quality and service.
· Feedback: The customer forms an opinion about the product, which may lead to leaving reviews or feedback.
· Loyalty: Based on their satisfaction, the customer may become a repeat buyer, leading to brand loyalty (Towers and Towers, 2022).
· Advocacy: Satisfied customers often become brand advocates, recommending the product to others and thus influencing the start of another customer's journey.
Understanding the customer journey is crucial for businesses as it helps in optimizing the customer experience at every stage, leading to increased satisfaction, loyalty, and advocacy.
[bookmark: _Toc153684564]Customer Touchpoint
Each point at which a consumer interacts with a brand is known as a customer touchpoint. Website visits, phone calls to customer care, product use, and ad exposure are all examples of such events (Bascur et al., 2019). If a company want to shape how customers see and interact with their brand that company need to masterfully manage these touchpoints.
[bookmark: _Toc153684565]Apple Inc’s Customer Journey during Pre-purchase, during purchase and post-purchase stage
Pre-Purchase Stage: In the pre-purchase stage, Apple excels in creating awareness and desire through its innovative marketing strategies. Customers typically encounter Apple products via compelling advertisements, media reviews, influential keynotes, or word-of-mouth recommendations. Apple’s brand reputation for high-quality, innovative products plays a significant role in attracting potential buyers. Their website and physical stores offer an immersive experience, allowing customers to explore and learn about products like the iPhone, MacBook, or iPad. This stage is crucial for Apple as it establishes the brand's premium image and plants the seeds of desire, leveraging a combination of emotional appeal and information.
During Purchase Stage: During the purchase stage, Apple provides a seamless and sophisticated buying experience. At Apple Stores, customers receive personalized service from knowledgeable staff, complemented by the stores' minimalist, modern design that echoes the brand’s ethos. Online, the purchasing process is user-friendly and secure, with clear information and easy navigation. Apple also offers customization for certain products, allowing customers to tailor their devices to their preferences. This stage emphasizes a hassle-free and enjoyable purchase experience, reinforcing Apple’s commitment to customer satisfaction and quality, and making the act of buying an Apple product feel like a special event in itself.
Post-Purchase Stage: In the post-purchase stage, Apple continues to nurture customer relationships through exceptional after-sales support. Services like AppleCare offer extensive support and warranty options, ensuring customer satisfaction and trust in the product's longevity. Apple further engages customers with its ecosystem, encouraging them to use services like iCloud, Apple Music, and regular software updates, which enhances the overall usability and enjoyment of the product. Feedback channels and community forums are also actively managed, fostering a sense of community among users. This stage is critical for Apple in building brand loyalty and advocacy, leading to repeat purchases and a strong, loyal customer base.
[bookmark: _Toc153684566]Customer Touchpoints and Stages of Customer Journey of Apple Inc.’s customers 
By expertly directing consumers through a sequence of clearly defined phases, Apple Inc.'s customer journey serves as a model of strategic brand management and customer engagement.
Awareness: Apple excels in creating awareness through innovative marketing and product announcements. Their high-profile keynote events generate buzz and media coverage, drawing attention to new product launches. Apple’s marketing focuses on storytelling and lifestyle, not just product features, making the brand highly aspirational. This stage is crucial as it establishes Apple's presence in the customer's mind as a symbol of innovation and quality.
Consideration: In this phase, potential customers actively engage with the brand, often visiting Apple's website or retail stores for a firsthand experience. Apple’s retail stores are more than just shops and they are designed to be experience centers where customers can test products and interact with knowledgeable staff. The company's website complements this by providing detailed product information, customer reviews, and comparison tools, helping customers in their decision-making process.
Purchase: The purchase phase at Apple is characterized by a streamlined and user-friendly process. Whether in-store or online, Apple ensures a premium experience. The emphasis is on simplicity and efficiency, with a focus on customer service. The option for product customization and various payment plans adds to the convenience, making the purchase process as smooth as possible.
Retention: Apple's post-purchase engagement is key to its customer loyalty. Through continuous software updates, AppleCare support, and a seamless ecosystem of products and services, Apple ensures high customer satisfaction. This ecosystem, which includes services like iCloud, Apple Music, and the App Store, encourages customers to remain within the Apple universe, enhancing their overall experience and loyalty to the brand.
Advocacy: Satisfied customers become brand advocates, sharing their positive experiences with others and through social media. Apple leverages this through user-generated content and a strong community presence, further reinforcing its brand image.
Throughout its history, Apple has built a dedicated client base that keeps growing because of the company's dedication to innovation, quality, and the customer experience.
[bookmark: _Toc153684567]Apple Inc’s Customer Touchpoints before a purchase, during a purchase and after a purchase
Apple Inc.'s customer touchpoints are meticulously designed to offer a seamless and engaging experience at every stage of the customer journey.
Before a Purchase
· Advertising: Apple's advertising, known for its creativity and simplicity, plays a vital role in creating awareness and interest. Ads are showcased across various platforms, including television, online channels, and print media.
· Website and Mobile App: Apple’s website and mobile app serve as comprehensive platforms for product information, comparisons, and reviews, helping customers in their research phase.
· Social Media: Apple’s presence on social media platforms helps in building community, offering product insights, and engaging with customers through creative content.
· Retail Stores and Authorized Resellers: The layout and design of Apple Stores, along with knowledgeable staff, provide an immersive experience, allowing customers to explore and learn about products first hand.
· Events and Keynotes: Product launches and keynotes are significant touchpoints. They generate excitement and provide detailed information about new products and technologies.
· Customer Service and Support: Pre-purchase inquiries through Apple's customer service channels, including phone support and online chat, assist customers in making informed decisions.
During a Purchase
· In-Store Experience: The purchase process at Apple Stores is streamlined with a focus on customer service, offering a personal and informative interaction with staff.
· Online Store: The online purchasing process is user-friendly, with clear information on pricing, configurations, and availability. The checkout process is secure and straightforward.
· Customization and Personalization: Online and in-store, Apple provides options to customize products, like choosing computer specifications or engraving on devices, enhancing the personal connection to the purchase.
· Payment and Financing Options: Apple offers various payment methods, including credit/debit cards, Apple Pay, and financing options, making the purchase process flexible.
After a Purchase
· Packaging and Unboxing: Apple's product packaging is an integral part of the customer experience, designed to be elegant and user-friendly.
· Set-Up Assistance: Apple provides easy-to-follow setup instructions and online support to guide new users through the process.
· AppleCare and Support: Post-purchase, customers have access to AppleCare for extended warranty and support services, ensuring a secure investment.
· Workshops and Training: Free workshops and training sessions at Apple Stores help customers learn about their new products and software.
· Software Updates: Regular software updates enhance product performance and security, improving the user experience.
· Community Engagement: Apple encourages users to engage with the brand and other users through forums, social media, and community events.
· Feedback Solicitation: Customer feedback is solicited through surveys and reviews, helping Apple to continuously improve.
Each touchpoint is designed to reinforce Apple's brand values of innovation, quality, and user-friendliness, ensuring a consistent and high-quality customer experience throughout the journey.
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[bookmark: _Toc153684569]Explanation 
The Apple customer journey map shows the different steps a consumer takes while engaging with the company. At first, people hear about Apple goods via commercials, go to the shop, hear about them from friends and family, or see them in digital forms like emails. Customers engage in proactive information gathering during the discovery phase, which may include comparing Apple goods to those of rivals and reading reviews on online forums. Customers have the opportunity to try out things before they buy them during the buying process. Customers have a stronger connection to the brand after making a purchase because they utilise the goods, which, if they are happy, may cause them to remain as repeat customers and even give favourable reviews. Every touchpoint is a chance for Apple to connect with its customers and strengthen their connections.
[bookmark: _Toc153684570]Benefit of customer journey map 
By graphically representing the customer's experience and drawing attention to interactions and emotions at each touchpoint, a customer journey map is useful for organisations. Ultimately, it leads to enhanced customer retention and increased loyalty by identifying areas for development, improving customer happiness, and informing focused efforts.
[bookmark: _Toc153684571]Total Engagement Model 
All aspects of a customer's interaction with a brand are considered in the All-Inclusive Engagement Model. It includes the whole consumer journey with a brand, beginning with discovery and awareness and continuing through purchase, use, and advocacy. To establish a solid foundation of loyal customers, this model stresses the need to provide a consistent and pleasant experience at each touchpoint (France et al., 2016). It unifies the brand experience by integrating sales, marketing, and customer service.
[bookmark: _Toc153684572]Relating Total Engagement Model to Apple Inc.
Discovery and Awareness: Apple excels in generating buzz and excitement around its brand and products. Through high-impact product launches, innovative advertising campaigns, and a strong media presence, Apple creates a sense of anticipation and desire. This initial engagement is about capturing attention and planting the seeds of interest in the consumer's mind.
Consideration and Evaluation: Prospective customers engage deeper as they consider Apple's products. Apple’s website, with comprehensive product information and comparisons, alongside its retail stores, designed for hands-on experience with products, plays crucial roles in this stage. Apple's brand reputation for quality and innovation also significantly influences customer evaluation.
Purchase: The purchase process at Apple is streamlined and customer-centric. Whether online or in-store, the buying experience is designed to be smooth and enjoyable. Apple's staff, known for their knowledge and helpfulness, contribute to a positive purchase experience, reinforcing the premium nature of the brand.
Usage and Experience: Post-purchase, customers interact extensively with their Apple products. The user-friendly design, seamless ecosystem integration (like iCloud, and Apple Music), and regular software updates enhance the user experience. This phase is crucial for establishing long-term brand loyalty.
Service and Support: AppleCare and other customer support services ensure continued engagement. Effective after-sales support is pivotal in maintaining customer satisfaction and addressing any issues, thereby reinforcing trust in the brand.
Advocacy and Loyalty: Satisfied customers become brand advocates, sharing their positive experiences and recommending Apple products to others. Apple leverages this through community forums, social media engagement, and encouraging user-generated content.
[bookmark: _Toc153684573]Recommendation 
To enhance its customer engagement, Apple Inc. could consider the following recommendations for new customer touchpoints:
Augmented Reality (AR) Shopping Experience: Apple could integrate AR technology into its online shopping experience. Customers could use their devices to visualize how Apple products would look and fit in their own space, like seeing how a Mac would look on their desk or how an Apple Watch appears on their wrist. This immersive experience can make online shopping more interactive and personalized.
AI-Enhanced Customer Service: Implementing advanced AI in customer service can streamline support. Chatbots and virtual assistants equipped with machine learning could provide instant, 24/7 support for basic inquiries, freeing human customer service representatives to handle more complex issues. This can improve response times and customer satisfaction.
Personalized Mobile App Experiences: Apple can enhance its mobile apps to offer more personalized experiences. By using data analytics, the app can recommend products, services, or content based on the user’s preferences and past interactions. For example, suggesting app integrations for newly purchased devices or tailored tutorials.
Interactive and Educational Content Platforms: Apple could develop platforms offering interactive content, such as tutorials, tech talks, or creative workshops. These platforms can engage users by providing valuable information on making the most of their Apple products, fostering a sense of community among Apple users.
Community Engagement Initiatives: Building online communities where users can share experiences, tips, and ideas can foster brand loyalty. Hosting contests, challenges, and forums around product usage or creative ways to use Apple products can engage customers actively.
Sustainability and Social Responsibility Initiatives: Engaging customers in sustainability efforts, like recycling old products or participating in environmental conservation projects, can strengthen Apple’s brand image as environmentally responsible. Incorporating social responsibility into customer touchpoints, like donating a portion of app sales to social causes, can also resonate well with socially conscious consumers.
Localized and Cultural Engagement: Tailoring marketing and engagement strategies to different regions, respecting local cultures and languages, can make Apple’s global presence more personal and relevant to diverse customer bases.
Providing customers with fresh and interesting ways to interact with the Apple brand and its goods, these inventive touchpoints have the potential to boost customer engagement.
[bookmark: _Toc153684574]Conclusion 
Apple Inc. has a lot of room to grow in terms of consumer engagement, according to research into new customer touchpoints. A more in-depth and tailored user experience may be achieved by combining augmented reality with AI to facilitate effective customer service, improve mobile app interactions, and enhance the purchasing experience. Brand loyalty and a feeling of community may be strengthened via community engagement activities and interactive educational platforms. If Apple's initiatives prioritize sustainability and cultural relevance, they may further establish their worldwide appeal and presence. Aligning with Apple's culture, these developments promise to enhance its position as a pioneer in customer-centric innovation. They are anchored in technology and customization.
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