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INTRODUCTION 

1.1 Introduction to the Report 
The marketing relates to the method that starts with the idea generation of any new product or service developed with the purpose to meet the needs as well as requirements of businesses in the marketplace (Dajah, 2022). The following report is based on the implementation of being focused towards enhancing customer satisfaction, companies have long emphasized touchpoints which help in improving the customer end-to-end journey. Along with this, the critical appraisal of the company’s implementation of innovative marketing strategies for raising awareness of the brand as well along with maintenance and evaluation of customer journey across a variety of communication channels to ensure current as well as future expectations of the stakeholders that need to be fulfilled. The theoretical implementation will be made in the report as well based on the suitability of the business chosen and the project. 
1.2 Study Background 

The company chosen for the completion of the current report is Apple, founded on the year 1st April 1976 as well as is headquartered at 1 Apple Park Way, Cupertino, California, U.S. The founders of Apple are Steve Jobs, Steve Wozniak, Ronald Wayne as well as Mike Markkula. Apple deals in consumer electronics, software services along with online services with the availability of its products and services across the world. The main products provided by the company, are Air Pods, Apple Watch, iPhone, iPad, Mac, and many more. The services offered by Apple, are App Store Apple Card, Apple Music, Apple TV, Apple Pay and many more helpful in meeting the needs and requirements of customers in the marketplace. 
Mission – Apple 
“To bring the best user experience to customers through innovative hardware, software, and services.”

Vision – Apple 
“We believe that we are on the face of the earth to make great products and that’s not changing.”

1.3 Communication 
The concept of communication refers to being able to grasp the message as seen from the standpoint of the sender. In other words, the term communication can be defined as the transfer of facts, ideas, feelings, and perspectives from one person to another in the way in which the receiver gets the same sense of the message that it has been shared by the sender. With the purpose to have an appropriate understanding of communication, one must first realise that it is a specific process that incorporates the exchange of facts in addition to some level of social participation. Most of us engage in this behaviour. Without question, communication is the most essential component of a successful company. 
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Figure 1: Apple Logo, 2023

Source: 1000 Logos, 2023

1.4 Shannon and Weavers’ Model of Communication 
Shannon and Weavers’ communication model, states that like a sprouting of an idea in a person comes the information According to Shannon and Weavers’ Communication model, It's a diagram that depicts the standard processes in any type of good communication. The sender of the message is the source of information (Pinheiro, 2022). The data is then transferred from the mind to the audio-visual system, where it is turned into a signal that is sent to the receiver without any noise or interference. The receiver then sends the message to the receiver. 
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Figure 2: Shannon and Weavers Model of Communication, 2021
Source: ResearchGate, 2021

With the help of the above diagram, the depiction has been made about the communication model proposed by Shannon and Weaver. For example, while making a communication in the team, first the information is passed by the team leader to the team and after that, the response has been shared back by the receiver or the team members to their team leader. 
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Figure 3: Communication Process, 2020

Source: ResearchGate, 2020

1.5 Integrated Marketing Communication 
When a consumer is prepared to make a purchase, they will research to determine the best brand (Lu, 2022). At this juncture, IMC enters the scene, and from now on, every company will have its own brand touchpoints and marketing strategy. Promoting a favourable image and reputation for the company among consumers and other stakeholders is the primary objective of every business. In addition, it demonstrates how IMC can assist individuals in resolving their problems while nurturing a positive relationship with the organisation. Personal marketing messages can take various forms, such as advertisements, banners, and company-supplied images. 
MAIN BODY 
2.1 Promotional Strategies – Apple 
Below provided are some of the important promotional strategies implemented by Apple to promote its products in the marketplace: 
Mystery Around Products 

Apple is notorious for concealing new product information and specifications from its customers. This will increase people's curiosity about the product and their desire to purchase it (Singh, 2022). Because of this, Apple has one of the most effective marketing strategies in the world. 
Customer Retention
Apple places a greater emphasis on retaining its current, loyal customers by meeting their demand for extraordinary customer service than it does on attracting new customers by offering product discounts (Li, 2022). Within twenty-four hours, customer service will respond to unsatisfactory feedback from a customer. 
The NPS Index
Apple employs a metric known as the Net Promoter Score (NPS), which measures how likely consumers are to recommend a product or service to others. In this scenario, marketers do not attempt to upsell or cross-sell customers who are not interested in purchasing additional products. Because of this measure, customers are less likely to depart establishments furiously and dissatisfied. 
2.2 Internal and External Stakeholders – Apple
Stakeholders are individuals who have a certain level of interest in the working of an organisation. The individuals who work on an internal basis are the internal stakeholders and the ones who are having an interest in terms of external basis from the organisation are considered as the external stakeholders of the business. The discussion of internal and external stakeholders of Apple has been provided in the report as under: 

Internal Stakeholders – Apple 
Leadership Team – Apple 

Numerous industry analysts attribute Apple's phenomenal global success to the company's strong leadership (Taneja and Sharma, 2023). Even though his management style was occasionally perceived as aggressive, Steve Jobs' leadership had a significant impact on the future direction of the company. The current leadership team is also multicultural, has extensive industry experience, and is well-known.

External Stakeholders – Apple 
Public and Media 

Additionally, Apple considers the media and the broad public to be external stakeholders. The general public provides feedback on the company and its products and services, while the media report on the company and its commodities and services. Apple is responsible for ensuring that both stakeholders are satisfied with the company as a whole and its products and services.  

2.3 Branding and Brand Equity 
Branding 
Branding is the process of establishing a unique identity for a company in the minds of its prospective clients and current customers (TOMONGKHON, 2022). A company's brand consists of its logo, visual design, mission statement, and voice at its most fundamental level. Consumers' perception that a product's branding is an essential component may increase the product's value. There is more to a product's value than its material composition, and a brand may convey a company's reputation. 

Brand Equity 
A brand's worth is determined by the consumer's perception of its quality and attractiveness. The term for this perception is brand equity. It is determined by factors such as the level of brand recognition, the level of consumer loyalty, and the level of customer satisfaction. The extent to which a company's brand equity can influence consumer decisions, marketing strategies, and potential business relationships is crucial to its overall success. The four elements of brand equity are brand awareness, brand loyalty, perceived quality, and brand associations. 
2.3 Keller’s Brand Equity Model – Apple 

To create a strong brand, one must provide consumers with ideal brand experiences and interactions, as per Keller's strategy. Customers should walk away from interactions with the company with positive thoughts, feelings, and convictions regarding the brand. When consumers can communicate such emotions through their brand, a company has established brand equity, and word-of-mouth marketing will propagate consumer beliefs. 
Brand Identity 
Salience is the first stage, sometimes referred to as the base of the pyramid (Qiu, 2023). In addition, salience is comparable to brand recognition based solely on a logo or tagline. Every company in operation today places a substantial emphasis on digital marketing of their company's brand and logo to convey what they can offer, not only on the internet but across all mediums. Apple encourages consumers to "Think Differently" according to the company's slogan. They offer something that no one else does, giving them a competitive advantage. It is renowned for the uniqueness of its products. Apple provides consumers with an authentic depiction of its products. Their advertisements and social media profiles are highly engaging to prospective clients. This is one method that the adage "A picture is worth a thousand words" is used to attract viewers. They accomplish this by providing products that are visually and functionally distinct. 
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Figure 4 Keller's Brand Equity Model, 2023

Source: Mind Tools, 2023
Brand Meaning
The CBBE methodology advances to the subsequent level, brand meaning. At this point, customers will explain to the consumers what their brand is and what it does specifically for the clients (Horák   and Kaisler, 2022). This can be accomplished by demonstrating how well the brand meets customers' needs or how well it meets the expectations of its consumers on a social and psychological level using both performance and images. 
Performance and Imagery: The meaning of the company is its awareness of its overall consumer perception based on factors such as product characteristics, product dependability, customer service, style and design, and product pricing. Apple maintains a hegemony in the market for innovative products because it is always one step ahead of its competitors in terms of technology. Apple is also renowned for its after-sales service, and the company endeavours to maintain a positive relationship with its customers. 

Brand Response 
The third level is a brand reaction, which is essentially what a consumer is made to believe or feel about a brand's product after being exposed to it. There are four steps involved:
· Brand quality 
· Brand’s credibility 
· Brand’s consideration 
· Brand’s superiority 
This can be achieved in two distinct methods. One method is to evaluate the product based on the customer's perceptions and emotions (Hiremath and Gupta, 2022). On the other hand, the items' exorbitant prices make them unaffordable for individuals of the middle class and lesser class. 
Brand Resonance 

Resonance with the brand occupies the apex of the pyramid. Regarding the equity concept, this is what every company desires. It is the sensation one receives when one takes one look at a product and recognises it's exactly what they've been looking for. It is essential to be conversant with the company and all its nuances. It is demonstrated by the four categories below: 

Behavioural Loyalty: It is demonstrated when an individual is a consistent consumer of a brand and frequently purchases its products. Consider frequently utilised products such as salt and paste. 

Attitudinal Accomplishment: Customers idolise your brand and consider purchasing it for a special occasion. 

Sense of Community: Being able to identify with a brand gives you the impression that you are connected to other individuals and a part of a community. 

Active Engagement: It includes actions such as following a company on social media and creating the impression that you are actively engaged with the business. 

Apple's success in this industry is a result of the company's ability to quickly adapt to both macro and micro factors that influence the consumer and act in a manner that is beneficial to the customer (Tariq et al. 2022). Apple is a customer-focused organisation, which made it simple for them to advance to the most successful phase of Keller's model. Apple is also committed to upholding its values and achieving its objectives, which include providing consumers with the most user-friendly and high-quality content possible. 
2.4 Advantages and Disadvantages of Keller’s Brand Equity Model 
Advantages of Keller’s Brand Equity Model 
· The purpose of this model is to provide consumers with brand awareness while also allowing them to evaluate companies using their imaginations and provide feedback on marketing efforts as a result of their knowledge gained from Keller's brand equity model. 

· This strategy contributes to the development of consumer loyalty, which aids in customer retention. If we examine companies such as Apple and Coca-Cola, we can observe that they spend less money on customer retention (Kurdi et al.  2022). This is because their immediate focus is on delivering a superior user experience; consequently, these businesses spend less money on customer retention. 

· The brands that effectively capture customer resonance benefit not only from the consumers' loyalty but also from an increased price premium or high-impact marketing initiatives. 

Disadvantages of Keller’s Brand Equity Model 
· Keller's approach is flawed in that it places things in a higher order than they are, with the pyramid limiting assessments and disregarding the customer's sales team experience. This is due to the system's concentration on consumer markets. 

· This model focuses on the business-to-consumer market more so than the business-to-business market. 
2.5 Customer Journey Map 
A customer journey map is a diagram (or multiple diagrams) that depicts the steps consumers take when interacting with a company, such as purchasing items online, obtaining customer support over the phone, and voicing concerns via social media (Mehralian and Khazaee, 2022). A customer journey map may be subdivided into multiple stages. Journey maps must be rooted in data-driven research and graphically depict the various stages that consumers go through based on a variety of variables, such as customer sentiment, objectives, and touchpoints, to accurately reflect customers' travels via these channels. The stages of Awareness, Consideration, Decision and Loyalty. The application on the working of Apple has been provided as under: 
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Figure 5: Customer Journey Map, 2023

Source: Miro, 2023

Awareness 

When this occurs, you should be alerted to the fact that consumers have a need or desire for the products.

Consideration

When consumers determine what they desire, they promptly begin searching for relevant information (Fahmi and Ali, 2022). Customers will investigate the product and compare their findings to other available alternatives.  

Decision 
Following the consumer's selection of a particular brand or product. They will then decide whether to purchase it offline or online. 

Retention

After making a purchase, it is essential to ascertain whether the customer is satisfied with the product. Whether or not the brand meets the specified criteria. 

Advocacy 

Once a client purchases a product from a business, they are regarded as an advocate for that company. Customers will discuss the product with their family, friends, and other acquaintances, mentioning the company in their conversations. 
We are all aware that Apple is a globally renowned and prestigious business (Shankar et al. 2022). With this consumer journey map, it will be much easier for customers to purchase the products. One of the consumer journeys is depicted in the image below.
	Stages
	Awareness
	Consideration
	Decision
	Retention
	Advocacy

	
	Mahesh desires to purchase a phone. In addition, he questions his peers about the most recent smartphone.

After learning about a few well-known brands, Mahesh visits social media websites to research the products.

He obtained opinions regarding the brands.
	Now, he cannot decide which mobile phone to purchase.

He will assess the positives and negatives of the company's website searches. 

Evaluate the design and originality of the mobile device. 

Compare rates
	Mahesh decides to purchase an iPhone 13 Pro Max after investigating. 

He visited an online store and put the item in his cart. 

Then, he selects the payment method. 

Paid for the item and received confirmation of payment.
	Mahesh accepted Apple's terms and conditions. 

He receives emails and text communications regarding Apple product updates, etc.
	Sharan is finally satisfied with his purchase. He received favourable iPhone evaluations and began to share his positive experience with his friends and family.

	Touchpoints
	Offline Advertisement

Online 

Advertisement

Suggestion from Friends 


	Company’s Website 
Product Catalogue 

Point of Sale

Review from Others 

Checkout Page 


	Warranty Certificate 
E-mail marketing 

Renewals
	


	Emotions
	
	

	Pain Points
	The amount of information available online is overwhelming. It is difficult to obtain the desired item. There are numerous options. There are many competitors, making differentiation difficult.
	iPhone, being a luxury item, is only available in a limited number of stores. Customers encounter numerous difficulties when acquiring the product. 


Customer Touchpoints 
At each stage of the customer journey, there is a source that the consumer can interact with; this source is known as a customer contact point. There are two options for these interactions: online and in person. Each of these consumer touchpoints includes three distinct phases: 
Social Media 
Now, it is possible to conduct a product search for the companies in question simply by visiting websites such as Instagram, Facebook, and Twitter, among others. There will be numerous pages containing people's opinions on the product. With its use of contact receptors, Apple has demonstrated considerable innovation. They have always had an association, whether positive or negative, with their company's advertising. It was available on all social media platforms, in online advertising, and in customised suggestions made as users perused the internet; however, the simplest method to obtain it was through recommendations from peers. 
Touchpoints During the Purchase 
Apple's website is incredibly user-friendly, making it simple to locate Apple stores, schedule appointments, and learn about new services. Each location carries a certain quantity of trial units for customers to test out (Chaker et al. 2022). I have always believed that sampling is the most effective marketing strategy for exceptional products. Store staff members who provide product descriptions increase the effectiveness of product sampling. Two years of "one-on-one" training are made available to customers who purchase a computer. Apple's One-to-One programme allows users to schedule training sessions with software category experts. Customers will be guided by the instructors through the process of becoming independent with the hardware and software. Customers experience an extraordinary quantity of comfort.  

Touchpoints Post Purchase 
Apple has a superb team of individuals dedicated to providing support for its customers, whether online or through a call centre. Following the conclusion of the transaction, the firm will send an email expressing appreciation for making the clients feel special.
2.6 Strengths and Weaknesses of Apple’s Customer Journey Map 
Strengths of Apple’s Customer Journey Map 
· Apple has the best Omnichannel customer experience. Thus, clients can obtain guidance via social media, messaging, etc. 
· It can assist multiple customers without delay. 
· The iPhone customer journey map permits businesses to develop online product viewing and service delivery. Apple's customer voyage diagram illustrates the process of public service-consumer interaction and emotional satisfaction.
Weaknesses of Apple’s Customer Journey Map 
· Apple's customer map is founded on a singular customer, but various touchpoints influence the customer's purchasing behaviour. 
· However, the customer's journey endures forever. 
· Apple's customer journey map depicts only touchpoints, not entire customer journeys.
2.7 Total Engagement Model 
This strategy captivates and satisfies customers (Raddats et al. 2022). In marketing literature, clients are treated as subjects, while brands, commodities, services, and organisations are treated as objects. Customer engagement is the customer's "presence" during interactions with a company or product. Physical, affective, and cognitive presence determine presence. Customer engagement requires enthusiasm, vitality, assimilation, and interaction. 
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Figure 6: Total Engagement Model, 2023
Source: Engaged Strategy, 2023

Customer Value Proposition 

The distinct advantages that the company may offer in terms of a value proposition. It refers to the value-based advantages the company offers its clients over its competitors. 

Branding 
Aside from the company logo and name, the most essential aspect of branding is the message it conveys to consumers regarding who we are and what we stand for in the industry. 

Internal Culture Elements 

COPRA should cultivate an environment that encourages the growth of human resources. 

Customer Experience 

In addition to its genuine commitments, a company's expectations. Using this paradigm, it is easier to comprehend how to boost long-term profits. Synergy should be realised. They must work collaboratively and as a unit. 
RECOMMENDATIONS 
The main recommendations for Apple as per the discussion made above are: 
· New brand-building touchpoints for Apple through marketing agreements
· Apple could offer reward points with purchases to retain and cultivate customer loyalty. 
· To take advantage of the encounter and attract customer segments, a new touch point that could be invented to entice purchasers could be sent by email a letter of involvement to the most regular customers and by accumulating a certain number of reward points, customers could be entered into a lottery with the chance of winning other Apple products to gain knowledge and skills (Sorokina et al. 2022).
· Apple is known for consumer protection. They may have third-party applications such as Voice Call Recorder. Chargers for mobile phones have not been included for several years. 
CONCLUSION 

As previously discussed, the promotional strategy that will be implemented to increase the popularity of the current brand will be advertised. Apple is renowned worldwide for manufacturing high-quality products, and a substantial portion of the company's employees frequently make purchases from the Apple online store. Customers are simpler to retain because they provide cutting-edge software and innovations. They began by manufacturing computers, but now they produce a vast array of electronic devices. 
As would be expected of a luxury brand, the prices are quite exorbitant, and both the quality and design of the products are truly unique. Those who are currently the company's customers and those who could become stakeholders in the future will have a more favourable opinion of the company if it promotes its CSR activities. Consumers need to have a visceral connection to the notion that they are contributing to society in exchange for the premium they are paying. Nonetheless, the organisation is striving to put forth their best efforts to meet the needs of their customers. To meet client requirements, more resources are being allocated to the research and development division. 
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