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[bookmark: _Toc186909638]Executive Summary
The presented report described the marketing strategy employed by Apple. With a brief introduction of the company, the report covered the discussion regarding Apple’s marketing resources and the respective macro and microenvironment. Key drivers of Apple’s marketing strategy change were covered along with the impact of the change and the change management with the Lewin model. Further, the report also covered discussion regarding Apple’s main target audience, its communication analysis, and measurement metrics. With conclusion remarks, appropriate recommendations were provided through the SOSTAC model.
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[bookmark: _Toc186909639]Apple Marketing Strategy
[bookmark: _Toc186909640]Introduction
The report aims to critically evaluate the role and activities of Apple's marketing strategy. This report discusses and outlines future developments in the marketing plan by identifying and addressing challenges. With a brief description of the marketing concept, the report will further cover the discussion about Apple’s marketing and evaluation of how they use their marketing resources. Apple’s macro and microenvironment will be presented along with the key driver that changes their marketing strategy. Further, a discussion on the target market, communication media, and success measurement metrics will be covered, along with concluding remarks and appropriate recommendations. 
[bookmark: _Toc186909641]Apple Company
Apple is a multi-million and multi-national U.S.-based company. Founded in the year 1976 by Steve Jobs, Steve Wozniak, and Ronald Wayne (Forbes, 2024). This company was originally named Apple Computer Company and was renamed to Apple Inc. in 2007.   Apple has come a long way to becoming the world’s largest technology company as compared with revenue size. As of 2024, apple has generated and extended to a revenue size of $394.3 Billion which was a 7.8% increase from last year’s (Global Data, 2024). Although Apple offers a wide range of products and services in media distribution, software development, and networking solutions, it is best known for its main products consisting of the iPhone, iPad, and MacBook. 
[bookmark: _Toc186909642]Marketing concept
The main idea behind the marketing of a given business is to make said business achieve its goals and objectives in creating a status and image in the market. This is typically achieved through improving on company's effectiveness in creating, communicating, and delivering the desired consumer demand in a competitive market (NAU, 2024). The practice or process of targeting a common audience for a business’s products or services and selling these to potential consumers and other organisations is generally termed business marketing (Hutt and Speh, 2021). In the market, the business market customers are generally of three types, namely, other businesses, institutes, and consumer and government authorities. An example of such distribution can be seen through the given figure for Dell Inc. 
[image: ]
Figure 1: The Consumer Market (B2C) and The Business Market (B2B) at Dell (Hutt and Seph, 2021)

[bookmark: _Toc186909643]Importance of Good Marketing Strategy
The Marketing strategy of a business is a framework that guides the business on how to conduct and implement marketing and consumer communication (Yohn, 2019). An effective marketing strategy works as an effective blueprint for the success of the success of a given business. One of the main reasons why a good marketing strategy is a requirement for success is that helps in the efficient allocation of business resources (Morgan et al, 2019). An effective marketing strategy will identify business weaknesses and strengths and form a structure that focuses on the business aspect that generates profit for the business. A good marketing strategy makes sure that the consumer gets the right message about the business brand thus promoting its reach and business value for the long term (Krizanova et al, 2019).
[bookmark: _Toc186909644]Apple’s Marketing
Since Apple makes premium and expensive telecommunications devices such as phones, computers, and headsets, it can be said that its target audience consists of urban area populations of all genders, with high-earning portfolios that can afford its products. The way Apple reaches its potential consumers and adopts an appropriate marketing framework is to focus on building and promoting user experience rather than simply the product. Their main aim in product marketing is to promote and present their product as a life-enhancing experience (Greg, 2020). They target four B2B customers, education, government, SME, and enterprise (Moorman, 2018). Hence, they create their sales and marketing team based on the industry their product will serve and not the product itself. To achieve so, their main marketing resource includes, paid advertising campaigns, influencer marketing, brand partnerships, digital marketing, and retail stores. 
[bookmark: _Toc186909645]Apple’s Marketing Resources
· Paid Advertising Campaigns
Apple has always focused on launching its products through unique ads that are placed between important national events.
Usage- Their first official ad titled “Hello”, was broadcast during the Oscars and created a unique and standalone status for Apple in the market, and their ad campaign named The Greatest won the Emmy for Outstanding Commercial in 2023 (Afaqs, 2024). 
Critic – However sometimes, in an attempt to create impactful ads, controversial and misleading advertisements are made that tarnish the brand’s image. Such as their 2024 “Crush” ad for iPad Pro, which received a ton of backlash (Spangler, 2024). 
· Influencer Marketing
The Superbowl is an essential national event that is viewed by millions. Apple has from time to time leveraged this opportunity by placing itself in the half-time ad and partnering with famous athletes and celebrities. 
Usage–Their 1984 Super Bowl ad has gone down in history as one of the most famous ads and impacted the success of Macintosh (Van Note and Smith, 2023). Many film celebrities have featured Apple products increasing its popularity and image. 
Critic – Although this might reach a wide range of audiences and increase brand influence, influencer marketing is however expensive and takes up a large portion of the marketing budget. 
· Brand Partnerships
Apple has collaborated in marketing projects with several abroad to expand their market value and reach a new market. 
Usage– Their partnership with Nike, increased their audience reach for the iPod, and their collaboration with the New York Times for new product launches, led to an increase in NYT subscriptions as well as an increase in sales for Apple (Edwards, 2019).
Critic–Often these partnerships have led to a shift in Apple's moral values, resulting in backlash. Their Nike partnership ads were criticized for losing the product's core idea. 
· Retail Stores
Apple has focused on creating a comfortable and exciting atmosphere at their retail store for the customers. They have made sure that the store is spacious and easy for the customer to explore Apple products.
Usage – Their retail store is one of the highest-performing stores in the market. With no product pushing, the easy shopping experience of Apple stores has helped to increase store revenue (Pollock, 2024). 
Critic–However, with a new product launch, stores are unable to handle long queues, and with limited supply, the customers are often left unsatisfied with the service.
· Product Branding
For marketing Apple focuses on selling the idea of using the iPhone and aims at innovation to create new experiences for consumers (Podonly and Hensen, 2020).
Usage – Their shot-by-iPhone campaign and new innovative iPhone designs and features lead to fast product sales and high demand among the general public creating a lasting brand image (Sohaib et al, 2022).
Critic – however for the past few years, Apple has failed to come up with unique designs and features. They have received criticism for being repetitive and greedy with the pricing. 


[bookmark: _Toc186909646]Apple’s macro marketing environment
The macro environment of an organisation or business is the external factors that affect business operations and strategies (Lisna et al, 2018). The business has no control over these factors and often has to make changes in its marketing strategies as per requirement. The following PESTEL analysis describes the complete macro environment of Apple and its impact on marketing strategy (Shtal et al, 2018):
P – Political
Due to the US-China Trade war in 2018, Apple's revenue was heavily impacted (Leswing, 2019). The increase in traffic and export taxes in China led to a rise in Apple products back in the U.S. Due to this Apple started putting more emphasis on promoting product quality and experience. 
E – Economical
Since the increase in the US dollar rate, the international market for Apple has been declining. This has led to Apple's launch of a currency hedge program and focus on creating affordable products targeted toward middle-class users (Apple, 2024). 
S – Social 
The social increasing trend of Apple's image and status has pushed Apple to adopt marketing strategies that promote the idea of a luxury lifestyle and Apple user experience creating an idea of community. However, this has segmented their target audience into high- and low-income groups.
T – Technological
With rising competition from fellow market rivals such as Samsung, Apple has shifted its marketing campaign from just promoting new products to promoting new technology and innovation in its ads. However, they have been criticized for being repeated and lazy with designs.
E – Environmental
With an increase in green lifestyle and sustainability product demand in the market, Apple through its ads campaign focused on climate change messages and new products such as the 50% recycled content MacBook Air (Apple Report, 2024). 

L – Legal
Due to rising cases of data breaches and leaks of private data, Apple through its timeline, has focused on creating privacy-protected devices and has included it in promotions as well. 
[bookmark: _Toc186909647]Apple’s micro-marketing environment
The microenvironment of an organisation or business is the external factors that affect business operations and strategies. However, unlike the macro environment, the business has some control over these factors. For the impact of these factors, businesses often make changes and adopt new marketing strategies (Mikić and Milojević, 2018). The following points describe the complete microenvironment of Apple and its impact on marketing strategy:
Suppliers
Since the pricing of Apple products and marketing budget depends on the production cost. Solid long-term relationships with suppliers and reduced cost of raw materials have essential impacts on marketing resource allocation. 
Buyers
Since the main revenue-generating element for Apple is its consumers, the demand of buyers has had a significant impact on the marketing strategy of Apple. They have changed their marketing strategy to attract the target audience, changing style from millennials to Genz. 
Competitors
The main competition for the Apple iOS system in the market is the Android market. With Samsung, OnePlus, and Realme rivalry, Apple has consistently adopted a social media campaign strategy, leading to better product differentiation in the market (Berendt et al, 2018). Paid sponsorship and reviews are part of Apple's marketing tactics. 

[bookmark: _Toc186909648]A key driver in Apple’s marketing strategy change
Through the above macro and microenvironment discussion, it is evident that the consumer demand trend and increasing rivalry in innovation have been the key drivers in Apple’s marketing strategy change. 
Consumer Demand Trend Impact
Back in the 1980s when Apple launched the commercially hit Macintosh, it focused on promoting its aim of innovation and presented this idea during their famous Super Bowl commercial. Since the early 2000s era was the period of music and digitalization, Apple came up with their iPod silhouette campaign, running between 2003 to 2005, and was a massive success (Brandvertising, 2023). As per the period time, the ad contained colourful silhouettes dancing while using an iPod. From 2015, till today, with the rise in demand for digital and phone cameras, Apple engaged in a Shot on iPhone campaign that sold the experience of clicking a picture with an iPhone. 
Market Rivalry Impact 
With an increase in design and innovation rivalry in the market, apple's marketing campaign has changed throughout time to tackle competition such as with Samsung. Since Samsung promotes itself as a brand that has something for everyone, apple campaigned itself as a unique and premium experience for its user. With Samsung ads mocking and hinting at some of Apple's weaknesses, Apple has come forward with a marketing campaign that focuses on its key security facility and fast speed (Nield, 2024). They have changed their campaign focus from showing premium products to presenting Apple as the product of the people, directly challenging Samsung and OnePlus in the regional market. 

[bookmark: _Toc186909649]Change management strategies
Apple has gone through many changes in its product line and marketing strategy. Their iPod and iPhone have gone through technological advancement and design evolution, with different unique curated marketing campaigns (Mingis and Montgomery, 2024). It is evident that Apple is flexible to change and understands the importance of transformation as per market requirements. Their main change management strategy is made up of five elements. The first is to understand the market trend and its effect on the company’s revenue. Then to decide if the company wants to change its marketing approach to align its aims with the market trends. The company then focuses on gathering knowledge about the change requirement and then analyses the company’s ability to implement the required changes. Then the final step is to implement the decided transformational marketing strategy. 
Apple’s approach to change has significantly assisted in maintaining the brand image throughout the decades. Even though Apple faces heavy competition in the digital market with strong rivals, with their effective change management they were able to create a separate image for their brand. Their consistent approach to understanding change requirements and implementing effective marketing changes such as the shift in campaigns in the early 2000s or the shift from 2015 with the shot on iPhone campaigns has made Apple the largest multi-national digital company with local consumers (Spence, 2023). 
[bookmark: _Toc186909650]Lewin model
Management of change is an essential element for a business's growth and development. The change management model provides a framework for businesses to follow such that they can achieve effective change and conduct the transformations smoothly (Cameron and Green, 2019). The following Lewin model effectively describes the above-discussed marketing strategy change management for Apple (Nurhasanah et al, 2024):
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Figure 2: Lewin Model (Source: Author, 2024).

Unfreeze
1. Unfreeze: Recognize the need for marketing strategy change
2. Determine what needs to be changed
3. Encourage innovation and creativity for the new campaign
4. Ensure that the company is capable of supporting the change
5. Understand and gain knowledge of the requirement 
Change
1. Plan an effective marketing campaign
2. Implement the learned knowledge
3. Focus on creating new and attractive marketing tactics
Refreeze
1. Strategy changes are reinforced and stabilized
2. Develop ways to maintain campaign hype
3. Celebrate success and positive reviews of the campaign

[bookmark: _Toc186909651]Apple’s main audience
Since Apple's main focus is to provide the best user-based experience and premium quality, their products, and services are on the expensive scale of the market. This makes the upper middle class, urban lifestyle, and young to middle-aged public their main target audience (Biloš, 2022). People with high disposable income who are willing to pay more for high-end and high-maintenance products form the potential consumer group for Apple. Apart from this, Apple also targets, working professionals in the creative fields such as photography, and modelling, and art enthusiasts such as digital artists and editors. 


To capture the attention of the target audience, apple makes use of the following ways:
Billboards 
Apple is known for its elegant and technologically advanced signs and has always presented famous and captivating billboards throughout its various marketing campaigns. Its most famous and successful “Shot on iPhone” campaign takes photographs and videos captured by iPhone users and showcases the stunning camera quality of the phone. The widely visible billboards can successfully capture the attention of the general public. 
Paid and Sponsor reviews 
Apple can reach tech geeks working professionally through sponsored ads by public figures in the relevant fields. With their reviews and recommendations, Apple can capture the attention of the said public figures subscriber leading to an increase in sales and demand.
Advertisements
One of the key elements to reach its target audience is the advertisements. Uniquely made and attractive ads between shows and YouTube videos along with short online pop-ups, help reach working professionals. They can reach the younger generation through ads on famous social media platforms like TikTok and Instagram. 
A better understanding of their marketing strategy for the target audience can be gained through the following two model analyses. 
[bookmark: _Toc186909652]STP strategy
STP is a marketing strategy model that provides businesses with information about who is their target audience (Geeks for Geeks, 2024). Through STP analysis, businesses can know which group they need to have the most focus on in terms of efforts and resources. STP stands for Segmentation, Targeting, and positioning. Apple has the following STP Framework:
S – Segmentation
In terms of geographic segmentation, Apple’s main audience is from the urban area in both US and international borders. As per the demographic segmentation, they target all genders and mostly young or middle-aged generations with high incomes who can understand their technical interface.
T – Targeting
After dividing the general population into different groups of potential customers, they target groups that have the highest chance of growth and profitability for the company. This includes creative professionals as targets for their iPads, tech enthusiasts, and younger generations as targets for both iPhone and iPad. 
P – Positioning
Apple positioned itself as per the requirements of the target audience. To attract tech enthusiasts, they present themselves as a brand that focuses on innovation. For the creative audience, they market their camera and editing technology. For professionals and businesses to terrorize, they promote their privacy protection features. 

[bookmark: _Toc186909653]Marketing mix model
Marketing Mix consists of four elements that describe the inputs of the company’s core marketing system (Geeks for Geeks, 2024a). It consists of 4 major P’s namely, Product, Price, Place, and Promotion. The following 4P marketing mix describes how Apple interacts with the target audience in the market:
Product 
Apple’s main product strategy is to make technologically advanced and elegant design products. Their product is based on the idea of groundbreaking technology, aesthetic design, premiums, and dine-of-a-kind products. 
Price 
Among its competitors, Apple is known for its high-end and high-maintenance products. They have adopted a premium pricing strategy, creating a luxurious image for their brand. To reach wider consumers, apple gradually lowers the prices of old models once newer models are launched. 
Place 
For selling their products, Apple operates in both online and offline stores. Apple is known to have a high revenue generation store, that focuses on providing consumers with the best shopping experience. As for its online websites, Apple provides an overall overview of all its products along with the changing prices and offers. 
Promotion 
Apple’s main promotional strategy is based on promoting the experience of using the product and storytelling. They use a variety of advertising channels, namely, captivating billboards, sponsored ads, and social media advertisements. 
[bookmark: _Toc186909654]Key channels of communication
Communication and connection between the brand and the target audience is an essential element of marketing. Marketing Communication is the process of different methods or channels to convey a brand’s message to potential consumers (Marsdd, 2024). Apple has the following key channels for marketing communications:
Digital Marketing
In the contemporary world, it is evident that digital marketing and social media play a significant role in providing direct contact to a targeted audience (Leung et al, 2022). It allows for real-time engagement with consumers, and reviews, and provides a product discussion platform. Consumer behaviour is also impacted by their engagements with the brand's online image and how it is viewed on social platforms. A variety of social media platforms is used by Apple to reach its target audience, this includes apps such as Instagram, Twitter, Facebook, as well as YouTube. This approach to promoting the company’s product on social pages turned out to be effective, not only in terms of reaching a vast audience but also in differentiating the brand from its rivals. One such successful example is the “Shot on iPhone Campaign”.
Advertisement 
Advertisements, whether in terms of billboards or YouTube ads, have become a regular aspect of market communication. Apple has advertised its products through print media such as magazines and newspapers, as well as building public relations through emailing and journal subscriptions. Apple, throughout history, has also come up with the most innovative ads, creating its image among the customers. The 2003 Silhouettes ads and 1997 Think Different ads paved the way in creating a unique image for Apple in the market (Yourstory, 2024). Although these advertisements have proved to be effective in the brand’s success, some of the infamous and controversial ads have significantly impacted their sales due to backlash and boycotts by the general public.

[bookmark: _Toc186909655]Measurement metrics of campaign success
As per the name, Measurement Metrics for a marketing campaign give us the measure of how successful the campaign has been for the company (Netsuite, 2024). These can be used effectively to measure and assess the adopted marketing strategy of a company. Apple uses several measurement metrics such as through their Apple Ads campaign, they assess, performance such as click-through rate or CTR, Conversion rate or CR, and customer lifetime value or CLV (Apple Ads, 2024). Through the ad's click rate and sales revenue, it can be said that Apple’s Marketing strategy is effective and focuses mostly on selling user-based experience, premium production, and branding. Although this strategy lacks in terms of focus on market competition and customer retention, Apple, however, can control and optimize its marketing strategies through analysis of reviews and sales trends. The main optimizing approaches of Apple include creating an effective campaign structure, selecting attractive and captivating keywords, and managing marketing budgets. 

[bookmark: _Toc186909656]Concluding Remark
This report covered the entire analysis of Apple’s Marketing Strategy. Through the discussion above, is it evident that Apple has by far the most innovative and captivating way to attract the general public’s attention? Their creative advertisement, billboards, and shot-on-iPhone ad campaigns have proved to be effective in reaching the target audience. However, their marketing strategy has several shortcomings:
· One key shortcoming of Apple's marketing strategy is its focus on creating a premium image for the brand. This focus has segmented their target audience, leaving only the high earners as the potential consumers. This resulted in creating Apple's image as a luxury product that not everyone can afford. 
· Another key shortcoming is their excessive focus on the elegant design and its minimalistic promotion. Although minimalist billboard ads can capture the target audience, they fail to provide detailed information about the product. This could affect one of the main target audiences which is the tech enthusiast. 
· Although to compete with its rivals such as Samsung, Apple emphasises its privacy protection and Camera features; in doing so they have faced criticism and have been accused of being repetitive in their designs and promises.
· Compared to other brands in the markets, Apple's marketing highly depends on the launch of new products only. Their marketing activity is highest during this period and almost no activity can be observed during the rest of the fiscal period. This could affect yearly sales and consumer retention. 

[bookmark: _Toc186909657]Recommendations - SOSTAC Model
Based on the above-concluding remarks, the following SOSTAC model provides the appropriate recommendations for Apple:
S – Situation Analysis
Apple's marketing approach to present Apple as a premium, high-maintenance brand that can be afforded only by high-income consumers affects its target audience segmentation. Its marketing style of minimalist promotion and heavy dependence on product launches reduces its chance to perform year-round in different groups of audiences.
O – Objectives
They should aim at maintaining year-round campaigning and excitement. Focus on including details of products in military ads to attract tech enthusiasts. Try to avoid repeated design and high-priced product launches. 
S – Strategy
Adopt a year-round marketing calendar and schedule. Create minimalist, captivating yet detail-oriented billboard ads. Spread their product portfolio with affordable options such that middle-income groups can afford them. Create a meaningful image for the company rather than just premium value.

T – Tactics
Adopt content-based marketing for consistent brand hype throughout the year. Organise tech fest and conference for the tech enthusiast. Introduce an affordable product line and promote it as a general public product rather than a luxury.
A – Action
Implement proper marketing management for year-long activity. Collaborate with tech enterprises for better audience capture. Invest in more innovation and product development.
C – Control
Analyse different target groups to gather information about changes in consumer behaviour. Utilise management reports to monitor the marketing team's year-long performance. Use performance indicators and measures to analyse market growth. 
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