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Introduction
Maximising customer satisfaction in an organisation requires attention to the customer's end-to-end journey (Bhatia and Priya, 2021). In this report study, the discussion will focus on the organisation's background, the definition of communication and a diagram with a brief explanation of an SMCR communication model. In addition, it will illustrate the new promotional strategy that can be used for brand awareness in the organisation's context. Moreover, the report will focus on the branding and brand equity definition and explanation of Keller’s brand equity model in the organisation. Also, it will evaluate the customer journey and touch points of the organisation with the total engagement model in the company's context.
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Figure 1: Apple Inc.
(Source: Equities et al. 2023)
Organization’s background: Apple Inc.
The chosen organisation for this report is Apple Inc. It is an American multinational technology company that design, manufacture, and market a wide range of product such as tablets, laptop, personal computers, smartphone, and other devices. As well as The organisation also offers software applications, accessories, related services, and third-party digital content. According to Barley et al. (2020), Apple Inc. was founded by Steve Wozniak and Steve Jobs in 1976. Steve Wozniak and Steve Jobs wished to develop a company that would change individuals' vision toward computers. The organisation's vision statement is 'to make the best product on earth and to leave the world better than we found it'. The mission statement of Apple Inc. is 'to bring the best user experience to customers through innovative hardware software and services'. Apple Inc. is one of the largest and famous organisations and its revenue in the financial year 2022 was 394.33 billion dollars (Laricchia, 2023). The organisation believes in in-depth cross-pollination and collaboration in groups, which allows bringing innovation and creativity. The organisation's branding strategy is mainly focused on emotions with the personality about liberty regained, imagination, lifestyle, fashion, innovation, aspiration, hopes, dreams, and power to the individual with technologies.
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Figure 2: Apple’s revenue
(Source: Laricchia, 2023)
Communication	
Communication is the process used to exchange information between individuals throw a common behaviour sign or symbol system. It is a way of transferring information, which can be one-to-one or in groups, or from one person or place to another. According to Hikamah et al. (2021), communication process to share or exchange thoughts, opinions, feelings, emotions, ideas, facts, messages, information, and understanding. Apple practices various communication activities to share and update information with its consumers, and shareholders. As per Hassounah et al. (2020), Apple Inc. uses multiple communication platforms such as social media, press releases, and websites, to communicate with its external audience, which is readily available and helps the company facilitate immediate contact. The organization uses the dynamic communication process to convey innovative brand identity and information to its various stakeholders such as shareholders, employees, customers, and investors to foster anticipation, trust, and loyalty and maintain quality simplicity and innovation as the brand image. Effective communication helps to ensure seamless operation, production, and delivery of products with its suppliers, partners, and target audience.
Berlo's SMCR communication model with a diagram and a brief explanation
Berlo's SMCR communication model was developed by David Berlo. This model shows the communication process as the transfer of information where thoughts, ideas, or information are transferred into a message to the receiver through a communication channel. There are 4 elements present, such as the sender, the message, the channel, and the receiver, between the source and receiver, which determine the transfer and understanding of information's meaning. This communication model is a representation of the communication process that describes the non-verbal and verbal communication and exchange of messages.
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Figure 3: Berlo’s SMCR communication model
(Source: etechmethod, 2016)
The sender or Source: The sender is also the source of the information that originated or developed in the form of a message to communicate with the target audience (Maneerutt, 2021). The source or the sender can be referred to as an organisation, group, or individual, whose job is to encode the message to be communicated. The organisation Apple's source or the sender is referred to its design, marketing team and executive who develops the message.
The message: The message refers to the information or content that the centre wishes to convey. This message can be in the form of a product advertisement, press release, or any information related to the organisation's product or services. In the context of Apple Inc., the message can be referred to its product, brand, services or any announcements or advertisements.
The channel: The channel in the communication process refers to a way to transmit the message. As stated by Lütge and Merse, (2023), Barlo’s communication channels are related and point out the five senses that can convey a message effectively. Apple uses various communication channels to convey their information and message, such as advertising campaigns, social media platforms, and official websites to reach and attract the potential audience.
The receiver: The receiver can refer to an organisation, group, or individual, who has the intention to receive the message. In the context of Apple Inc., the receiver can be referred to as the target audience, media, shareholders, and consumers who receive the message and interpret it.
Integrated Marketing Communications
Integrated marketing communication is a set of business practices and a theory that facilitates the consistent messaging and sharing of information across various communication channels. Also, it helps to produce a unified brand experience for the organisation's potential consumers. Integrated marketing communication is a foundational marketing concept which mainly applied to advertising and as a form of business communication. As stated by Kitchen and Tourky, (2020), Apple has achieved a seamless integration of public relations, advertising, and digital marketing through IMC. In the context of Apple Inc., the IMC refers to a strategic marketing process that helps the organisation to ensure and design the messages and communication strategies to unified across all channels and maintain a customer-centric approach. As an IMC strategy, Apple uses various communications efforts such as consistent branding influential collaboration social media engagement customer feedback and product launch events to reinforce its brand image as innovative, user experience-centric, and quality to enhance consumer loyalty and maintain sustained market dominance.
New promotional strategies to raise brand awareness
A promotional strategy is a plan to develop or enhance a brand or product's demand (Kumar et al. 2020). A promotional strategy outlines the significant practice to raise awareness regarding the brand and product, which enhances individuals' interest in purchasing it. Apple uses several promotional strategies to increase its brand awareness, however, implementing new promotional strategies can further enhance its brand awareness more effectively and despite its global recognition. Some of the effective new promotional strategies for today's brand awareness are-
Original content promotion: Apple Inc. could use original content promotion as a new promotional strategy by featuring its exclusive content related to product launches through Apple TV+. As well as it can also help showcase their device's viewing experience. Bundling Apple TV+ subscriptions with their new product purchases can help attract more potential consumers to explore their streaming platforms and purchase products.
Awareness campaign regarding the environment: The organisation can launch an environmental impact awareness campaign to develop its sustainability efforts and highlight eco-friendly practices to maintain environmental impacts, such as managing waste management and using recycled material to develop its products. As mentioned by Ahmad et al. (2020), with the environmental impact-related awareness campaign, the organization can attract eco-friendly-conscious consumers. Also, the organization can invite or encourage potential consumers to participate in environmental initiatives and provide rewards, discounts, or offers for recycling old Apple devices.
Limited edition collectables: The organisation can launch limited edition collectables as a new promotional strategy by introducing limited edition product accessories tied or collectables Apple merchandise while launching significantly. As pointed out by Macák and Šašalová, (2022), launching limited edition collectables can become sought-after collector's pieces for the target audience. With limited edition collectables product launches and organisations can enhance they are brand awareness and market demand.
Localized content creation: Localized content creation is an effective promotional strategy that refers to encouraging users to develop content worldwide which will be helpful to highlight the unique cultural perspective. Apple can implement localized content creation to encourage its users to develop content and share their perspectives on how Apple products are integrated into their lives. Apple can share these stories on their global platforms to improve brand awareness.
Music collaboration: Collaborate with musicians and brands in a new promotional strategy to attract potential consumers and foster improved brand awareness. Apple can work collaboratively with many brands and museums to release their exclusive albums or tracks on Apple Music to attract new subscribers and establish a connection between Apple's ecosystem and music. According to Musa et al. (2023), working collaboratively with celebrities is a new trend and modern promotional strategy that helps organizations enhance their brand awareness to a wide range of audiences.
Apple store tour and product demos with augmented reality (AR) and virtual reality (VR): Apple can use AR to develop immersive Apple store tours, which can be helpful for consumers to explore the store, interact with the products and make virtual purchases. Apple can also use AR for their product demos. With the help of leveraging augmented reality, an organisation can develop a virtual showroom that can be accessible through their application. It can be helpful for customers to use their smartphones and AR glasses to explore the Apple store and new products virtually.
Concept of Branding and brand equity
Branding refers to the process of developing a distinct identity or providing meaning to a specific organisation, business, product, or service shaping and creating a brand in the target consumers or audience's mind (Shafiee et al. 2020). The most basic level of branding of a company, business, or organisation and its product or services is the visual design, logo, name, mission, and voice tone. In the branding process, a strong brand differentiates its services and product from competitors, foster loyalty and influence consumers' purchasing decision. An effective branding strategy in an organisation is to establish a psychological and emotional connection with the target audience and the brand. Apple's branding strategy is mainly focused on emotions with a forward-thinking creative visionary, which reflects its core values of innovation, design, and imagination. 
Alternatively, brand equity refers to the added value that a brand brings to a product or company that results from the positive associations, experiences and perceptions that customers have with the brand over time. It is the culmination of various factors involving brand awareness, perceived quality, brand associations and even brand loyalty. East et al. (2021) stated positive brand equity translates into several benefits for the company life higher price premiums, increased customer loyalty, improved resilience to market fluctuation and the ability to introduce new products or extend the brand into new markets more easily. In simple terms, brand equity can be projected as the reservoir of goodwill and customer preference that a brand accumulates as it consistently delivers on its promises and maintains a positive reputation. This reservoir has a tangible impact on a company's financial performance Brands with strong equity often command higher prices and experience more benefits and customer retention from positive word-of-mouth marketing (Keller and Brexendorf, 2019). In case of Apple Inc. boasts exceptional brand equity. Its design, logo, aesthetics and user experience Have become synonymous with reliability, elegance and innovation. The brand's loyal customer base eagerly anticipates each new product release and is often willing to pay a premium for the Apple experience. This level of brand loyalty and customer attachment is a testament to the brand equity Apple has built over decades.
Keller's brand equity model associated with Apple Inc
Keller's brand equity model is a comprehensive framework that helps businesses understand and manage the various dimensions of brand equity.  According to Kevin Lane Keller, this model identifies four key steps that companies can take to build and increase their brand equity (Duman et al. 2018). Each step of the model and how it relates to Apple is explored below:
Step 1: Brand identify
 This step includes establishing of clear and unique brand identity. Iglesias et al. (2019) mentioned it includes building brand awareness and ensuring that customers can easily identify and recognise the brand. For Apple, brand identity is exceptionally strong the iconic logo of Apple, consistent product naming conventions and minimalist design contribute to the recognizability of the brand. The focus of the brand on simplicity and elegance resonates with customers making Apple products instantly identified.
Step 2: Brand Meaning
Brand meaning refers to the associations and perceptions that customers have about the brand. These associations can be functional related to product benefits and attributes or symbolic related to self-expressive benefits and emotions (Chitturi, 2018). The brand image of Apple is deeply rooted in innovation, user experience and creativity. The company has consistently delivered cutting-edge technology with a focus on simplicity and ensuring friendliness. Customers associated Apple products with premium quality, a sense of belonging to the community and the design excellence of like-minded individuals. 
 Step 3: Brand response
Brand response focuses on how customers react to the brand's identity and meaning. This step involves assessing customer attitude, loyalty and preference towards the brand (Soedarto et al. 2019). Apple's brand response is remarkably positive. The company has an intensely loyal customer base that eagerly anticipates new product launches. Customers are willing to wait in long lines and pay premium prices for the latest Apple devices which reflects a strong emotional connection to the brand. 
Step 4: Brand Resonance
Brand resonance represents the highest level of brand relationship where customers have a code and meaningful collection with the brand (Duman et al. 2018). This step includes creating an intense and enduring relationship between the brand and its consumers. Apple's brand resonance is exceptionally strong. The brand has nurtured a feeling of companionship among its users to foster a devoted and enthusiastic following akin to a cult.  Many Apple users identify themselves as members of the Apple ecosystem to highlight the seamless fusion of Apple products and services in their daily lives. 
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Figure 4: Keller's CBBE (Customer-Based Brand Equity) model
(Source: Cottan-Nir and Lehman-Wilzig, 2022)
Apple’s dedication to innovation, design and delivering exceptional customer experiences has led to building a brand that deeply resonates with customers across various dimensions. The company has successfully built up a brand that fulfils functional needs, emotional and self-expressive needs. The think different campaigns and the focus on creativity and individuality have further robust this emotional resonance (Altstiel et al. 2019). Overall, Keller's brand equity model aligns closely with Apple's brand strategy and success. The model highlights the significance of creating a unique brand identity to establish meaningful brand associations that produce positive customer responses and foster strong brand relationships. Apple's ability to accelerate in each of these steps has contributed to its exceptional band equity and its position as one of the world's most valuable and beloved brands. 
Customer journey and customer touch point points of Apple Inc.
Dal customer Janie refers to the entire process that customers go through when interacting within an organization from initial awareness to post-purchase engagement. Grewal and Roggeveen (2020) highlight that the customer journey allows all the stages of a customer experiences involving awareness, purchase, consideration and post-purchase period.  On the other side, customer touchpoints are the specific points of interaction between the customer and the organization throughout the customer journey (Bascur et al. 2019). These touch points can involve various channels like social media, websites, customer services, physical stores, advertising and so on. Each touch point is an opportunity for the organization to create a positive operation and increase the overall customer experience. 
In the case of Apple, the customer journey begins with the awareness of their product through marketing campaigns and word-of-mouth. The consideration stage includes visiting Apple's website and the physical stores to learn more about the products (Santos and Gonçalves, 2022). The purchase stage involves the actual transaction either online or in-store. Post-purchase touchpoints could involve customer support, community engagement and software updates through online forums. Apple confirms consistency and excellence across these touchpoints to foster brand loyalty and customer satisfaction throughout the entire journey.  
Critical analysis of customer journey map for Apple Inc
	Stage
	Touchpoints
	Description and analysis

	Awareness
	Online ads, social media and word-of-mouth
	· Apple generates awareness through captivating ads and social media campaigns, leveraging its strong brand.
· Word-of-mouth from satisfied customers also plays a significant role.

	Consideration
	Apple website and Apple stores
	· The website offers detailed product information and user-friendly navigation. 
· Apple stores provide a hands-on experience to promote the brand’s premium image.

	Purchase
	Online store and physical stores
	· The online store offers a seamless purchasing process. 
· Physical stores offer personalized assistance and an immersive environment.

	Post-purchase 
	Customer support, software updates and community forums
	· Apple excels in customer support, addressing issues promptly.
· Regular software updates increase product longevity.
· Community forums foster user engagement and troubleshooting.


Table 1: Customer journey map for Apple Inc.
(Source: Self-created)
Critical explanation: Apple’s customer journey map showcases strengths in various stages. The awareness stage benefits from Apple’s renowned branding and captivating marketing efforts to contribute to high brand recall. The consideration stage is robust because of the well-organized website and experiential appeal of physical stores (Jaiswal and Singh, 2020). In the purchase stage, the online store's user-friendly interface supports easy transactions. However, the premium pricing might deter some price-sensitive customers. The physical store's personalised assistant is an important advantage though their ability might be limited in certain regions. Apple's post-purchase touchpoints excel the exceptional customer support and frequent software updates. However, the now-close ecosystem of Apple might limit customization for advanced users. Community forums encourage engagement but might not always provide the fastest solutions. Overall, Apple's customer journey is marked by effective touchpoints, strong branding and a focus on customer support. While the premium image enables to maintenance brand's allure to identify price concerns and foster more open user engagement could further increase the overall customer experience. 
Total engagement model (TEM) of Apple Inc
The total engagement model is a strategic structure that focuses on building core and lasting relationships between the organization and its target audience (Wong et al. 2023). It went beyond the traditional marketing approach by focusing on holistic customer engagement throughout various touchpoints and interactions. TEM aims to generate emotional connection and drive long-term value for both the customer and the organization along with enhancing customer loyalty. This model is explored in the customer engagement model of Apple Inc. 
Brand connection: Moliner et al. (2018) exhibit that building a strong brand connection is initial for an organisation. Apple excels in this aspect with its iconic logo, memorable advertising campaigns and consistent design language. The company's branding efforts create an emotional resonance with customers. This approach fosters a sense of belonging and identification.  
Personalisation: Apple's ecosystem encourages personalisation through features like customization options and preferences along with the machine learning-driven suggestions of Siri. The personalisation at this level fosters a stronger connection as users feel that the brand understands their individual needs and preferences. 
Customer experience: Apple prioritises user-centric design and simplicity that leads to exceptional customer experience across its products and services. The company ensure that every touchpoint resonates with its brand from intuitive interfaces to sleek packaging (Johnson and Misiaszek, 2022). 
Continuous interaction: Apple maintains engagement events after purchase through regular software updates which increase the functionality and security of the devices. This continuous interaction enhances the product value and demonstrates Apple's commitment to its customers' experiences. 
Community engagement: Kahney and Pierini (2019) highlight that Apple cultivates a dedicated community through its support forums, developer conferences and user groups. This sense of community fosters knowledge sharing, engagement and the feeling of being a part of a large Apple family. 
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Figure 5: Total engagement model
(Source: Menidjel et al. 2022)
Application in Apple Inc. 
Apple's success originated in its effective execution of the total engagement model. The brand connection is evident in how customers often describe themselves as a part of the Apple ecosystem. Logo, iconic product launches and design aesthetics generate excitement and emotional attachment to its customer base. Apple Inc. prioritises customer experience with its user-friendly interfaces, attention to detail and minimalistic design (Batat, 2020). The unboxing experience, packing and intuitive setup processes further increase the emotional connection. Personalisation is a key aspect of Apple's offerings. Features like personalized application recommendations, customizable device settings and face ID recognition create an intimate and tailored experience for each user. The Apple community is reinforced with forums, social media interaction and online communities where users share insights and helpful troubleshooting. Apple's community engagement fosters a sense of loyalty and belonging among its users (Chi et al. 2022). Apple's continuous interaction is represented through regular software updates that extend the life of the device and provide new features. Along with enhancing customer experience, this also drives product longevity and brand loyalty. However, it's significant to note that Apple's approach can be seen as exclusive due to its closed ecosystem. This could limit engagement for users who prefer more customisation and flexibility, potentially hindering wider customer adoption. 
Conclusion 
In conclusion, Apple Inc.’s success in maximising customer satisfaction is achieved through a multifaceted approach encompassing strategic models like Keller's Brand equity and the total engagement model. The company's iconic branding, exceptional user experience and innovative products create a distinctive identity and foster emotional connections. Apple's holistic strategies like personalisation, community engagement and continuous interaction drive core customer loyalty. However, its closed ecosystem could limit broader customisation aspects. Apple Inc. maintains its position as a global leader in technology and customer-centricity exemplifying the synergy among strategic models and effective brand management by consistently delivering on promises and prioritising engagement. 
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