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1. [bookmark: _Toc60230667]Introduction

The purpose of this report is to critically evaluate Apple’s marketing strategies and to manage and appraise Apple’s customer journey using a variety of communication channels. 
Apple has been labeled as the brilliance of masterminds in the marketing world. Founder of Apple Inc. Steve Jobs, has been called a marketing genius who some how makes his company to succeed despite noticeable setbacks of product, and other organizations and marketing specialist have strived to find out what it is that makes Apple Inc. exceptional. Apple’s system of succeeding is to compete with a number of very competitive markets with innovative creations that have a digital hub on them, such as iPod, iPad, the latest innovative iPhones and MacBook and digital music distribution through their own app, iTunes.
From the sledgehammer heard around the world in 1984 to the current importance on privacy at a period when all the files, documents, images and music are shared, Apple has captured billions of people with its innovative products. Having a small number of competitors in the last two decades, Apple has developed a brand well-known for its innovative products and for its marketing expertise (Apple 12 launch marketing history, 2020).
The evolution of iPhone started on 29 June 2007, when Steve Jobs has launched the first iPhone (The evolution of Apple iPhone, 2020). Even if some people criticized that is too expensive, they did not know what it hit them. From iPhone, iPhone 3G, 4, 4S, to iPhone 12, 12 Mini, 12 Pro, 12 Pro Max, Apple has developed better and better with innovative features from slimmer phone, bigger screen, improved camera and video recording, bigger memory, better processor and many other features that made people fell in love with iPhone and Apple experience.


2. [bookmark: _Toc60230668]Communication 

When we mention communication in marketing, we refer to the way that an organization tries to notify, convince and remind to the customers of the brand that are producing and selling directly or indirectly  (Kotler, Brady, Goodman, & Hansen, 2009). Moreover, the company is trying to find a way to create a relationship with the customers.
Marketing communication allows organizations to relate their brands to other people such as celebrities, places, events, brands, experiences, feelings and things. In addition to that, they can contribute to brand equity by creating a brand image and implementing a long-time memory around that brand that can lead to an increase in sales (Kotler, Brady, Goodman, & Hansen, 2009).

2.1. [bookmark: _Toc60230669]Shannon and Weaver model of communication

Figure 1: Shannon and Weaver model of communicationNoise
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Source: Marketing Management, by Philip Kotler, 13th Edition, Pearson, page 694

The diagram stated above (Figure 1), highlights the essential elements in effective communication. Companies need to know their target audience, who they want to reach and what reactions they want to receive from their customers. Organizations (sender) have to encrypt the messages for customers so they can decipher and then communicate the message through the media that will get to the customers. After that, they have to create some communication channels to find out the reaction of the customers through their feedback.

2.2. [bookmark: _Toc60230670]Integrated Marketing Communication

[bookmark: _Hlk59125048]Integrated communication can be defined as the concept and the practice of aligning symbols, messages, methods and conducts in order for a company to communicate with consistency, rationality, precision and continuity within and across formal organizational boundaries (Christensen, 2008). In a few words, IMC is a simple concept that makes sure that all of the communication methods and messages are thoroughly connected. Therefore, Integrated Marketing Communications involves combining all the promotional tools, connecting them in order to work together.
Even if IMC involves a lot of work, it provides many benefits. It can generate competitive advantage, increase sales and profits, and in the same time it might save money. Integrated Marketing Communications creates communications with the customers and supports them all the way through the whole process of buying. The company at the same time secures its image, builds a dialogue and develops its connection with customers.
IMC tools relate to combining a variety of marketing tools such as advertising, online marketing, public relation activities, direct marketing, sales campaigns to promote brands so that similar message reaches a wider audience. Products and services are promoted by effectively integrating various brand communication tools (Juneja, n.d.).


3. [bookmark: _Toc60230671]Current promotion of Apple iPhone

Marketing is the practice of making your organization observed by the consumers who need or want your goods or services. The organization has to get out there and spread the word about their products or services to the right people to create the market target. Publicity and selling are some of the tools, but there is much more to that. The promotional methods that most of the companies are using are such as websites, social media (Facebook, Instagram, TikTok and others), blogging, e-newsletters, brochures,  flyers and letters, TV, radio or print advertising, word of mouth, loyalty and reward programs, sponsorship, PR activities such as media releases and events and the most used method nowadays is the help from the celebrities and influencers that are using the products (Marketing and promotion strategies, n.d.).
Apple Inc. maintains the high standards of its products and still capture the expectation of the consumers worldwide with the new iPhone 12 Mini campaign. For this campaign, Apple has gone further and used its TikTok account with the help of four influencers to promote the product.
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Figure 2: iPhone 12 and iPhone 12 Mini (Buy iPhone 12 Mini, 2020)
A very important part of Apple’s promotion is their annual keynote speeches. These types of events take an important part of Apple’s overall promotion, and they have become a valuable part of their brand and image. These events are keeping the fans involved and they offer information on forthcoming products (4 Powerful Ps you need to know about Apple's Marketing Mix, n.d.).
Since 23rd October 2020, when iPhone 12, iPhone 12 Pro, and iPad Air were launched, Apple customers can buy their new products straight from Apple through customized buying experiences offered online, by phone, or in Apple stores. 
Recently, Apple has uploaded to YouTube an advert promoting the new iPhone 12 and iPhone 12 Pro relating that are the most powerful iPhones ever, emphasizing the design, the camera, connectivity that is 5G, and more other features.
Apple has a new iPhone Upgrade Program for its United Kingdom consumers that starts with iPhone 12 Pro and iPhone 12 Pro Max where they can upgrade every year to the latest iPhone model in all the Apple Stores and on their website (Apple introduces iPhone 12 Pro and iPhone 12 Pro Max, 2020). This program works by giving your old iPhone back in order to get a discount for the new one.
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Figure 3: iPhone 12 Pro (Apple introduces iPhone 12 Pro and iPhone 12 Pro Max, 2020)

3.1. [bookmark: _Toc60230672]Recommendation of promotional strategies for Apple

One of the promotional strategies that Apple could use to increase their sales is sales promotion. For example, for every iPhone 12, iPhone 12 Mini, iPhone 12 Pro or iPhone 12 Pro Max they could offer a free pair of Apple’ AirPods or they can offer a discount for a new Apple Watch, iPad or MacBook purchase.
Apple strategy is to be a trend setter by being the first on the market which brings the most innovative products. The most important strategy for Apple is to be the first to create top quality products and being unique by creating their own apps. Because Apple is considered a luxury brand, they do not use sales promotion. However, it will be better for their benefits to offer a minimal discount on Black Friday. This deal could lead to gain of new customers and increase their sales.
Because of coronavirus situation, people are more predicted to stay at home which means they are watching more TV and films. Apple should take advantage of this by promoting their products in TV adverts. On the other hand, they should sign a contract with Netflix and Amazon Prime Video for example, to promote Apple’s products in their films.
Nowadays, people are following and inspiring from celebrities and influencers life. Apple should use them to promote its products due to the fact they have millions of viewers. This type of promotion will definitely increase Apple’ sales and will have a broader target market.

4. [bookmark: _Toc60230673]Brand strategy and brand equity of Apple

When we talk about a brand, we talk about the name of the brand, term, sign, symbol or design, or a mixture of these terminologies that classifies the manufacturer or seller of a product or service. Moreover, buyers view of a brand is very important in relationship with the product and branding usually plays an important part in the customer purchase. In addition to that, buyers attribute meanings to brands and create a relationship between the brand and the customer. As an outcome, branding means more than the product’s tangible characteristics (Kotler, Armstrong, Harris, & He, 2019). Therefore, a brand is the whole thing that a product means to the customer.
Brand equity is the differential effect that knowing the brand name has on consumer reaction to the product and its marketing. Brand equity is the brand’s capability to win buyers preference and devotion. A brand has positive brand equity when customers have a positive reaction to it compared to a basic or unbranded form of the similar product. It has negative brand equity if customers have a poor reaction compared to an unbranded version (Kotler, Armstrong, Harris, & He, 2019).
Brand value is the total financial value of the brand (Kotler, Armstrong, Harris, & He, 2019). According to Forbes, brand value of Apple Inc. is $214.2 billion in 2020, having an increase of 17 percent compared to 2019 (The worlds most valuable brands, 2020).
Apple branding strategy aims to bring emotion to all of the users. The most important thing for Apple is how people feel when they use an Apple product and their experience. Apple brand personality is about lifestyle, vision, freedom, innovation, passion, dreams, aspirations, and power to the people using technology. Moreover, Apple brand personality is about being straightforward and making people’s lives more easier, and about being a humanistic organization with a genuine relationship with its clients. Therefore, Apple Inc. is a helpful organization to the people and the other companies as they attempt to accomplish their objectives (Apple branding strategy, n.d.). 
With the new series of iPhone (SE, 12, 12 Mini, 12 Pro, 12 Pro Max), iPhone has moved the logo from the back of the Phone to the centre and removed the “iPhone” logo, because of the bigger camera that the new iPhones have, and to point to the users where they can wireless charge their phone (iPhone centered Apple logo, 2020).





4.1. [bookmark: _Toc60230674]Keller’s Brand Equity model
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Figure 4: Keller’s Brand Equity Model (Keller's Brand Equity Model, n.d.)

Keller’s Brand Equity Model is based on four principles such as the identity of the organization, what is the company about, the user’s response to the organization and the relationship between the company and the consumers. For a company to create a strong brand, it needs to follow the above pyramid and build the organization from the ground up following the four steps.
First of all, the company should decide and transmit what the brand is all about. Moreover, the organization should know how to make people aware of the brand and to make sure they are getting the proper message about the brand.
 After building the identity of the brand, the second thing to do is to build loyalty around the audience by giving a meaning to the brand. Usually, the meaning of the brand goes further than the quality or the price of the goods offered. The meaning of the brand can relate to several things such as the dedication to customers service, the dedication to some social causes, or to other things. The meaning of the brand is going to give people a motive to be satisfied with their purchases, and it will motivate them to always come back and buy again.
A very important part for the brand is the response of the customers about their purchase. Here, we find the reputation that the brand has build so far, it can be positive or negative. If the product that is out for sale has the best quality, the brand will grow and the company will have an increased success. However, if a company is successful, it should keep the same quality for their products and never disappoint the customers. It is very easy to fail, but it will be very difficult to recover and it might take longer.
The last, but the most important in the brand pyramid are relationships. It is hard for an organization to get there, but when they reach the top of the pyramid, they will have some rewards. Not many companies can create a relationship with the buyers, but those one that are successful will create a community around the consumers due to the fact that customers will connect to each other only because are loyal to the same brand. Therefore, consumers that are loyal at this point to a brand will keep buying anything that the brand brings to the market as long as they are similar to the former items.
When we relate Apple Inc. to Keller’s Brand equity model, we found out that the identity is given by the innovation of the products. For people to start knowing Apple’s products, the company opened over 500 Apple Stores in 175 countries and regions around the world (Apple service now available in more countries around the world, 2020) for the people to go and try their products before buying them. Apple doesn’t sell a product, they are selling the experience. 
The meaning of Apple is all about its unique operating system, speed performance, excellent for multi-tasking and it is user friendly. In addition to that, it has exclusivity, it creates brand loyalty and it has the highest quality. Users have a positive feedback after trying Apple’s products because they only see as it was mentioned before, the high quality of the product for a premium price and high service costs, however it makes you think that are well taken care. In addition to that, people are feeling pleased that they own a luxury product, it gives customer satisfaction and they feel proud and loyal to the brand even if the accessories are highly priced. After many years, Apple has created a community of loyal people around its products. Usually, people are giving up Samsung for iPhone, but are just a few cases when it is the other way round.


5. [bookmark: _Toc60230675]Customer Journey and Customer touchpoint of Apple

5.1. [bookmark: _Toc60230676]Customer Journey

The customer journey has become a very important principle for service and marketing research (Becker & Jaakkola, 2020); (Lemon & Verhoef, 2016). Customer journeys are usually described as a series of touchpoints that buyers go through before, during and after purchase ( Kranzbühler, Kleijnen, Morgan, & Teerling, 2018); (Lemon & Verhoef, 2016); (Patricio, Fisk, Falcao e Cunha, & Constantine , 2011).Practitioners' and academics' escalating concern in the theory is mainly attributable to the idea that journeys give rise to customer experience, which is believed as a key source of competitive benefit in all the markets these days ( Kranzbühler, Kleijnen, Morgan, & Teerling, 2018). When we mention customer experience we relate to the consumer's sensorial, emotional, rational, interpersonal and behavioural responses and reactions to numerous stimuli all along the customer journey (Følstad & Kvale, 2018); (Lemon & Verhoef, 2016). Therefore, comprehending customer journeys is a requirement in developing exceptional customer experiences (Følstad & Kvale, 2018); (Kuehnl, Jozic, & Homburg, 2019).
Marketing specialists have drawn up a complete selection of strategies in an effort to discover the customer buying journey, making the theory easy to comprehend in order to make it better. The five stages of the customer buying journey are awareness, consideration, purchase, retention and advocacy (Five stages of your customer buying journey, 2016).
Awareness is the way on how the buyers are finding out about the brand, from different channels such as adverts, magazines, billboards or word of mouth. In the second step, people are evaluating if they have a necessity that needs to be satisfied and take into consideration if they should buy or not a certain product. In the third step, the customer takes the decision of buying or not the product. After purchasing the item, the consumer starts using the product following the instruction from the company or from a consumer community, and some companies are contacting the buyer post purchase for a feedback. In the last step of the customer buying journey, the consumer has already created an opinion about the product, and he starts to share his thoughts with others, either as a review or with friends and colleagues. 


5.2. [bookmark: _Toc60230677]Customer touchpoint

Nowadays, customer touchpoint plays a very important role in the customer experience of buying a product. A touchpoint is any communication (including encounters where there is no face-to-face contact) that might change the way that your consumer feels about your product, brand, company or service (Customer touchpoint, 2020).
Apple has mastered many customer touchpoints compared to other companies and bears its main principles more consistently around all brand touchpoints than almost any other brand. Forbes has found 20 of the most important customer touchpoints for Apple Inc.: an user friendly website, a very qualitative and good looking design of the packages, the demo units from the stores that helps to find out how to use the product before buying it, the cleanliness of the stores that gives a familiar feeling. Moreover, the easy way to find and reach store location and the number of well trained employees, the genius bar, a one to one with a specialist to get help in using the hardware and software, confirmation of an Apple appointment, staff collaboration in making sure that it solves the customer’ problems, short wait time for checking out makes the purchase more pleasant. In addition to that, Apple Stores have a Personal set up area for the buyers to learn how to use their purchased product, Apple stores offer regularly scheduled classes to provide more information about the software, guest speakers and in-store events shows that Apple gives the best experience, rebate receipt acknowledgement gives a peace of mind to the users, software development kits. Furthermore, the last touchpoints are about iBook author software, iBook author phone support, when calling the iBook author support line Apples takes the phone number and Apple ID for an easier communication, and the feedback of the customer service satisfaction. Therefore, for a company to win the loyalty and commitment of its customers, they have to experience their brands as their customers do to find out all the ways they can make the product or service experience better, more friendly, and more productive (20 ways Apple masters customer touchpoints, 2020).

5.3. [bookmark: _Toc60230678]Apple Customer Journey Map
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Figure 5: Apple iPhone Customer Journey Map
Sandy is a 20 year old student, who loves to take selfies and to take photos to nature and art object, and she needs to upgrade her phone. She does not have any preferences on brands, but in one morning when she woke up, she checked her TikTok account and saw the advert of iPhone 12 and she become interested. Sandy was never interested in iPhones because she finds them a bit overpriced, but she decided to look for the reviews. After finding a personal review of a traveller with proofs of real photos she decided to make an appointment to an Apple Store so she can try it for real. After she filled all her details for the appointment, she received a confirmation email. The next day, she went at the Apple Store at the time of the appointment and she found an Apple specialist waiting for her, ready to answer all her questions. After trying all the iPhones, she decides to buy iPhone 12 Pro. Sandy is receiving the receipt on her email and before she goes, she asks the Apple specialist a few more tips in using the phone. When she gets home, she is unpacking her brand new iPhone 12 Pro and this gives her a happy feeling. After a few days, she receives a phone call from an Apple consultant asking for a feedback on her purchase. After taking more than 1500 photos in 2 days, 20 video recordings and played a few games, Sandy’s feedback was a positive one, and she said that she is sorry that she did not take the decision of having an iPhone for a longer time.
Because of the coronavirus pandemic, Apple has two ways of helping the customers to choose the best products for them. One of them is an online chat session with an Apple specialist, and the other one is a one-to-one session with a specialist, both of them having the option of contactless delivery (Apple offers new ways to shop for iPhone 12 and iPad air, 2020).

Figure 6: The Total Engagement Model (Roberts & Alpert, 2010)
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[bookmark: _Toc60230679]Conclusion

As a conclusion, having a strong brand will create opportunities. Moreover, a positive brand equity can help an organization long-term evolution. By making the brand stronger, companies can simply add new products to the market and customers will be more happy to try the new products. The organization can develop into new markets and geographies. People will recognize the brand, make a direct positive connection, and follow the brand. Consumers are not only ready to pay more for an invention with strong brand equity, they are also keen to stay loyal to a brand many years, while, regularly they will come back and buy the product.
Since 1974, Steve Jobs has created a strong brand known worldwide, loyal customers, a community and an experience that adds up to the Apple Inc. revenue. For a brand to be successful, it has to follow some principles, to know what the consumers want and need and to know how to deliver. From MacBook, iPod, iPad to iPhone, Apple is a brand that is very hard not to like, as it was mention before, it is easy to give up Samsung over Apple, but not the other way round. 
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