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[bookmark: _Toc185686705]Executive Summary 

Apple Inc., one of the world’s top technology companies, has long been known for its innovative products, loyal customers and high-class quality. For its part, the company has followed a consistent approach to marketing based on differentiation and storytelling and stood out from the crowded competitive field. This while market dynamics in the industry are changing rapidly and require strategic evaluation and adaptation.
In this report is critically examine Apple’s marketing strategies and based on that, evaluate the extent to which these strategies achieved the organisational goals through internal and external challenges. The focus points here include resource allocation, synchronization with macro and microenvironments and its strategies to engage a multitude of global audience. And the analysis underscores Apple’s strengths - differentiation and first mover advantage - as well as shortcomings including limited market penetration in price sensitive regions and reliance on premium pricing.
It is recommended that the company should diversify pricing strategies that increase embedding in order to increase accessibility, that amplify sustainability efforts in marketing, and that make full use of innovative digital platforms for greater engagement. Using the SOSTAC framework these recommendations were devised to ensure Apple’s continued success and adaptability, in an ever-changing global market.



[bookmark: _Toc185686706]Introduction

Apple Inc established in 1976 by Steve Jobs, Steve Wozniak, and Ronald Wayne has emerged as a dominant global player in consumer technology through incessant innovation and world class marketing. In the long years of labour and innovation, the company has developed a brand ciphered with the same alphabet of the innovation, simplicity and premium quality. The product portfolio of it has iPhone, iPad, MacBook, etc. make its focus on user-centric design and functionality.
Apple has relied on marketing strategies for its success. The company has cultivated a brand image of exclusivity, using impactful campaigns like the “Think Different” slogan and dramatic product launches to capture global attention. Storytelling combined with emotional appeal makes it impossible for them to not reinforce their brand and encourage strong customer loyalty every time. The digital platform and retail outlets are harmoniously combined with each other for better customer experience. However, this doesn’t mean that as the global market evolves, Apple doesn’t face new challenges. As it is, economic forces such as inflation, the disruption of the supply chain and rising competition pose a threat to its market dominance. Apple’s premium pricing also excludes some markets on price, price-sensitive and potential new markets.
In this report, Apple’s marketing activities are critically evaluated to determine their effectiveness in meeting the company’s overall goals and to respond to internal and external challenges. Marketing resource allocation, target market strategies, media selection, reaction to macro environmental factors, and micro environmental factors are analysed as key areas. It also analyses Apple’s differentiation, first mover, brand loyalty strengths but seeks to fill its strategy gaps in terms of limited penetration in emerging markets and sustainability issues.


[bookmark: _Toc185686707]1. Apples Marketing Activities are subjected to a Critical Evaluation
[bookmark: _Toc185686708]1.1 Introduction to the Concept of Marketing
The power of branding, innovativeness, customer centricity and storytelling in marketing strategies that come across as authentic, is one of the things which is proved by Apple’s marketing strategies. For Apple, marketing is not pick and choose a field where they sell their products, but rather a tool used to manipulate perception of consumer, create that emotional bond to Apple and, to put it bluntly, build that aspirational lifestyle.
Apple’s marketing efforts lead to its financial success. Because the company has been consistently focused on high impact marketing campaigns, the products don’t just serve functional purposes but are cultural phenomena. As an example, the iPhone launched the smartphone business, not only because of its technical features, but because of the narrative of fiction and uniqueness of the iPhone (Nguyen et al., 2020).
[bookmark: _Toc185685252]Table 1 Apple’s Marketing Spend and Revenue
	Year
	Marketing Spend ($ Billion)
	Revenue ($ Billion)
	Marketing Spend as % of Revenue

	2020
	1.8
	274.5
	0.66%

	2021
	1.9
	365.8
	0.52%

	2022
	2.0
	394.3
	0.51%

	2023
	2.1
	450.0
	0.51%



Apple’s ability to harness consumer behaviour at its fingertips amplifies Apple’s marketing efforts because of its obsessive focus on just that. Within the company, it understands its audience which includes primarily tech savvy affluent people who like design, functionality, and good UX. This focus helps Apple to focus on the right audience and this is why the company advertises in a way which focuses on individual emotions rather than technical jargon. Unfortunately, there are challenges. The premium prices that Apple has relied on constrain its reach to developing markets that are controlled by cost sensitive customers. The company said it has tried to plug that hole in the market with, say, the iPhone SE, but in the long run it needs a broader strategy to break into such markets (Gleiss, Kohlhagen and Key Pousttchi, 2021). 
[bookmark: _Toc185686709]1.2 Macro and Micro Marketing Environment 
Apple’s marketing strategies have been highly successful because it possesses the ableness to adapt to both macro and microenvironmental factors. The shape of how Apple positions itself in global marketplace is shaped by its external and internal influences.
[bookmark: _Toc185686710]Macroenvironment: 
Apple’s marketing is very much impacted by economic fluctuations, technological breakthroughs, and the workings of society at large worldwide. Modest growth of Apple’s hot premium pricing strategy was hindered by economic trends, mainly inflation and currency fluctuations. But the firm has utilized its brand strength to document the force in a changing marketplace (Dariusz Grabara, 2021).
And the appeal of Apple continues to be based in technological innovation. Not only is the company known for releasing features that become the standards in the industry, but also nowadays it is also known for releasing features such as Face ID and MagSafe technology.
In Apple's marketing narratives environmental and social factors are gaining increasing prominence. Marketing campaigns such as “Better Choices” highlight these efforts, resonating with environmentally conscious consumers and enhancing the company’s reputation (Wan et al., 2021).
[bookmark: _Toc185686711]Microenvironment:
It is Apple’s internal ecosystem and the vertical integration internally that makes it stronger than its competition. It is not just about the products they make, but about how they seamlessly integrate the products alongside with software and services, all combining into a cohesive user experience for customers that the rivals struggle to match. They have a very much marketed ecosystem with campaigns engaging continuity from device to device, such as the ability to pass over calls or make the transition between iPhone, iPad, and MacBook if need be (Flaig, Kindström and Mikael Ottosson, 2021).
Nowadays, the tech industry is becoming more and more competitive. What’s worse is that rivals like Samsung and Google are matching Apple’s technological innovations while bringing these same products to market for less money. All of this has forced Apple to double down on its differentiation strategies, and defining its differentiating factors as quality, security and user privacy (Wang et al., 2021).
[bookmark: _Toc185686712]1.3 Segmentation by Target Markets
Therefore, segmentation and targeting in Apple’s approach are both strategic and precise. Through offering psychographic and behavioural factors, the company attracts individuals who support technology, design, and innovation. Apple’s segmentation strategy can be classified into three key categories:
1. High-Income Professionals: These are people who want premium devices and a lifestyle to go with them. However, Apple’s high-end products like the iPhone pro series and MacBook pro have been targeted to this segment of the market, as is evident from the company’s qualification of the products with such jargons.
2. Young Adults and Students: The iPhone SE, or MacBook Air—both products aimed at younger audiences who don’t have the funds to afford a flagship but still want an Apple ecosystem. Apple’s already attractive to this group, and educational discounts, student specific campaigns only serve to make it more so.
3. Creative Professionals: Designers, developers and content creators need high performance devices, so this segment also include them. Final Cut Pro and Logic Pro, which both run best on Mac, are an important part of Apple’s marketing geared toward this audience (Shi et al., 2022).
Apple’s segmentation strategies have worked very well, but there is still plenty of room to expand in emerging markets. It can expand its mid-range portfolio and tailor its marketing campaigns to meet every country’s preference to open new revenue streams and tap more targeted customer base.
[bookmark: _Toc185686713]1.4 Advertising and Media Selection
Apple’s marketing blends its use of traditional and digital platforms; it makes use of a multi-channel approach. But Apple is different because it uses these channels to tell such compelling storeys rather than push products (Guarda et al., 2021).
As social media goes, Instagram especially and YouTube also channel Apple’s reach. Campaigns like “Shot on iPhone” showcase user-generated content, blending authenticity with professional-grade storytelling. Not only does this strategy invite the existing users but also bring in new customers by showcasing the product’s functionality in real life.
Apple’s traditional media campaigns have been simplicity and emotional appeal. The iconic “1984” Super Bowl commercial remains a prime example of how Apple uses advertising to challenge norms and create a lasting impression (The effect of shopping channel (online vs offline) on consumer decision process and firm’s marketing strategy | Emerald Insight, 2020).
[bookmark: _Toc185686714]1.5 Measuring Success: Marketing KPIs
Apple evaluates its marketing success through a combination of quantitative and qualitative metrics. Key Performance Indicators (KPIs) such as brand value, customer retention rates, and sales growth provide insights into the effectiveness of its campaigns.
In 2023, Apple was ranked the world’s most valuable brand, with an estimated brand value of $355 billion. This achievement underscores the efficacy of Apple’s marketing strategies in maintaining its status as a global leader. Furthermore, Apple’s customer retention rate of 94% highlights the loyalty of its user base, driven largely by the cohesive and integrated ecosystem promoted in its marketing campaigns (Salah Bouktif, Fiaz and Awad, 2020).

[bookmark: _Toc185685253]Table 2 Key Metrics
	Metric
	2021
	2022
	2023

	Brand Value ($ Billion)
	263
	281
	355

	iPhone Sales ($ Billion)
	192
	205
	211

	Customer Retention (%)
	92
	93
	94



Apple also uses the platform to track the engagement metrics across Apple’s digital platforms. Campaigns like “Shot on iPhone” consistently garner millions of views and interactions, reflecting the company’s ability to captivate and sustain audience interest. The metrics of these two metrics inform a future marketing strategy of Apple to align with consumer expectations.
[bookmark: _Toc185686715]1.6 Challenges and Recommendations 
Although Apple’s marketing campaigns have been successful, the ways that Apple has done so have their own constraints. The lack of accessibility to the company is largely determined by the fact that it relies on premiums pricing, particularly in the emerging markets. Also, although its sustainability initiatives are laudable, they do need to expand further and more urgently to deal with environment concerns at a growing scale (Google Books, 2020). 
To overcome these challenges, Apple could consider the following: 
1. Affordability: The Next vision 600 will be introduced to more mid-range products specifically designed for price sensitive markets. 
2. Localized Campaigns: Making sense of the culture and preferences of the region where you plan to do business or where you manufacture a product. 
3. Sustainability Leadership: Improve the information about environmental performance reporting and create more sustainability (Google Books, 2024). 
Addressing these head on allows Apple to further solidify its place in the marketplace and gain lasting growth in a more crowded environment.
[bookmark: _Toc185685254]Table 3 Smartphone Market Share (2023)
	Company
	Market Share (%)

	Apple
	23.1

	Samsung
	19.6

	Xiaomi
	12.8



[bookmark: _Toc185686716][bookmark: _Hlk185857067]2. Evaluating the Effectiveness of Apple’s Digital Marketing Strategies
[bookmark: _Toc185686717]2.1 Digital Marketing as a Core Pillar
Apple is tremendously successful at reaching its far-flung audience globally thanks to its digital marketing strategy. Since the shift from traditional to digital marketing, it’s given Apple an opportunity to invent ways to attract and retain its audience while maintaining Apple’s image as elegant and exclusive. Social media, email marketing, search engine optimization (SEO), and influencer collaborations were a huge part of Apple’s digital storey (Yan et al., 2020).
One of Apple’s standout digital campaigns is “Shot on iPhone.” User generated content is used with this campaign to showcase the superior camera quality of iPhones. In 2023, the hashtag #ShotOniPhone garnered over 24 million mentions on Instagram, demonstrating its success in generating organic engagement. But the campaign has also helped push sales of newer iPhone models up by 20% year on year, measurably driving revenue for Apple (Sibel Sozuer et al., 2020).
[bookmark: _Toc185686718]2.2 Key Digital Platforms Performance Metrics
Apple utilises digital platforms based on data centric approach thanks to which it can track performance metrics and make strategic refinements in a constant way. Below are insights into some key platforms:
[bookmark: _Toc185686719]Social Media:
The use of platforms like Instagram, Twitter and YouTube by Apple have helped it become a showstopper in front of the sleepers of the world. As of 2023:
· Instagram: 7.8% average engagement rate — 30 million followers.
· Twitter: With over 1 million mentions annually, having 10 million followers.
· YouTube: In 2023, Apple delivered 2 billion channel views, largely for high quality product videos and event livestreams.
Impact:
Targeted advertising and visually appealing content increased Apple’s conversion rate as a result of their digital ads on Instagram – 25% higher than traditional media, according to marketing company Webedit UK.
[bookmark: _Toc185686720]Email Marketing:
The open rate of Apple’s email marketing campaigns comes at 46%, which is significantly higher than the average open for email marketers, which stands at 21%. These impressive results are thanks mainly to personalised recommendations, product updates and exclusive offers (Vasylieva et al., 2021).
Impact:
Apple outspends on email marketing and generates revenue per dollar spent on email marketing of $38, making it one of the most cost-effective channels of Apple (Su et al., 2021).
[bookmark: _Toc185686721]Search Engine Optimization (SEO):
Apple ranks consistently on the first page for competitive keywords like “smartphones,” “tablets,” and “best laptops,” owing to robust SEO practices (Geradin and Dimitrios Katsifis, 2021).
Impact:
About 25% of Apple’s website visits are driven by organic search traffic organically and directly correlating to sales.
[bookmark: _Toc185686722]2.3 Data driven and Personalised Strategies
Of all, the one thing Apple is good at is using data analytics to build personalised marketing experiences. For example, when you’re on the Apple Music platform they use machine learning to predict which songs are good to pair with based on your tastes. and we have seen a 30% increase in user retention for the service through this personalisation (de Jong et al., 2021).
In addition, data information about the user behaviour, preference, and purchasing patterns are the source of Apple’s targeted ads on the platforms like Facebook and Google. With a clickthrough rate (CTR) of 8%, our ads are far outperforming the average of 2%.
[bookmark: _Toc185686723]Case Study: The iPhone 14 Launch Campaign
As a prime example of Apple’s data driven marketing success, the launch campaign for the 2022 iPhone 14 was brought to life. Key statistics include:
· Ad Reach: Largely over 500 million people globally.
· Conversion Rate: Pre-orders generate $4 billion with 12% in the first week.
· Campaign ROI: $6.5 for every $1 spent.
[bookmark: _Toc185686724]2.4 Digital Campaigns and Engagement Strategies
Apple puts its digital marketing to work to engage and bring audience closer to its brand. Two notable campaigns include:
[bookmark: _Toc185686725]The “Privacy on iPhone” Campaign:
Apple’s pledge to user privacy, central to today’s digital world, was the key message of this campaign. It ran targeted ads elsewhere on YouTube and on Instagram, explaining the iPhone’s own unique privacy features (Awan et al., 2021).
· Result: Apple’s campaign reached 75% of users polled who reported gaining more confidence in Apple’s data security policies and even 40 million views.
[bookmark: _Toc185686726]The “Apple Arcade Free Trial” Campaign:
Apple launched a free trial of gaming subscription service to hook new device users. Social media and Apple’s website were placed with digital ads and personalised email invites were sent.
· Result: Within three months the campaign delivered 5 million new subscribers and a 60% conversion rate to paid subscriptions.
[bookmark: _Toc185686727]2.5 Challenges & Opportunities
Effective as Apple’s digital marketing efforts may be, they are at middle of the consumer ad buying cycle, while ad competition is growing, and consumer expectations are changing. Ad blocking software has only pushed online ads further into the background, forcing new concepts for how to maintain audience engagement (International mobile marketing: a satisfactory concept for companies and users in times of pandemic | Emerald Insight, 2021).
Additionally, Apple has such strict privacy policies, it cannot collect much of its user data for marketing use. The paradox this creates is that Apple must straddle reliably delivering personalised advertising to users while ensuring their privacy (Emerald Insight, 2020).
Recommendations:
1. Augmented Reality (AR): AR experiences could be integrated into the Apple campaigns and then allow users to interact with the product virtually.
2. Localized Content: An important opportunity would be to create region specific campaigns making Apple inaugurated in emerging markets with relative ease.
3. Subscription Bundling: This could further help drive cross service engagement by offering bundled subscription of Apple Music, Arcade and TV+.
[bookmark: _Toc185686728]2.6 Digital marketing future outlook:
With Apple as a trail blazer, it’s food for thought that yet more innovation is on the way regarding Apple’s digital marketing strategies. Visualising the entire customer lifecycle tempts us to invest further in resources for bringing artificial intelligence (AI) and machine learning to personalise the offering to deliver even more targeted and effective campaigns. Additionally, the increasing use of 5G technology is going to provide ways for immersive marketing experiences like live streamed product launch and interactive ads (Adıgüzel, 2020).
Finally, due to all this data, Apple is and will be at the top of the tech industry. The company remains equipped for the digital age by being continually able to adapt to the advances in technology and preferences of a digital consumer.
[bookmark: _Toc185686729]3. Recommendations for Improving Apple’s Digital Marketing Strategy
[bookmark: _Toc185686730]3.1 Introduction to Recommendations
Having found so much success in terms of global digital marketing strategies, Apple has opportunities to improve to continue growing, especially as the market becomes more competitive and demands more, meaning digital first. Consisting of recommendations based on results of Evaluating the Effectiveness of Apple’s Digital Marketing Strategies and aimed at advancing Apple’s marketing via employing emerging technologies, raising utilisation of data, and sharpening customer engagement opportunities, this section follows (Shen et al., 2020).
[bookmark: _Toc185686731]3.2 Advancing Personalization by leveraging next generation AI and Machine Learning
Building personalization into the bedrock of personal products and services has been, well, foundational for Apple. However, their digital marketing campaigns can incorporate even more integrated advanced AI and machine learning into their correspondences to increase the experience as well as the audiences (Wood et al., 2021).
Recommendation:
This is the time that Apple should invest in the predictive analytics to predict better what customers will do and need before, thereby improving personalization on sites like, email marketing, social media campaigns and product recommendations. For example, predictive analytics could enable Apple to identify which types of content or product features are resonating best with different market segments before a product goes to market so more personalised pre-launch marketing could be planned (Baber et al., 2020).
Data Insight:
The first McKinsey study that found two things: 
1) businesses using predictive analytics could increase customer satisfaction by 20%-30%, 
and at the same time 
2)  that can lead to up to 15% increase in revenue. This approach can be applied on Apple’s marketing strategy wherein conversion rates will increase ten folds and extend customer loyalty.
[image: If you are afraid of butter, use cream! | by Natasha Swart | Medium]
[bookmark: _Toc185686150]Figure 1 SOSTAC Model

[bookmark: _Toc185686732]3.3 Augmented Reality expanding use for interactive experiences
Apple is still trending into the innovation front, and so it’s natural digital marketing strategy for Augmented Reality (AR). But Apple’s AR capabilities with iPhone and iPad have greater opportunity to be strategically applied in campaigns to provide virtual product trials and superior experiences for potential customers (Budiono et al., 2021).
Recommendation:
For example, AR enabled ads or interactive experiences where people can visualise how new devices like the iPhone or Apple Watch would look in their hand or home. Apple could also release AR based tutorials and guides teaching customers how to use new features on their Apple products or incorporate their Apple products into their daily lives (Baber et al., 2020).

Data Insight:
According to a Deloitte survey in 2023 it was found that 68% of customers are more likely to make a purchase after using a brand’s AR feature. In addition, 53% of consumers expressed they will use AR experiences to explore and test products, emphasising how brands can leverage AR to inform future campaigns from Apple.
[bookmark: _Toc185686733]3.4 Ways Using Video Content for Higher Engagement
Over 2 billion views have been tallied on Apple’s YouTube channel, but video content also represents a potential means of marketing through which to expand. It is no secret that video marketing gets very high engagement levels, and Apple could enhance these greatly not only with traditional product demonstration type videos but to also use it as a way to build brands.
Recommendation:
Apple must certainly put more effort into offering short form video content across social media, platforms – TikTok, Instagram Reels and YouTube Shorts. It should be no surprise that these platforms have gained serious popularity, mostly among the younger generations who are essential to Apple’s future market growth. Tutorials, sneak peeks into product launches and even behind the scenes glimpses into Apple’s innovate process could be presented in short form content (Gleiss, Kohlhagen and Key Pousttchi, 2021).
Data Insight:
A 2023 study by Wyzowl found that 84% of consumers have been persuaded to buy a product or service based on a brand’s video. Also, short video form on TikTok has an average engagement rate of 18%, as compared to 2%-3% of the other formats such as static images or blog post. And by increasing their video content focus, Apple can increase engagement and conversions (Zhang et al., 2023).
3.5 Capitalizing on Emerging Markets and Regional Marketing
Apple’s undeniable global reach doesn’t translate to dominance elsewhere. There exists obvious growth potential for expanding Apple’s digital marketing strategies to emerging markets including Southeast Asia, Africa, and Latin America (Behzad Esmaeilian et al., 2021).
Recommendation:
Based on Apple’s goals with localization, localised digital marketing campaigns tailored to the cultural and economic realities of each nation should be the company’s focus. Through using social media influencers, local celebrity endorsement and region-specific content Apple can develop deeper and deeper emotional tie with new customers.
Data Insight:
By 2025, Statista reports, smartphones sales are expected to reach 70% of global sales in emerging markets. Furthermore, 48% of global mobile users of these regions use mobile to access their primary online content, making mobile first marketing strategies are necessary for these regions. Instead of investing in localised campaigns, Apple could dig its heels in these quickly growing markets and create a firmer grip.
[bookmark: _Toc185686734]3.6 On the theme of Sustainability and Corporate Social Responsibility (CSR)
Consumers, increasingly Gen Z and Millennials, are coming to expect brands to align with sustainability and social responsibility to influence their purchasing decisions. But Apple has made a lot of progress in these areas and could do more with how it promotes its sustainability roots (Theyazn H. H. Aldhyani and Alzahrani, 2022).
Recommendation:
Apple should commit more money to marketing its commitment to green production and recycling programmes, as well as renewable investments. Digital campaigns might branch out into how these initiatives impact the consumer, teaching them about the company's efforts to cut its carbon footprint and encourage eco-friendly alternatives (Rollins et al., 2023).
Data Insight:
Yet 66% of global consumers are willing to pay more for products from environmentally responsible brands, according to a 2023 Nielsen survey. The potential for Apple to help capture a growing segment of conscious consumers, by emphasising its sustainability efforts, is shown in this statistic (Zhang et al., 2021).
[bookmark: _Toc185686735]3.7 How loyalty programmes can enhance customer engagement
Apple has a strong ecosystem, but there is an opportunity to increase customer lifetime value (CLV) by enhancing their loyalty programme offer. One thing that Apple is not doing currently is building loyalty programmes around the Apple Card and services, which there is a real opportunity to extend into the physical retail space (Muhammad Sohaib, Mlynarski and Wu, 2022).
Recommendation:
A more all-encompassing Apple Loyalty Programme could be introduced by Apple which would offer rewards in trade ins as well as for services and high-volume purchases. In fact, this programme could consist of offers belonging to the self and early access to new products, as well as points redeemable for Apple services. If Apple integrated this programme as part of the Apple Store app and other Apple digital platforms, the company could reward them for repeat purchases and increase loyalty on the company platform (Stocchi et al., 2021).
Data Insight:
And loyalty programmes will return 5%-10% percent in increase in revenue on an annual basis. An example highlighting how impactful a well formatted loyalty programme can be, is the revenue of Starbucks' loyalty programme comes at 41%, which represents the importance of a well-structured loyalty programme in consumer retention and lifetime value.
[bookmark: _Toc185686736]Conclusion
Apple Inc has quickly become the leader of the consumer technology world through innovations and smart marketing. Turns out, their ability to position a premium, aspirational brand identity meant they have a loyal customer base, one bludgeoned by a combination of high-quality products, high quality storytelling and a high-quality user experience. Overall, Apple has been somewhat successful, but faces innumerable obstacles, one of which is market saturation, another is the threat of competition, and a third is the obligation to change in response to changing macro and microeconomic conditions.
However, the company’s premium pricing strategy successfully maintains the brand exclusivity, it is constrained in capturing markets with price sensitive and growing economies. Furthermore, potential marketing opportunities for Apple have not been fully exploited in these regions, as competitors are beginning to market cheaper solutions.
Despite Apple’s marketing successes, the company has not done too well at overcoming the shortcomings. Apple should continue to differentiate, promote brand loyalty, and gain from first mover advantage; however, their market penetration in emerging economies and sustainability practises should be more aggressive. Instead, Apple can become an industry leader by expanding its reach to encompass broader consumer segments and shines light on its commitment to sustainability.
[bookmark: _Toc185686737]Recommendations
1. Broaden Market Reach: The pricing strategy of Apple in emerging markets should be reviewed; and it should offer larger proportion of its products at more affordable prices to attract more price sensitive customers. It could involve introducing lower cost versions of existing products or moving to mid-tier product categories.
2. Sustainability Initiatives: Instead, Apple should use its marketing campaigns more strongly to promote sustainability as part of its company. The company can attract environmentally conscious consumers in its attempts at becoming carbon neutral if it focuses on eco-friendly materials of its products, energy efficiency and commitments to eco responsible products or carbon neutral products.
3. Enhance Digital Marketing: In addition, it’s time for Apple to fully invest in targeted digital campaigns that use the emerging technology of artificial intelligence to personalise marketing and bring new audiences to social media, SEO and influencer partnerships.
4. Localized Campaigns: The marketing efforts of Apple should be region specific by developing campaigns in regions that are sensitive to local cultural affinity.
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