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[bookmark: _Toc502361792]Abstract
In the modern days the companies do not restrict operations to local or national level. The organizations have started trading internationally thereby offering products and services to the population worldwide. This has not only increased the number of customers towards the companies but it has also increased the level of competition among the organizations operating within specific industries worldwide. There are various organizations both large and small offering same products and services to the customers. The customers can choose the products or services which rightly fulfils their needs and demands. Due to insignificant switching cost from one company to another the unsatisfied customers easily switch to different brands if they are not satisfied with the products or services of the current brand (Kotler, 2012). The organizations are in constant fear of losing their long term customers and thereby reducing the rate of sales of the products and services of the company. The main reason behind losing customers is the low level of satisfaction of the customers with the products and services of the company. The companies operating in the modern era in hence focused on improving the level of customer satisfaction. The organizations focus on implementing various strategies and actions in order to improve the level of satisfaction of the customers as well as ensuring smooth customer’s end to end journey. There are several challenges which are faced by the companies operating in the modern world like the changing business environment, high level of competition, managing reputation, etc. and to overcome such challenges the organization aims at placing together marketing strategies and differentiated value proposition to achieve sustainability. This report critically analysing the ways in which Apple Inc. creates innovative marketing strategies to raise awareness of the brand and manage the customers end to end journey efficiently with the help of various communication channels to ensure that the expectations, needs and demands of the current as well as future stakeholders are met efficiently. A number of journals and articles have been referred to develop a reliable and justified report. 
[bookmark: _Toc502361793]Introduction
[bookmark: _Toc502361794]Company overview
Apple Inc. is one of the most popular technological companies, which is headquartered in California, United States of America. The Company has been established in the year 1976 as Apple Computer Company and later changed into Apple computer Inc. the company was founded by Steve Jobs, Ronald Wayne and Steve Wozniak. It has employed approximately 123,000 employees worldwide and the revenue earned by the company is US$229.234 billion in the year 2017. The company develops hardware products like smart phones, tablets, personal computers, laptops, media player, watches, television, etc. and the company also develops software like iOS, MacOS, itunes, web browser, etc. It has been earned immense popularity and reputation in the US market as well as the new markets in which it has been operating over the years. 
[bookmark: _Toc502361795]Brand marketing strategy of Apple Inc. (4P marketing mix)
Marketing mix is one of the most important components of marketing which helps in placing the products and services in an efficient manner so as to attract a large population of potential customers towards the products and services of the company. Marketing mix is the process of combining different factors of marketing which influences the buying behaviour of the potential customer and developing desire among the potential customers to purchase the products or services of the company. The marketing mix which helps in strengthening brand of Apple Inc. is as follows:
Product: Apple Inc. develops a wide variety of electronic goods which are required by the people on a regular basis. The company ensures that they offer superior quality of products and services so that the customers are highly satisfied with the products and services of the company. The Company develops one iPhone every year with improvements in the latest model than the previous one so that the customers tend to purchase the new and creative invention of the Company. Apple Inc. develop light weighted, multi-coloured, sleek, water proof and attractive smart phones to attract the attention of the customers towards the iPhones developed by the company. The company ensures that latest features and applications are included with high security features to make the product distinct from that of the competitors of Apple Inc. 
Price: the company mainly targets the people with high income and occupational level. The prices of the iPhones are significantly higher than that of the competitors. The company follows ‘premium pricing strategy’. This is a practice of keeping the prices of the products or services of a company abnormally higher to encourage favourable or positive perceptions among the customers based on price. The high price of the iPhones depicts luxury and status. However, the company also follows the competitive pricing strategy where the company chooses to set the prices of the products in and around the prices set by the competitors of similar products. 
Place: this component of marketing mix is referred to the distribution channels adopted by the companies to ensure that the products and services of the company are easily accessed by the potential customers. Apple has a number of Apple stores in the markets in the countries in which it operates. The large number of stores across the globe helps the customers to view and purchase the products of the company easily. Apple Inc. is also indulged in e-commerce platforms which enable the customers to make a purchase of the smart phones through the e-commerce websites like Amazon, e bay, Flipkart, etc. In addition to these, the company also has its own website through which the customers can place an order to make a purchase of the products of the company. Presence of the company in both online and offline distribution channels helps the company to attract both online and well as offline customers thereby enhancing the level of satisfaction among the customers (Rawal, 2013). 
Promotion: the company ensures that they promote and advertise the products and services of the company efficiently so that they are able to reach a large number of people within a short span of time. The company indulges in advertising its products and services through offline print media like newspapers, hoardings, banners, leaflets, pamphlets, etc. but is more indulged in promoting the products through online channels like Facebook, Twitter, LinkedIn, etc. The company also puts up advertisements on television to attract more and more customers towards the company. 
[bookmark: _Toc502361796]Critical Success Factors (CSF) of Apple Inc.
The critical success factors are referred to as those factors which play a significant role in the success of the company. These factors help the companies to accomplish the goals and objectives of the company efficiently and within a specified period of time. The factors not only help in increasing the profitability of the company and ensure success but these factors also play an important role in increasing customer satisfaction to great extent. Some of the critical success factors of Apple Inc. are as follows:
· Technology: the company invests a lot of money to implement latest and new technologies which helps in improving the production process of the company. Apple Inc. implements latest technologies in its smart phone like voice recognition technology face detection lock, conversion of speech to text, etc. The company invests a huge amount of money in its research and development department so that the R&D is able to develop innovative and creative technologies, which can be implemented within the smart phones to improve its performance, and features. The company also ensures implementing technologies within the company for better inventory management, faster billing process, quicker response to customer complaints, etc. which helps in keeping the customers happy and satisfied. 
· Organizational structure: the company has a hierarchical structure but the management provides adequate power and authority to the employees. The management encourages the employees to participate in the decision making process. The upper level management is solely responsible for taking the final decision but after consultation with the lower level management and the employees. This helps in keeping the employees satisfied and they work with more and more efforts to develop superior quality of products and services of the company. This in turn helps in keeping the customers of the company happy and satisfied. 
· Branding: the company also ensures adequate branding policies to ensure that the company is able to manage its brand efficiently. Apple Inc. is looking forward towards celebrity endorsements to increase the brand value. Celebrity endorsement or promotion of the products of a company through the celebrities sets a perception among the customers that the celebrity also uses the product of the company for which it is advertising. The company also hosts or sponsors sports, music conferences, events , etc. which helps in increasing brand value to great extent (Norton and Pine, 2013).
· Design: the company initially focused on improving the product quality but not on the looks of the products. The company then started to develop smart phones which were highly designed and attractive which attracted several customers towards the company. the sleek and uncommon colour of the iPhones helps in attracting more and more customers and making the product unique from that of the competitors of the company like Samsung, HTC, Microsoft, etc. 
· Human resources: Apple Inc. hires skilled and talented employees so that they are able to perform the activities of the company efficiently and effectively. The company offers adequate compensation and benefits to their employees so that they work with more and more efforts thereby increasing the performance of the company. the fresh and talented employees are able to provide innovative and creative ideas which helps in development of new products and services with features which meets the needs of the customers. 
[bookmark: _Toc502361797]GAP model
The gap model has been an important framework for the customer satisfaction. There were five stages, which the customers need to be overlapped, and the organizations need to be meeting the customer expectations and the illustration has been given below
Gap 1: This is termed to be the distance which has been developed in between the customers expectations and the manager or the top management of Apple thinks about. It is important to consider the fact that the top management need to understand and evaluate the expectations and the perception of the customers towards the types of products they have been using it and introduced by Apple. For narrowing this gap the top management ended top be providing the internet survey of the products.
Gap 2: This is the gap which has been created between the perception of the management and the actual specification of the customer experience. The top management of Apple need to be defining the level of service they believe the customers should be needed in order to meet the actual expectations of the customers as well. The management perception may vary from the customer experience and the expectations so the manager of Apple need to be communicating with the needs and demands of the customers.
Gap 3: This is the gap which has been developed from the experience of the satisfaction to the delivery of the experience. In this gap the top management of Apple need to be audited the customer experience that the organizations currently delivering for making sure it should be living up to the expectations and the specification. 
Gap 4: This is the gap which has been developed between the delivery of the customer experience and what should be communicated to the customers. The organization like Apple should be provided to the customers or should be discussing the best case by raising the customer satisfaction level and harming the customer expectations. 
Gap 5: In this gap there has been the customer expectations and the perception of the customer experience of the service. The customer expectations have been shaped by the personal needs and demands and their past experiences for the products which has been delivered by Apple in the different parts of the world. 
[bookmark: _Toc502361798]End to end customer journey
The customers become associated with an organization once the customer realizes the need to purchase the product of the organization. once the need is recognized the customers journey begins. However, the journey does not end with the final purchase of the product from the company. The journey of the customer ends when the customers either wants to purchase the product again from the same brand for being satisfied after using the product or chooses a different brand for the same product in his or her purchase for not being totally satisfied with the product. Apple Inc. has earned a distinct position in the market as it has been able to provide a smooth and happy journey to the customers from the beginning till the end. The activities throughout the entire customer journey followed by Apple Inc are as follows: 
· Awareness: the company aims at making the population aware of the organization and its products and services. the company promotes the new product launches through various online as well as offline advertising channels like banners, hoardings, posters, social media, etc. the company also carries out promotional activities and events in shopping malls and public places to attract the attention of the people visiting the places. This efficiently helps in making the people aware of the products and services of the company.
· Comprehension: this is the step when the customers comprehend the quality and other features of the product of Apple Inc. Once the customers recognize the need for a product it ensures that they gather adequate information about the positive and negative features of the product. They collect the information from social media, company website, review of other customers, friends, family members, etc. Apple Inc. provides a wide range of iPhones of superior quality which ensures that the potential customers get positive and appropriate feedback for the smart phones. 
· Connectivity: this is the step in which the company connects to the potential customers of the company efficiently. The company indulges in appropriate customer engagement policies such that they remain engaged with the products and services of the company. The company uses the pay per click advertising technique in which they provide a lump sum amount of money to the company which puts up advertisements on different websites on behalf of the company. The company is paid as soon as the customers click on those advertisements. Apple Inc. also indulges in putting up pop up advertisements on different websites. As soon as a curious customer clicks on the advertisement a form opens up which is required to be filled up by the customers. The form includes personal details which helps the management of the company to contact the customers directly and provide the relevant information required by the customers.
· Desire: this is the step which ensures development of desire among the customers to purchase the product of the company finally. The company provides adequate details regarding the product like colour variants, benefits, durability, stock, availability, images of the product, etc. which helps in increasing the intention of the customers to make a purchase. The company develops efficient advertising content which helps in increasing desire among the customers as well as portrays the product to be better than that of the competitors of Apple Inc. 
· Purchase: Apple Inc. has been successful in developing a positive brand image in the market and hence the customers choose the brand to purchase smart phones. The company has earned immense goodwill on account of delivering superior quality of products to the customers which has helped the customer to make the final decision of purchasing the smart phone of Apple Inc. despite its high prices. The high brand image and reputation makes the decision making process of the customers much easier.
· Post purchase: if the customers are happy with the products of the company they tend to re purchase from Apple Inc. However, if the customers are not satisfied they easily switch to other brand s for better quality or cheaper price. However, it has been evident that the superior quality of the smart phones and large variants has helped in increasing repeat business for the company to great extent.
[bookmark: _Toc502361799]AIDA model
According to Wijaya (2015), AIDA model is one of the most popular marketing framework which has helped various organizations to increase their customer base as well as enhancing the level of customer satisfaction to great extent. The steps of AIDA followed and implemented by Apple Inc. are as follows:
· Attention: this step is used by Apple Inc. to attract the attention of the people towards the company and its products. The company has an attractive logo on every smart phone as well as other products of the company which attracts the attention of the customers towards the company. Apple Inc. also puts up banners and hoardings with digital displays to attract attention of the customers. Apple Inc. also has a catchy tagline which also helps in making the people align towards the brand (Baker, 2014).
· Interest: the company has attractive stores which are clean and surrounded with glass so that the people are able to have a look at the products while they pass a store. This makes the people curious and they finally end up visiting the store which increases the chance of conversion of a potential customer into a real customer. The company also highlights the latest features of the smart phones as well as the benefits that the customers would get from the brand that the products of the competitors (KellerandKotler, 2016). 
· Desire: this is the step in which the company aims at increasing desire among the customers to make a purchase of the products or services of a company. Apple Inc. puts attractive videos on YouTube which portrays the latest smart phone in an efficient manner. The company also puts up digital displays on the on the public places to attract the attention of the customers. Simultaneously Apple Inc. focuses on conducting appropriate market research so that the needs and demands of the customers are understood efficiently. This helps the company to develop iPhones and other products of the company which efficiently meets the needs and demands of the customers. 
· Action: this is referred to the process of making the buyers buy the products of the company. This is a vital step of the AIDA model wherein the company takes appropriate action to make sure that the customers make a purchase of the products and services of the company. Apple offers seasonal discounts, exchange offers, grand sales, etc. to align the customers towards making a purchase of products of the company. The company ensures that it offers superior quality of after sales support so the customers remain satisfied even after the company has made its sales. This helps in increasing repeat business of the company efficiently. The company also has a strong customer service department and the employees of the department offers adequate information to the customers so they are convinced to finally make a purchase of the desired product of the company (Armstrong et. al, 2015). 
[bookmark: _Toc502361800]Sustainable relationship with the stakeholders
Suppliers, customers, shareholders, investors, government, community and employees are some of the most important stakeholders of Apple Inc. the company ensures that they develop good and happy relationship with their stakeholders so that they are able to perform efficiently within the organization. The company focuses on ensuring that they provide adequate compensation and training to the employees so that they are able to perform their tasks efficiently within the organization and their needs are met with the salary that they get from the company. The motivated employees perform in an efficient manner and develop products and services which in turn keep the customers happy and satisfied. The satisfied customers prefer Apple Inc. over the competitors on account of the good quality of products and services of the company. Apple also ensures that they offer good dividends or a part of their profit to the shareholders to keep them happy and satisfied as well. On the other hand the company focuses on making profits every year and increasing the rate of sales of the company so that it is able to attract more and more investors toward the company. Similarly, Apple Inc. abide by all the rules, regulations and laws formulated by the government so that they remain in the good books of the government and do not face penalty or shutdown of the company. The company uses sustainable and eco-friendly methods of production which does not pollute the air beyond the specified limits which helps in keeping the community in which it operates happy and satisfied. 
[bookmark: _Toc502361801]Conclusion
From the study, it has been evident that Apple need to be developing effective and efficient marketing systems and strategies in order to develop and sustain the brand. It is also concluded that the customer satisfaction level has been kept at the best level which results in improving the performance of Apple within the business environment it operates (Armstrong et al, 2014). It is also evident that Apple has been involved in the development of the innovative marketing strategies in order to gain sustainable competitive advantage within the electronics industry it operates as well. 
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