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The assignment will be conducted upon the organization of Apple Inc, the US based multinational technology company. Apple Inc is seen to be enjoying a major reputation in the global market and is considered to be the organization serving to the needs of the niche customer segments. The organization has a high reputation in excelling the overall designing and developing as well as selling of high quality consumer electronics with addition to offerings such as the cloud services, and computer software. Considering the products and services Apple has a name in the global market for their lines of IPads, Matchbooks, IPhones, IPods and other accessories such as Smart TV and Smart watches. The organization has been in the limelight in recent times for launching of their products IPhone 8 and IPhone X. This new products in the market is expected to cater to the needs of the customer segments by offering of unmatched product quality, specifications and build in the high end Smartphone segments (Baker, 2014). The products and services are expected to create a high buzz and offer the organization of Apple with a high market advantage over their concerned competitors such as Samsung, LG and others. Considering the premium pricing implemented by Apple, the organization is expected to target the niche segments in the global market with their new products and services. The report will analyze in details the innovative branding strategies or initiatives that must be implemented by Apple for generation of a greater brand awareness along with managing the customer end to end journey and the customer services so that high customer values and delivered. 
[bookmark: _Toc499903135]Brand Marketing Strategies
Considering the aspect of brand marketing strategy, Apple must give priority in positioning if the products and services newly introduced to the global market. To achieve this the successful implementation of marketing mix by the organization. Through this the products can be easily positioned into the customer segments that the organization want to target.

                                                      Fig: Marketing Mix
The detailed explanation of the marketing mix has been showcased below;
Product
Apple effectively focuses upon analyzing the consuming trends or patterns of their targeted market efficiently. This is done by conduction of a detailed and precise market research. In context of the current market patterns and trends, the smart phones with high end cameras have the highest buzz across the global markets. Apple documented this market opening and introduced the products of IPhone 8 and IPhone X that are accepted to respond to the requirements of modern day buyers or customers (Best, 2013). Keeping and documenting the camera characteristic in mind, elevated originality and technology was seen to be used by the organization to deliver exceptional camera performances by the newly launched smart phones that can offer higher customer satisfaction. In addition, the use if advanced build, OS, and other specification has made the IPhone 8 and IPhone X among the top desirable smart phones of today’s age. This can prove to be of high advantage for Apple in relation to their marketing and promotional activities. 
Price
Considering the perspective of pricing, the products of IPhone 8 and IPhone X have a premium pricing tag. However this specific pricing is justified by the underlying quality and top notch specifications offered by Apple. In addition, high pricing also ensures that higher value of money is delivered to the customers. This makes the products of Apple distinguishable from other products available in the market. This strategy of delivering higher quality products at premium pricing can help the organization to attract the attentions of their niche segments of buyers in the market, resulting in successful branding and marketing. 
Place
In order to successfully market and position their products of IPhone 8 and IPhone X, Apple focuses upon making their products easily available in the market. The offerings of both online retail as well as offline retail purchasing help the customers to have proper access to the products and services delivered by Apple. The offline retail stores are setup at convenient locations for ease of access. In addition the availability of enriched supply chain and the distribution networks can help Apple in maintenance of the demands and supply in the market (Peter, 2011). 
Promotion
In order to achieve higher success in positioning and brand marketing of IPhone 8 and IPhone X, Apple needs to focus upon formulation of higher and well prepared promotional approaches and strategies. This can help in promotion of the new products successfully across the global markets of their business operations and activities. In this context the approaches that must be employed by the organization has been discussed below;
Traditional Marketing Approaches
The print media use and the use of television is extensively done by Apple, so as to successfully promote the products of IPhone 8 and IPhone X in the global market. In this background, the corporation is observed to be involved in printing and headline advertisements in the various newspapers, the specific consumer and the business articles and magazines, and journals. Apple also develops ground-breaking advertisement and promotional campaigns illuminating the product description, stipulation and benefits and are seen to be effectively aired by the TV channels. This helps to market and promote the specific products among the targeted segments of customers in the global market. 


Digital Marketing Approaches
With the growth and development of digital and internet technology, digital media has emerged to be among the major marketing channels with high success rates. Therefore the organization of Apple has continuously focus on making the proper usage and applications of the digital marketing approaches so that successful branding can be developed thereby boosting the marketing and promotional success of the products of IPhone 8 and IPhone X. In this setting, the usage and application of the methods of digital marketing can help Apple to achieve higher success in brand marketing and promotions in their concerned market of business operations and activities. The approaches of digital marketing implemented by Apple have been explained as below;
Social Media Marketing
The organization is seen to be highly emphasized upon utilization of social media to the optimum possible level for higher success in marketing and promotions of the products and services. This helps the organization to have proper access to the different creative and advanced platforms for marketing and promotions. This can help Apple to ensure the success in brand and product marketing in relation to IPhone 8 and IPhone X. The different social media platforms utilized by the organization of Apple have been discussed as below;
Facebook: Using of Facebook for serving the purpose of  brand promotions and marketing, aids Apple in being effective and proactive in marketing and promoting the products of IPhone 8 and IPhone X among a wide customer segments using the platform. These segments of the customers are seen to be representing the higher demographic blends when compared against other platforms on social media. This platform can also utilize in developing of longer termed customer or buyer relations. This can largely offer Apple high advantageous or edge considering the attainment of enhanced awareness of the brand across global markets resulting in better marketing success of IPhone 8 and IPhone X. 
Twitter: Through the correct use of Twitter, Apple has the benefit of making their posts and updates viral in the social media through shares and tweets. This can help the organization in offering if major product updates, that has been newly launched or introduced in the global market (Chaffey, 2012). This can help in achieving of high brand awareness success. By increasing their follower number Apple can reach out to more customers across the globe and generating a product awareness regarding IPhone 8 and IPhone X. 
Instagram: By using Instagram for sharing photos Apple can achieve a high success in marketing and branding of their products and services in the global market. Relevant product photos along with events can be shared to keep the buzz regarding the products newly introduced or launched in the market. 
You Tube: Apple is also seen to be employing the platform of You Tube for marketing and branding of the introduced products of IPhone 8 and IPhone X. Relevant product and campaign videos can be uploaded and shared through You Tube for better promotional and marketing success. In addition, short films or photo contexts can also be organized specifying the enhanced features of the cameras resulting in better branding of the product in the global marketplace. 
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In relative to the sky-scraping contest and competition faced by the organization, in across global markets from the likes of HTC, LG, Samsung, and others, the alignment of critical success factors or parameters can assist Apple, in higher business sustainability in the global markets. Such dynamics are observed to efficiently include the rudiments of market attainment, competencies, product feature, competitive potential and resources. 
The key critical success factors that facilitate in distancing Apple from the concerned competitors in global markets have been elucidated in facts as below;
Research and Development: 
The availability of the advanced research and development (R&D) ability and activities commenced by Apple Inc effectively are seeing to be distancing them from the concerned market competitors. In adding the respective organization also get hold of advanced sets of technologies for making stronger their overall research and development (R&D) activities (Wilson, 2012). 
Innovative Processes: 
Apple is observed to access and develop a highly innovative and creative product lines or categories. In this background the higher levels and potentials  of innovation and creativity coupled with product lines or product categories depth, is observed to be setting Apple away from their other specific market competitors and rivals. The in general game altering innovations employed by the organization include the , IPhone, iTunes, Apple Store in addition to the facilitation of the Application Exchanges. These thereby offer the respective organization through high competitive benefits in the concerned markets. 
Differentiation and Advertisements: 
Apple is seen to be enjoying significant amount of recognition in the market and is popular among the customer segments for offering of well differentiated as well as innovative promotions and advertisements. In this setting, better levels of creativity or innovation, results in better brand marketing for Apple. a high market recognition for their high end and innovative and differentiated advertisements and promotions. 
Brand Recognition and Brand Image:
 In relative to brand Apple’s brand name, identity or image, the organization is capable of achieving a well sustainable as well as competitive market position across the globe. This in turn delivers the respective company with usual competitive gain or edge over their contestants or rivals in markets across the globe (Wilson, 2012). 
Distribution Network: 
Additional to the over identified and determined critical success factors, Apple as a  company is also extremely capable in conditions of having appropriate right of entry to the exceedingly orderly and planned retail and distribution channels and networks. This enables the organization in responding to the requirements of buyers along with enabling the better product availability in the market. The overall product distribution is usually done through direct selling, retail stores, , online stores other specific sellers and retailers. 

                                Fig: Critical Success Factors (source: self)
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Apple has been recognized to be effective in management of the customer end to end journey to ensure that the customer satisfaction levels are properly met. For this purpose the different kinds of strategies that has been employed by the organization has been explained as below;
Developing Channel: Apple has been well competent towards development of their individual line of retail stores across the global markets. This in turn enables the organization in development of a proper environment that can help in delivering of the best possible services to the customers in the market. This enables the organization in obtaining a global footprint in the relevant industry (Wilson, 2012). 
Designing of Environment: The retail strategy adopted by the organization of Apple has enabled the organization in building one of the recognized brands in the global market. In this context, the stores of Apple has been well equipped to serve the needs and purposes of the customers and offer them with a highly comfortable environment that can offer the customers with better experiences and services so that their satisfaction levels are properly fulfilled. 
High Quality Control: The quality of the products and services offered by Apple are maintained to the highest possible levels. This is possible due to the integration of the customers at the core of respective business model. To ensure the achievement of higher levels of customer satisfaction, Apple follows a strict and stringent quality control so as to allow better user experiences for the customers or buyers in the concerned market. The use of technology, designing and elements and the specifications offered are of he highest possible quality offering better customer satisfaction (Youngran, 2017).
Customer Service: The customer end to end journey is seen to be properly managed and maintained by the organization of Apple through offering of highly unique customer support, services and facilities. In addition, the post purchasing support and services offered by the organization is seen to cater to the high satisfaction level of the customers thereby facilitating the enhancement of the customer satisfaction levels. 
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The organization of Apple is seen to be constantly focused upon improving their customer services and facilities for better customer satisfaction. For this specific purpose  the organization implements GAP service model to identify the service gaps or differences and rectifying them for better customer services that are USP for Apple. The use of the GAP model has been discussed below;
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                                                                 Fig: GAP Model
The key main service gaps as recognized by the GAP model in background of Apple is discussed below;

Gap 1: 
This specific gap is seen to arise due to the active differences in expectations of customer and the insight of the respective managers in the direction of customer expectations. For addressing the gap Apple must need to emphasize on conducting and initiating detailed market researches or survey so that actual customer service requirements are determined.
 Gap 2: 
This precise gap relate to specific gap active amid the definite stipulation concerning customer experience and awareness of management. Considering this background, Apple responds to the gap through making sure this precise customer support and services are effectively offered for delivering of the overall brand standards and the promise (Wilson, 2012). 
Gap 3: 
This gap particularly exists among the deliverance of the definite customer experiences and the specifications for the experiences. For the purpose of addressing of this specific gap the organization can audit the current experiences of the customers so as to help in offering of higher levels of customer experiences and the support so that the expected specification and the quality levels are properly matched and correlated (Jahanshani, 2014). 
Gap 4: 
This is basically the overall gap existing due to the differences in regards to the delivery of the customer experiences to that effectively communicated and marketed to the buyers or customer groups. For active prevention of occurrence of such a service gap or issue, the organization is seen to be refraining from the key exaggerations regarding the offering if services and products along with marketing them with actual and precise information and refrain from harming or negatively influencing the customer perceptions.




Gap 5: 
The final service gap is said to occur due to the existing differences between the perception among customers regarding the experiences with that of customer expectations in regards to the products and services. This Gap is addressed through the initiation of the transactional surveys and research in proper routine after the support and services have been offered to customers for assessing customer perceptions in direction of the delivered services. 
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The successful branding and promotions of the services and products is seen to be largely dependent upon the correct use of the AIDA model can be employed by Apple. This can help the organization in spreading of better awareness regarding the products of IPhone 8 and IPhone X that can assist in enhancing or boosting the sales of the launched products or services in the market. The implementation of this particular model also benefits Apple in improving their sales along with the brand awareness and brand equity in concerned global markets. The implementation of AIDA framework or model will be explained below;
Attention:
In this phase Apple must attract the buyers or the customer attentions. Apple is seen to potentially influence the buyer attention towards the products offered by innovative as well as creative approaches to marketing. This is done by the organization through effective use and integration of the social media platforms. Thus Apple benefits from attracting better and improved customer attention across the global markets (Rawal, 2013). 
Interests:
This stage, relates to the engagement of Apple with customers for generation of better products and services interests, such as IPhone 8 and IPhone X so that higher customer interests can be generated. This is seen to be achieved through enhanced customer interactions and communications by the use of social media. The using of social media helps the organization in establishing of better customer connections that helps them to keep the buzz regarding the products alive in the concerned market segments. This can help in obtaining of better success in context of promotions and marketing of the new services and products. 
Desires:
In this specific stage, Apple inc  is seen to be creating better desires amidst the customers and the buyer segments that can motivate the buyers in making valid purchases from the respective brand of Apple. This is achieved or obtained by the organization through effective categorization of the product categories and lines sincerely so as to fulfil the overall customer expectations. 
Action:
Considering this phase, AIDA model helps Apple in focusing on influencing as well as motivating the respective buyers towards transforming the purchase desires into specific actions. The organization wishes to achieve this through offering of advanced benefits that includes the ITunes subscriptions for free of cost, in addition to loyalty programs and benefits that can help in triggering of the improved motivational; level amongst the buyers. Exchange offers are also offered that can motivate customers in buying the new products of IPhone 8 and IPhone X.  
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                                                          Fig: AIDA Model
[bookmark: _Toc499903140]

Sustainability in Stakeholder Relations 
Considering the competition existing in the global marketplace, business sustainability can be achieved through management of the stakeholder relations. Thus the organization strives to cater to the stakeholder needs and fulfil the roles or responsibilities that they have for their stakeholders. The sustainability of the relations with the stakeholders can be explained in further details as below;
Customers: Apple is seen to be offering superior customer expediency by the likes of enhanced products beside with the improvement towards improved customer facilities, support and services. In adding, superior customer communication and the interaction also facilitates the organization for longer termed relations with the customers.
Suppliers: Apple maintains the reliability of the supplier network by offering them with proper payments and maintaining of long lasting relations. This helps in better demand and supply chain networks resulting in business development.
Employees: 
Employees are the essential part of Apple and are the key stakeholders. Considering this specific setting, Apple significantly provides their employees and staffs with all the basic needs, opportunities for innovation, benefits, incentives career growth and development opportunities. This in turn benefits the organization from better employee relation rates and improving the better employee performance rates or outputs at work. 
Investors and Creditors: 
Apple allows the concerned investors or creditors to be entitled towards accessing top level financial data or information in addition to timely returns on investments. This assists in development of, proper relations that help in fostering of better future opportunities in terms of investments and growth.  

Society at Large: 
Apple is seen to be fulfilling their sets of roles and responsibilities for the concerned society or community (Saeidi, 2015). Considering this specific setting, the respective organization is set to effectively minimize the overall environmental impacts by effective functioning of the green initiatives or strategies. In addition the CSR approaches and initiatives are also seen to be employed for serving the growth of community. 
Government:
Apple strictly follows the rules and make their contributions to the government for smooth running of their activities and promotions in the concerned or relevant markets.  
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The report have productively examined core and innovation in regards to the different marketing strategies and marketing approaches used by Apple in considering  the specific marketing or branding of the introduced services and products in the market. The report has also interpreted in details the customer end to end journey for the organization of Apple. 
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