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[bookmark: _Toc122230796]1-Apple Inc.
Apple Inc. is the world's largest technological company, designing, manufacturing, and selling a wide range of products and services such as smartphones, computers, laptops, tablets, and various other wearable and portable devices. It also offers third-party digital content, Apple News, and other services to its customers. On April 1, 1976, Steve Jobs and Steve Wozniak established the corporation (Abdukarimova, 2021). Since its inception, the company has grown significantly, and it is currently the most well-known brand in the technology industry, as well as a market leader. It has positioned itself so successfully in the market that many other brands seek to grow in the same way. While the company's vision is "We believe that we are on the face of the Earth to make great products, and that's not changing," its mission statement is “Bringing the best user experience to its customers through innovative hardware, software, and services" (Apple, 2022).
[bookmark: _Toc122230797]2-Communication
[image: ] Communication refers to the transmission and exchange of information. It is a process that helps in transferring data from one person or part to another. Moreover, it is also generally thought of as sharing of meaning. There are various mediums and models of communication (Dulek, 2008). The model that we are going to talk about is Claude Shannon and Waren Weaver's macro model is a model used to represent the standard steps of any form of effective communication. According to this communication model, the sender first sends an encoded message through a medium. After the message gets decoded the receiver receives the message and develops a response and feedback regarding it and then becomes the sender (Recent developments in communication theory, 2009). This whole cycle is repeated until one of the persons decided to stop sending messages. 
[bookmark: _Toc122230798]3-Advertising 
Advertising is a method of communicating with product or service users. Advertisements are messages that are paid for by the senders and are intended to inform or persuade those who receive them. There are various means of advertising that are used worldwide. Some common means of advertising are magazines and newspapers (print media), Television, cinema and radio (electronic media), and Outdoor (Einstein, 2017).
Apple uses various advanced strategies to advertise its products, however, its advertising also revolves around innovations(Einstein, 2017). While now apple should advertise its products through billboards and in print media such as magazines, it should also use the theme of creativity and color to allure more target customers who have been catered to before.  It should use aggressive advertisements that allure and force the customer to buy the product. Moreover, it should also have focused advertising management at every customer touch point and moment of truth.
[bookmark: _Toc122230799]4-Advertising vs Sales Promotion 
Advertising and sales promotion are two very different yet related concepts. While advertising refers to the promotion of a product due to different reasons, sales promotion refers to promoting the product or service for the sole purpose of generating more sales (Einstein, 2017). While advertising lies under the long-term strategy and is a source of attracting customers, sales promotion is a short-term strategy that provides incentives to the customers so that they buy the product.
[bookmark: _Toc122230800]5-Sales Promotion 
Sales promotion is a type of promotion that is targeted at either the customer or the distribution channel (in the form of sales incentives). It is used to introduce new products, clear off stockpiles, and temporarily boost sales (2016). There are types of sale promotion strategies. While the first one is push sales promotion strategy, the other is a pulling sales promotion strategy.
Apple has had high sales for a very long time, however, currently, its sales are decreasing. Apple should first use a limited-time price reduction technique where it should give a discount on or slightly reduce the price of newly introduced products in the market. Moreover, when loyal customers buy Apple products again they should be given a discount or a complimentary gift along with it. For instance, on the purchase of new iPhones, Apple should give free Air pods to its customers. 
[bookmark: _Toc122230801]6-Public Relations
Public relations refer to the reputation of the company in the market that is generated through the words and actions of the company and what others think of it (Business-to-business public relations 2004). Apple as a company has a reputable position in the market. Not only are the customers satisfied with the products and the innovativeness of the company, but also the employees are happy with the working conditions, salary, and bonuses they get. Even the stakeholders of the company are satisfied with the return they are getting on their investment. Moreover, the community is also happy with the company by 2030. Apple to ensure that it has reputable public relations and its reputation keeps on getting better in the future should also include CSR (Corporate Social Responsibility) majorly in its operations. While working on current Green technology, and towards deeper de-carbonization, they should also use their technological aspect for public welfare. (Shahan, 2022). Apple also has a favorable relationship with the regulator of the market as it is indulged in rightful and ethical practices. To ensure that it remains the same way in the future, the company must always remain truthful, and righteous and practice operations that are neither illegal nor unethical.
[bookmark: _Toc122230802]7- Publicity 
Publicity refers to anything that is made to get attracted customers. Many companies use publicity stunts and activities to ensure that their name remains in the market (Kumar et al., 2020). Although Apple is a world-known brand, it can still aim for publicity in places it is not famous. For instance, the awareness and share of Apple in Africa is relatively very low The company can create brand publicity and awareness through campaigns and advertisements in Africa. It should create a whole campaign where it should focus on studying the buying and purchase behavior of the African market and create marketing strategies accordingly. 
[bookmark: _Toc122230803]8-Sponsorship 
Sponsorship refers to public relations in the sense that the main aim of the company sponsoring is to create brand awareness and get recognition amongst a larger number of people. Various businesses sponsor events, teams, and individuals to build their brand awareness. Moreover, while sponsorships are done for commercial purposes, at times there might also be an emphasis on social or ethical credentials (Kumar et al., 2020).
Apple as a company can sponsor tv shows and movies and in return sign a contract to use Apple products. Moreover, Apple can also sponsor events like the world cup and use its technology to help manage the event. Another way of sponsoring is to sponsor athletes; the company can sponsor an athlete for their fitness and their tournaments. It can also provide fitness products to athletes so that they use the company’s products to maintain their health and performance. Sponsorships to sports teams and athletes would help cater to other markets; of sports fans. Every time the company sponsors sports events, teams, and players, the fans would get a feeling of recall, and thus during their purchase they might prefer apple. 
[bookmark: _Toc122230804]9-Direct Marketing 
Direct marketing refers to the promotion of products, services, or ideas by directly talking or communicating with customers through various means (Copp, 2008). Some of the ways companies use to directly market to consumers are email, websites, online advertisements, phone texts, etc.
Apple as a company that is very clear on communication with its customers and stakeholders extensively uses direct marketing. While one-to-one communication has proven to be the best for most companies, Apple should directly communicate with its consumers and potential customers. It should have an online session with its customers where it should inform the customers about its newly introduced products. Moreover, for potential customers, the company should focus on creating online advertisements available at different sites where it shows the consumers why it is better than other brands such as Samsung. 
[bookmark: _Toc122230805]10-Digital Marketing 
In the modern world, digital marketing plays an important role. With the increase in digital activities and technology, every company or organization is trying to do good in terms of digital marketing. Digital marketing primarily refers to advertising and marketing through various digital channels and mediums such as SEOs, social media, websites, etc (Visser, 2019).
Apple should use various digital marketing techniques that help it cater to previous and new markets. It should regularly update its website and include engaging content such as online reviews and polls so that customer insights can be gained in a creative way and the customer can remain engaged. Moreover, Apple can use its social media posts to attract customers by ensuring that the right audience is targeted. The company can also use memes to show how it is a better company than its competitors (Webber, 2012). Apple should also create a YouTube channel where it posts videos related to customer reviews, innovation, and technology and keeps on updating the customers about products. This YouTube channel can also be used to show different issues in society and how apple tries to solve them, thus representing the CSR of the company 
[image: ]
[bookmark: _Toc122230806]11-Integrated Marketing Communications 
The integrated marketing communication approach refers to the linkage between different forms of messages and communication. It also refers to integrating or linking all the promotional tools and activities so that they work in line with achieving a common goal. There are various ways through which integrated marketing communication can take place (Burgmann, 2010). These include news feeds, personal relationships, text and mobile webs, newspapers and articles, websites, social interactions, television, email, in-store experience, reviews, and special networks (Manoli, 2022). 
Out of all of these Apple should use television advertisements in developing and developing countries to create greater recognition and recall for products. It should also use newspapers and articles as many people throughout their day use these. While Apple already has an in-store experience that gives off an aesthetic and minimalistic vibe, it should create a more interactive store where the customers feel free to communicate and enjoy the experience. With the music of famous stars and a few interactive games related to Apple, the company can greatly enhance the in-store experience. 
[bookmark: _Toc122230807][image: ]11.1-Stages in IMC Campaign 
 There are various stages in IMC campaigns. These steps include defining the target audience, setting promotional objectives, setting a promotional budget, designing a promotional mix, and then evaluating the results or the success of the integrated marketing campaign. Let's move on to the IMC campaign of Apple Inc. 
The Targeted Audience of Apple includes 18 to 45 aged individuals who belong to various castes and religions. These are either single, married with kids, or married with no kids. While these include 66% percent female, only 34% include male customers. Moreover, Apple users are less likely to be old and retired individuals. Apple aims at individuals who want luxury products and are social status conscious. It also looks for individuals who believe in innovation and want premium products. 
The Promotional Objectives of Apple during its marketing campaign should be increasing sales, getting the attention of more customers, and creating brand awareness amongst the target market, especially in areas where many individuals are not aware of the brand such as South Africa. Whereas, for Promotional Budget, the company would create a budget of how much budget it is going to allocate for the campaign and how the budget allocated would be used for various activities and events (Ang, 2018). 
Next would be the promotion mix where the company would decide how to place the marketing and promotion strategies so that higher engagement and sales are achieved. The most effective ways that the company could use are by posting interactive material on its websites and social media apps, increasing the focus on product placements, creating advertisements that will be posted on other digital platforms such as websites, creating YouTube accounts, and enhancing the in-store experience by interactive features. Moreover, the company will also use time-based price reductions and gifts to loyal customers upon purchase. 
[bookmark: _Toc122230808]12-Brand Equity 
 It is highly important for a brand to create its brand equity. Brand equity primarily is the value of a brand that is created by its well-known product when the company to its generic substitute. The basic way to create brand equity of a brand is by making it more recognizable, memorable, of better quality, and reliable. 
[bookmark: _Toc122230809]12.1-Keller’s Customer-Based Brand Equity(CBBE) Model
[image: ]Keller's Customer-Based Brand on equity is a prism that has the brand identity, meaning, response and relationships. While brand identity is at the lowest level, the top level consists of relationships (Farjam & Hongyi, 2015). To ensure that strong brand equity is made, the company needs to follow the down-to-up order. 
The first step is to create an identity in front of the customer. While Apple already has an identity of innovation, it should enhance its recognition as a creative brand. It should focus more on colors and show creative content. Moreover, it should also practice CSR and sponsorship so that more people get to know the brand and have a good feeling about it. 
To create meaning for its customers Apple should create top-notch products that not only have premium performance but also have appealing images and features. The advertisements used by the company should show how good and stylish the structure of the products is. Moreover, the advanced features that Apple provides to its users should also help in the creation of meaning for the brand. To do so, apple should have clear communication strategies and implementation that depict that Apple as a company is not advanced, but also creative and caring. 
To create a response from the customers the company has associated the feeling of luxury and innovativeness with the products and the Apple users. It has also created a feeling of high performance so that Apple users become loyal to the brand. The company should keep on using its current strategies to ensure that Apple users respond well, however, should also add different features in marketing campaigns that help the customer create deeper meaning and higher response. These can include interactive posts, new and more marketable features, association with world-known celebrities, sponsorship of sports events and teams, etc.
 Apple through its premium function, product quality, and communication has created favorable relationships with its stakeholders in the past. For the future, the company needs to ensure that it keeps on having clear communication with its customers and practices operations that are better for the community and the customers. It should also keep the product quality, and style its focus for the future. The company should provide employees with more benefits so that they remain motivated and enthusiastic about the job, however, it should also be ensured that there is healthy competition so that achieving productivity is not an issue. 
The company should also do good in the sense that stockholders of the company have healthy relations with the company and they remain happy with the return that the company is bringing. Moreover, there should be further CSR practices that also satisfy the general community.  
[bookmark: _Toc122230810]13-Customer Journey Map, Touch Points, and Customer Journey 
[image: ]



In the marketing context, a customer journey refers to a customer timeline where it gets exposed to the product and develops customer touchpoints, that help create decisions related to the purchase (Seybold, 2014). It primarily represents the end-to-end customer journey and all the incidents and interactions that take place between the customers and their choice of buying the product or not. There are a total of 5 stages in the customer journey. These include awareness, interest, evaluation, and purchase. 
The customer touch point refers to every time the customer comes in contact with the product. These can be before the purchase, during the purchase, and after the purchase. The usual touch points before the purchase are emails, online advertisements, digital marketing content, company events, and peer referral(Loshin & Reifer, 2013). Whereas, while the touch points of consumers during the buying process are communication with brand representatives, product catalogs, product reviews, website, and point of sales, the touch points of the consumer after the purchase are thank you letters, product category feedback, cross-selling emails, and subscription renewals.

The Awareness stage of the customer journey involves needing recognition. This is the phase where the customer releases that he needs a product. Thus, the first thing that Apple needs to do is make the customers or the target market realize the need to have newer iPhone products. This can be done by the company by creating advertisements that depict product features and functions. Once they realize how much the phone has or what features they are lacking in their mobile phones, their needs would arise. This can be done through the first touch point where the customer gets informed about the product and recognizes a need. For the awareness stage and first touch point stage, the company can set up billboards and product placements that show Apple products and their needs in daily life. Moreover, it can also show how different celebrities use Apple products to make their lives easier. Apple can also use online advertisement and content marketing to develop such needs of the consumer. Once the consumer sees these advertisements and marketing techniques they would recognize or develop a new need of buying a certain product 
Next is the interest stage, where the customers look for the available option that could satisfy their needs in the market. Here the company needs to feature itself strongly. It should create advertisements that show new iPhone features, company personality, and the premium experience that the iPhone users get so that it remains in the customer's evaluations stage 
The third stage is the evaluation stage where the third touch point occurs. During this stage, the company should use strong communication techniques that give the idea that Apple is a more premium and innovative brand than its competitors. During this second touch point, Apple needs to compare itself with competitors and depict how it is a better choice. This can be done through daydreaming and aggressive marketing techniques that can help the customer think highly of the brand and get forced to lean more towards Apple. 
[bookmark: _Toc122230811]The third stage is the Decision-making stage where the customer decides the brand he/she wants to buy. If Apple successfully features itself through the correct medium and can influence the minds of the consumers then, people at this stage would buy Apple products. This is the fourth touch point as the customer interacts with the brand for the fourth time.
The fifth customer touch point comes when the customer has used the product and has developed a review about it. Apple can use product feedback surveys and upselling/cross-selling emails as touch points after the purchase. The company can ask the customers what they like and dislike, they can also inquire about whether the product and the brand are productive, efficient, and have exemplary performance. Moreover, it can also use upselling and cross-selling emails to stay connected with the customers and keep them informed.
[bookmark: _Toc122230813]16- Total Engagement Model 
[image: ] The total engagement model is created to check how much the customer engages with the brand and to improve the engagement of the customers enough that it results in purchases. The total engagement model primarily comprises Customer value proposition, Branding, Internal culture elements, and Customer experience. 
For Apple to increase its sales and engagement needs to first focus on its Customer Value Proposition. While the current Value proposition of the company is already very exclusive as the brand is liked by almost everyone. (Padua, 2012) However, to improve it must keep on fulfilling its promises, and create innovative products that appeal to the customers. It should also ensure that customer and stakeholder needs are satisfied. 
Next, it should depict its customer value proposition in brand advertising to perform the function of branding. To do so it should create advertisements that will be posted on the official website and social media depicting how the brand makes sure to deliver its promises by being innovative and technologically advanced. It should also focus on communicating with customers about the features of the products in the brand portfolio. While communicating the brand personality, the company should also focus on how the brand personality so relatable to the clients.  The company could also sponsor events and then use the event to depict the value proposition and create a positive brand image.
The company also needs to timely enhance its culture so that it does well internally and externally (Yamashita, 2018). The culture of the company should be innovative and creative and should focus on diversity, healthy work relationships, and friendly competition so that productivity increases and everyone is inclined to fulfilling their goals. 
The company should also maintain healthy customer relationships. They should accommodate customers in any way possible and care about their sentiments and felling. They should also try to answer their queries and solve their problems as soon as possible. 
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