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Executive Summary


Apple is an American technology company founded in 1976 by Steve Jobs, Steve Wozniak and Ronald Wayne. It is best known for innovation developing mobile devices, notebooks, tablets, TV, home assistant technology, wearables as well as expanding its own software iOS and applications (Business Standard, 2022).  During 2016 Apple was asked, by the Federal Bureau of Investigation (FBI), to hack the iPhone of a killer in the 2015 December mass shooting in San Bernardino California (BBC News - San Bernardino shooting 2015).  Apple twice refused this request, even after receiving a federal magistrate court order. The FBI labelled Apple as a Company who prioritised its public brand marketing strategy over terrorism negotiation (Ackerman, et al., 2016).  Even though some consumers supported Apple during this ‘incident’, it did raise morality questions for others, leaving a substandard image of the company which could have possibly led to a slight drop in sales. During the initial environmental scan, it was concluded that Apple needed to achieve the following recommendations:

Promotion offers and Aggressive Marketing: Apple face competition from other brands in the technology market. New strategies therefore need to be put in place to develop new customers and engage consumers already in the Apple eco-system. This could be achieved by using their security features as a point pf promotion. 
Strengthen relationships with the Government and their courts: Issues between Apple and the United States Government, some consumers thought, led to a substandard image of Apple and their morals (refusing to hack a terrorists iPhone).  Apple needed to strengthen their relationship with Governments and law enforcement, work with them and show their restored relationship to the public and how secure data is on Apple’s iOS. 
The aim of this report is to evaluate the overall role and activities of the marketing department within Apple and outline future development for a marketing plan to help achieve the recommendations discussed above. During this report we will discuss the marketing concept, together with the human, physical, technological, and financial resources within Apple.  The Macro and Microenvironment for Apple will be analysed using PESTLE, Porter’s 5 Forces – the competitive rivalry between Apple and their competitors Samsung and Google and SWOT, examining Apple’s proficient exploration in product research and development, highlighting threats arising from main mobile competitor Android.  Apple’s target market, their segmented market, is mainly young technology enthusiasts who have a wide income gap, however, Apple products are also appealing to those over 65+.  Apple attract their younger audiences via social media launches and campaigns such as #shotoniphone campaigns. They also use traditional marketing towards the more mature audience (Giraffe Social Media, 2021).  Principally, Apple places itself as the leader in technology with high price point and a specific product range, this is further discussed during the marketing mix. Apple aims to provide an exceptional customer experience through their stores, employees, social media experiences and using their successful relationship driven adverts which are powerful, creating an emotional response. The company aims to measure success through using Maslow’s Hierarchy of Needs, taking each step carefully with the purpose of providing support to the customer in purchasing any Apple product. 

 Overall, it was concluded that Apple can achieve the recommendations above by adapting their current marketing strategy.  A strategic marketing plan has been inserted at the end of this report stating how to successfully achieve the recommendations, promote the stronghold of Apple’s security features as well as repair the relationship between Apple, the Government, and the perceptions of the brand by certain consumers.
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Apple is an American technology firm which was founded in 1976 by Steve Jobs, Steve Wozniak, and Ronald Wayne.  It is best known for its innovation, developing mobile devices (iPhone), notebooks, tablets, TV, home assistant technology, wearables, as well as developing its own software iOS and applications  (Business Standard, 2022).  Apple continues to enjoy year on year growth, becoming the world’s first company to worth $3 trillion, with the dramatic growth reinforced through increasing iPhone sales (Smith, 2022). However, despite this success, Apple has not always held a positive position in the public eye. 

During 2016 Apple was asked by the Federal Bureau of Investigations (FBI) to assist them ‘hack’ the iPhone of a killer in the 2015 December mass shooting in San Bernardino California (BBC News - San Bernardino shooting, 2015),  Apple twice refused this request, even after being served with a federal magistrate court order. The FBI labelled Apple’s rejection of the court order, as prioritizing the company’s public brand marketing strategy over a terrorism negotiation (Ackerman, et al. 2016).  Apple’s CEO released an online customer letter defending the company’s decision for not moving forward with the court order stating by forcing Apple to make a decryption product ‘it would undermine the security of its products and would undermine the freedom and liberty the US Government it is meant to protect’ (Chambers, 2016).  By denying this request, Apple said it was ensuring a moral duty to its customers and guaranteeing their safety, not just seizing on an opportunity for a publicity stunt, however it may be perceived.  This ‘incident’ did help gain attraction of Apple products around the World, increasing some consumers’  trust with Apple and the security of their data, but also negatively, it caused morality issues. During the previous investigation an environmental scan which included, PESTLE (Political, Economic, Social, Technological and Environmental), SWOT (Strength, Weaknesses, Opportunities and Threats), Porter’s 5 forces, Value Creation and the Marketing Mix was achieved to analyse possible recommendations Apple could take forward to improve future marketing developments around the issue of security, these included:
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This report will critically evaluate the overall role and activities of the marketing department within Apple and outline future developments for a marketing plan to help address the recommendations discussed above. 
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[bookmark: _Toc107405425]2.1 The Marketing Concept 

The main focus of modern marketing is creating customer value and satisfaction. The marketer must understand customer needs to help develop products that provide superior customer value and prices as well as distributing and promoting effectively so products will sell easily. Developing and managing profitable customer relationships will benefit the organisation and its stakeholders (Kotler et al., 2013).  Fahy & Jobber (2019) describe the ‘Marketing Concept’ as an achievement of corporate goals by meeting and exceeding customer needs.  This can be achieved through customer orientation, where corporate activities are focused on providing customer satisfaction; Integrated effort, where all staff accept the responsibility of creating customer satisfaction; Goal achievement, the belief that goals can be achieved through customer satisfaction. For this to be effective human, physical, technological, and financial resources are required, a crucial driver where firms develop their competitive advantage to achieve higher levels of performance (Sharma, et al., 2016).  Success of any business relies on departments working together towards a common cause, this includes employees working towards their full potential. Apple employees use the 5 Steps of Service to create a human connection when promoting products in store (Gallo,n.d).  Physical marketing allows brands to stand out against competitors in a digital world (Nauman, 2019).   Apple is regarded as having a reputation for quality and design, with products selling themselves (Morgan, et al., 2020). Technological transformation is commencing, with brands connecting with customers through social media, display advertising and e-commerce (Benady, 2014). Apple’s technological marketing is minimal and straightforward and wants to create an emotional response to their products through the real customer (Arica, 2020).  Financial leverage affects marketing outcomes and the firms value. If marketers cut research and development spending to promote advertising it can cause detrimental effect to customer satisfaction, perceived quality, and value (Malshe, et al., 2015).  Apple have a large budget ($1.8 billion) which they use as an ‘investment’ into critically developing sales and innovative products (Basulto, 2018).  This investment made them a solid return, with the company  now worth  $3 trillion (Smith, 2022) (Appendix 1).
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The marketing environment consists of forces which affect the company’s ability to operate effectively when providing services and products towards their chosen markets. This can be classified into ‘micro- environment’, internal and ‘macro-environment’, external.  Macro environment factors can include, demographic forces, such as country, age, qualifications, and lifestyle.  Economic factors such as impact on the organisation’s production and consumer decision, making process and technological factors such as materials needed for production of products and services (Oxford College of Marketing – The Macro and Micro Enviroment, n.d).  To analyse it effectively the PESTLE framework is used.  This analyses the Political, Economic, Social, Technological, Legal and Environmental Changes occurring which shape marketing planning and a strategy going forward (Blythe & Megicks, 2010).  A full PESTLE Analysis of Apple can be examined in Appendix 2.  Furthermore, by adapting PESTLE to understand the macro environment it will influence Apple’s marketing strategy to develop facts on the external environment which could impact decisions made within the organisation and marketing strategy plan. 
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Porter’s 5 Forces is a framework used to understand the competitive forces used in an industry and help assess industry appeal, trends affecting competitors and which industries a company should compete to ensure success. It analyses the ‘Threat of New Entry’, ‘Buyer Power’, ‘Threat of Substitution’ and ‘Supplier Power’ with the centre surrounding ‘Competitive Rivalry’ (Porter, 2008). 

Competitive rivalry for Apple would include other technology giants, like Samsung and Google, who also use aggressive marketing strategies to promote their own products.  The main competitive factor between them includes the lower price war.  Apple uses a premium pricing strategy on products, so are at high risk of competitors affecting their sales (Bajarin, 2021).  Buyer power;  buyers have power within Apple as the switching price is high and the buyer group for Apple is limited with the products appealing to the mid and upper-class who want a premium experience. However, with comparative information widely available on other phones, it gives consumers a wider opportunity to give more power to buyers (King, 2015).  Supplier power;  Apple have a significant supply chain with multiple manufactures in the global market and could be affected by supplier power in developing products, due to world shortage of product development owing to the pandemic.  Apple must work with their supply chain management to have an effective marketing hold (Cheng, 2022).  Substitute products;  Apple has a limited market base, however customers are loyal to the brand, primarily to the product quality, brand recognition and the customer experience they receive. Therefore, the threat of substitute products for Apple is low as most products (but not all) are of a lower performance and quality (Goodson et al., 2011). New market entrants;   Apple is a well-recognized brand in the global market, therefore, any new company attempting to enter the market is expected to be ready to invest a higher capital upfront and to invest in brand development and innovation of customer electronics. There is moderate risk of new market entrants affecting the sales of Apple products (Harvard Business Review, 2021).  Porter’s 5 Forces will help Apple understand the main competitive forces at work within the technology industry (Samsung and Google) and can help assess how attractive the industry is, highlighting areas where Apple can adjust their marketing strategy to improve the company’s profitability (Appendix 3).
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SWOT, strengths, weaknesses, opportunities and threats, is an analysis and strategy development framework used internationally by organisations. SWOT is easy to understand and can be applied to many areas of the organisation whether  for team or corporate strategy (Sarsby, 2016). Strengths within Apple include the proficient research they accomplish each time they update or develop products, ensuring developments encase the needs of the customer and aim to protect them such as enhancing user privacy within the iOS 15 update (Clark, 2021). Weakness of Apple is the incompatibility with other software especially when transferring images or downloading some documents  when consumers experience issues. However, this becomes an opportunity for Apple as this issue may further encourage consumers to purchase into the Apple eco system, continuing  to create a solid consumer base for the brand (Dans, 2021).   Apple should also increase their development of Alternate Reality (AR) and Virtual Reality (VR) to entice more consumers around the world.  Threats within Apple include Android, their main competitor, which currently has a 47.5% mobile market share compared to Apple’s 42% (Statista, 2022).  Apple need to further market their appeal towards android users, this could be promoting how secure an iPhone is if lost or stolen and data needed to be retrieved. (Appendix 4)
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Market segmentation is a critical factor in marketing strategy, with the aim to identify market segments (sets of buyers) which become the target market for the company’s marketing plans. An advantage to segmentation is it divides customers into segments which are identified by common characteristics. Segmentations include, geographic, demographic, psychological, and behavioural variables. The strategy of marketing segmentation attempts to regain the benefits of customers which help strengthen traditional business operations (Drayton et al., 2010).  A survey discovered that Apple products are bought predominately by men aged 65 + who often spend more on Apple products than any other demographic due to late adoption and purchasing more products. However, Apple still has a core base of young, technology enthusiasts, with the higher percentage of customers who are purchasing the iPhone, MacBook and Apple TV between the ages of 25 -24.  Apple products appeal to a wide range of income groups ranging from $15,000 to $250,000 who primarily spend the same amount (around $700 per year) on Apple products, suggesting that Apple maybe purchased as a ‘must needed item of investment’ (King, 2015). 
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It is important that the organisation develop an effective media strategy to target their segmented markets. By improving the quality of consumer segmentation, targeted media will allow organisations to grow and be directly impacted by the developments of the targeted advertisement. Organisations advertise to consumers who have strong preference for their product rather than to shoppers who can be attracted to the competition as well as eliminate ‘wasted’ advertising to consumers who’s preferences do not match a product’s attributes. Target advertising leads to higher profits with advertising being more valuable to firms in a competitive environment than the ability of target pricing (Soberman, et al., 2005). Apple’s target strategies involve determining groups identified within the segmentation process where Apple can sell their products. Apple positions itself as a premium provider of products and services which have high-quality, advanced functions and capabilities. It targets its main audience (young technology enthusiasts) positively using social media to help promote the launch of new products, engaging with customers, such as the #ShotoniPhone campaign to promote what an iPhone can do and make announcements, creating excitement and ‘buzz’ for the younger audience on social media. Apple also use traditional marketing, billboards and TV adverts which do appeal to the mature audience of Apple.  (Giraffe Social Media, 2021). 
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Positioning is a place where existing or to be issued products are put in the marketplace by consumers/ stakeholders and can be differentiated from the competition so occupation of space can be made in the market (Fill, 2009).  Positioning is not something done to a product, it is something that you do mindful of potential customers. Organisations need to select a specific position they want to be in. (Karadeniz, 2009).  The perceptual map is used to help determine the place of an organisation in the marketplace. This is achieved by identifying competing brands and important attributes consumers use when choosing brands, conduct quantitative marketing, where consumers score each brand on key attributes and place these on a two-dimensional map (Fox, 1988).  Apple on the perceptual map is marked as having a high price and a slim product range. Apple’s CEO, Tim Cook’s strategy focuses on supplying a small number of products, which focus on the high end (Nielson, 2014).  Near competitors include Samsung who have a slightly lower price range but with more product variety. Samsung use a competitive pricing strategy to ensure competitive edge, this includes adapting price skimming, where when a product is new in the market it is sold at a high price because of its uniqueness then when it gets older the price is dropped and the product is bought at competitive pricing (Gupta, 2017).  Huawei is a competitor on the polar side of Apple, it has a wide range of products but at significantly lower prices compared to those at Apple, therefore is not a direct competitor (Low, 2015). (Appendix 5).
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The Marketing Mix, known also as 7P’s, is a conceptual marketing framework used as a long term and short-term practical strategy, allowing marketing managers to identify what they can provide to customers to suit their needs (Goi, 2009).  The 7P’s stands for product, price, place, promotion, people, processes, and physical evidence (Oxford College of Marketing – The Marketing Mix, n.d).  Apple focusses its marketing on its  target market which includes, upper middle class who pay the higher premium price for Apple products as well as millennials who are more interested in the development of technology compared to other consumers.  The marketing mix for Apple can be analysed in (Appendix 6). 


[bookmark: _Toc107405435]2.5 Marketing Media

A key channel for product communication, including Apple, has a number of physical retail stores around the world, selling products directly to the customers.  Stores are located in high-traffic, quality locations which attract Apple’s desired customer. Their stores are designed to help simplify and enhance products to improve the buying experience and attract new customers (Apple Inc., 2015).  Apple ensures all employees in store are knowledgeable about the products they sell, conveying to the buyer the importance of the hardware within products, integration of software and demonstrating the various capabilities of an Apple product for the potential customers. Apple expect honesty and high ethical standards; treating customers and suppliers with respect; protecting the confidential information of purchasers and complying with laws and regulations (Apple -Business Conduct, 2020).  Apple stores are key to creating physical interaction between the consumer and the company and for many this will be the first interaction between customers and Apple products, providing a sleek customer shopping experience, enhancing products and allowing them to become centre stage. Apple employees provide information about products and how the company will support consumers in their everyday lives, creating a relationship between them and the product and of course encourage sales. Apple’s social media attracts millions of followers on Instagram, Twitter, LinkedIn, Facebook etc. It has a unique approach towards central social media account and does not post frequently but has only one central post available via their feed, keeping it minimal, (whilst other social media accounts such as Apple News are consistently used). This is especially important when promoting new products or upcoming Apple events, creating a sense of excitement with customers who are awaiting new Apple product developments (Giraffe Social Media, 2021).  Apple also have a successful TV repertoire with adverts being widely available to view on the internet. Apple’s adverts use bright colours, powerful music or voice overs and aim to create a positive, emotional response from their adverts such as the climate change promotion, discussing how Apple is evolving in the future for the better and how their products affect everyday lives (The Drum, 2020). 
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Maslow’s Hierarchy of Needs (1943) is a 5-category theory based in a pyramid which determines a human’s motivation. These needs are heavily associated with Apple’s current marketing strategy.  Physiological needs are addressed towards the customer by providing a safe, functional and comfortable environment to shop for new Apple products – the minimalistic effect that Apple offer within their stores. Belonging - Apple employees make  customers feel wanted within the store, addressing any issues they may have and using Apple’s 5 steps of service (Appendix 7). Esteem - by being able to experience the product in hand and with Apple staff support, consumers can realise the potential its products could bring to their lives. Self – Actualization, this is what Apple thrives upon as the consumer realises the change an Apple product could bring to their life and decides to realise the full potential of the product and appreciate how it could assist them, whether in work or for personal use (Jurist, et al., 2019).  By Apple achieving the requirements of Maslow’s hierarchy within stores, through well versed employees and comfortable surroundings, it is leading to a reproduction in sales at 31% of Apple’s 2019 revenue coming directly from stores, 29% up from 2018 figures (Warick, 2019) suggesting that the theory is working effectivity with benefits being received through incoming revenue.  Apple’s social media marketing is very limited with the brand using their platforms to create ‘hype’ around new product lines; however, these do have a significant engagement achieving 45.7 million video views and 129,000 likes on Twitter.  Apple use social media for campaigns such as #ShotoniPhone, promoting, to the world, the quality of an iPhone camera, this alone has been used over 22 million times on Instagram with everyone wanting to showcase their iPhone ‘snaps’, creating a free and positive promotion campaign for the brand (Giraffe social media, 2022).  Finally, Apple promote their TV adverts online via YouTube; these captivating promotions on average have had millions of views since their release, with the climate change pledge hitting 1.5 million views since its release a year ago; these captivating numbers show how in tune Apple are with their audience internationally. 
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Apple is known best for its technological innovation, developing mobile devices (iPhone) as well as notebooks, tablets, wearables together with developing its own software, iOS and applications. The purpose of this report was to critically evaluate the role and activities of the marketing department within Apple and outline the future developments for a marketing plan to address the recommendations made during the introduction. Throughout this report several marketing models were used to analyse the marketing strategies of Apple. These include analysing the human, physical, technological, and financial resources which Apple uses, together with Apple’s development of the ‘5 Steps of Service’, the physical attraction of Apple products and the quality they provide.   The company uses simplistic adverts focusing solely on the products and the relationships users have with their products rather than homing in on product details. Financially, Apple have a significant budget behind them facilitating creation of such attractive and emotional adverts. For Apple to create these attractive and appealing adverts it must ensure environmental diligence is achieved through using a PESTLE framework and the Microenvironment. Porter’s 5 Forces is applied to understand the competitive forces used in industry, to assess its attractiveness, trends affecting competitors and which industries a company should compete in for success. Apple did well to achieve this by utilising aggressive marketing to compete successfully against rivals such as Samsung and Google. Apple also reciprocate the benefit of having a wide and varied segmented target audience, that appeals especially to young technology enthusiasts as well as an older audience aged 65+ being the predominant purchaser on Apple products. Apple targets its audience through a wide range of media including, simplistic social media, show casing in-store experiences and employees to augment the buying experience, attract new customers as well as provide detailed information on Apple products. Apple also use TV adverts containing powerful images and music, evoking an emotional response with their adverts produced by their climate change promotion. Apple aims to measure its success using Maslow’s Hierarchy of Needs, using the 5 steps of the pyramid to deliver the customers’ aspirations, starting with providing a place where consumers feel comfortable to shop, working up to self-actualisation, revealing to consumers how Apple products could help them in everyday life, resulting in sales. However, even though Apple has a strong marketing strategy in place, it does confirm that Apple do fail to achieve the recommendations stated at the beginning of the report. Below is a detail plan of how the recommendations can be achieved successfully adapting Apple’s current marketing strategy (Appendix 8). 
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	Human

· Apple employees are loyal to the brand. They are trained in the ‘5 Steps of Service’ also known as the ‘Secret Sauce’.
A: Approach the customer with a personalised and warm welcome. (Greeted by the door and name taken down on an iPad and given an estimated wait time). 

P: Probe politely to understand the customer needs from a product. (What will the customer be using the product for?) 

P: Present a solution for the customer to take home. 
(Using key words from the customer description of use, focus on unique elements Apple products could give them, i.e, importance of a camera, may reflect in the use of Portrait mode on an iPhone).

L: Listen for and resolve any issue or concerns the customer may have. (If an issue is raised, try to find a possible solution, e.g look at a cheaper product alternative). 

E: End with a farewell and an invitation to return. (Invitation to attend Apple product events and classes). 

(Gallo, n.d).
	Physical

Apple products over recent years have built themselves a reputation for quality and design of its products and this reputation has created millions of loyal customers around the world. Apple is perceived as a luxury brand rather than a technology company. As with designed makes such as Gucci or Hermes consumers pay more for the Apple logo and status symbol (Morgan, et al., 2020). 

Consumers buy Apple products due to the ecosystem. By purchasing more than one Apple product consumers can do more with those products purchased due to software and services interlinking and therefore they continue to invest in the eco system (Haselton, 2017).  Apple products therefore tend to sell themselves. Constantin and Stoenescu (2014) present Apple as a brand cult which focuses on the consumer being emotional about a product and buy into a lifestyle, which is what Apple sells them. 



	Technological

Apple focus on technological marketing is minimal, there is no information on where and how to purchase items, instead the adverts a straightforward, letting the product speak for itself, displaying simple graphics. They also create excitement through social media, especially with build ups toward product launches which keeps everyone guessing – creating an emotional response, which is also channelled through tv adverts showing Apple consumers having a great time with their iPads and Airpods rather than focusing on memory size or battery life  (Arica, 2020). 


	Financial

Apple have a significant budget for advertising, $1.8 billion to be exact. They believe that ‘an on-going investment in marketing is critical to the development of sales and innovative products and technologies’. Apple use this budget to create enrapturing and emotional advertisements focusing on the product and it’s need in consumers lives (Basulto, 2018). This strategy has proven well, with Apple reporting a worth of $3 trillion in 2022 (Smith, 2022). 
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Marketing Plan for Apple Inc.

Achieve Recommendation 2:

Strengthen the relationship
with the Governments and
their Courts: With issues
between Apple and the US
Government (including the
refusal to hack an iPhone for
the FBI), Apple need to
strengthen their relationship
with customers. (Apple have
also received several lawsuits
including a case which is
claiming certain iPhone
security features, like
passcodes and Face ID
infringed on owned patents
(Business Standard, 2021). This
negative representation and
uncertainty could lead to
customers conceiving a
substandard image of the
company and their morals
(refusing to hack a terrorists
iPhone) leading to a possible
drop in product sales and
therefore revenue. Apple
need to strengthen their
relationship with Governments
and law enforcement and work
with them to show the public
their repaired relationship and
how secure data is on Apple’s
i0s.

Through the audit, there has been no identifiable
information around Apple developing their relationship
with Government and law enforcement; promoting their
repaired relationship, erasing the image some customers
have perceived of Apple during the battle with the F8I.

To achieve this recommendation Apple, need to start by
forming a positive relationship with the Government.
This could be achieved by Apple exclusively offering a
technology partnership with the Government, letting
them use Apple devices within all departments. This
would also prove beneficial towards encouraging
everyday consumers towards trusting the brand, as if
they see the Government are using Apple devices to
work on, it will show how trustworthy Apple is, how
their security features are protecting Government data
and how Apple has mended their relationship with the
Government. This partnership could be promoted
through TV adverts showing how effective Apple
products have been utilised within the Government
departments and how employees feel the products are
supporting them at work.

Even though Apple rarely upload social media posts on
their main account, by sending a social media post about
the partnership between Apple and the Government it
would not only create a sense of importance but
promote forgiveness between Apple and the
Government, showing how they are now developing
their relationship going forward for the better and for
the good of the country. The lack of posts on Apple’s
social media would create an impact of how important
this partnership is.

Marketing Department:
Sub- Departments:

- Product Marketing: This department knows their
technology market inside out, they need to
understand how to promote the technology to
customers in a user-friendly way. This group
includes managing the process for products and
services including iPhone, mac0S and iTunes. (This
Team Includes: Product Marketing, Management,
Developer Marketing and Business Marketing.

- Services Marketing: Innovating new approaches to
help manages customer life-cycle marketing for
Apple hardware, software, and services, helping to
tell a story of the products. (This team includes
Digital Marketing, Social Media Marketing,
Partnership Marketing, Ecosystem Marketing,
Content Marketing, Creative Design and Business
Development)

- Marketing Communications: Ensure effective
messages are given across to the customer and the
world knows about products and services in way
the reflects products themselves. (This team
includes Graphic Design, Content Managers,
Production, Creative Operations Advertising, social
media & Video and Motion Graphics.

- Corporate Communications: A worldwide
communication team which informs the world
about Apples innovative products and services
that drive the company. (This team includes, Public
Relations, Corporate Events, Employee
Communications and Buzz Marketing).

(Apple Careers, 2022).

v:
The production of a TV
advert can vary and can
last upwards of a year. This
is due to the processes
needed to take place
before shooting the advert
including, planning the
concept, how will it appeal
to consumers, shooting the
advert and then being
distributed on TV. This TV
advert may take place over
a period of 6 months, to
record Government
employees with the
equipment and how they
feel it has been effective in
their working day over a
period.

Social Media:
It could take upwards of 6
months to create an
effective technology
partnership with the
Government to be
promoted on social media.
Again, this will ensure
effective steps and
diligence has been taken to
provide positive results
needed between Apple and
the consumer (Snow,
2015).

v:
Product Marketing.
~Creative Design.
~Content Managers
and Production.
-Social Media
~Video and Motion
Graphics.

-Public Relations.
-Partnership
Marketing.
-Business Marketing.

Social Media:
-Apple’s Social Media
Accounts.

-A Content writer.
~Creative Designer.
-Communications
Officer.

-Product Marketing.
-Public Relations.

- Buzz Marketing.
-Social Media
Marketing/
Partnership
Marketing.

TV Budget:
Apple spent $19.9 million on
advertising Apple TV alone during
October 2019. Compared with
$28.6 million during the
promotion of an iPhone during
the same month (Miller, 2019). It
would be vital to provide a large
TV budget for this campaign, due
to the importance of repairing
the relationship between Apple
and consumers after the FBI
scandal, which damaged the
brand reputation. By showing
how the Government and
employees working in
partnership with Apple it will
ensure trust in the brand and
give positive representation with
consumers.

Social Media Budget:
Apple spent $64.8 million on
paid search adverts during 2020
and has a significant social media
budget (Peterson, 2021). Again,
this promotion will not cost
Apple a significant amount, the
impact will be the single social
post (which Apple rarely does).
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Politically, in recent
years Apple has
experienced issues
refusing to help the
United States (US)
Government hack into
the iPhone of the San
Bernardino terrorist in
2015 (Ackerman, et

al. 2016). Apple have
also had issues with a
new US laws aimed at
US companies stopping
forced labor in China
where their
manufacturing plants
are based, with Apple
accused of trying to
‘water-down’ the law
(Albergotti, 2020).

Economically Apple
have had periods of
hardship, including a
drop in iPhone sales,
which dropped at a
record rate of 17%,
with Apple competing
against cheaper
Chinese rivals Huawei
Technologies and
Xiaomi, with price
adjustments made to
increase sales (BBC
News, 2019).

Social factors affecting
Apple include the lack
of interest Apple had
within the African
market. Africa has a
large consumption rate
of electronic products
and if Apple were able
to filter into this
market it would
increase the revenue
of the company further
(Trading Economics,
2019). Apple have
already entered other
developing country
markets such as India
and Bangladesh
therefore have the
means and experience
of entering developing
marketing. Apple since
has expanded to this
market with the
biggest geographical
expansion of its
services in 10 years
(Nellis, 2020).

A main technological
factor for Apple is the
‘end-to-end data
encryption’ users get
with each product
(Apple Support, 2022).
This encryption
encrypts certain data
types with a password
only known to the user
~a password not even
Apple is able to
decrypt. End-to-end
encryption is seen as
one of the best-selling
features of an iPhone
(Apple Privacy, 2022).

Legally Apple has taken
stringent measures on
monitoring their GDPR
(General Data
Protection Regulation)
ensuring consumers
data is safe (Apple,
2020). As part of this
Apple undertake a
Privacy Impact
Assessment when new
products and services
are developed. If Apple
breach this law in any
way they could be
fined up to 4% if their
global annual turnover
(Greenish, 2017).

‘An environmental
factor Apple has taken
inta account include,
not including an
adaptor within the new
models of their iPhone.
By eliminating
adaptors from
packaging is it allowing
70% more iPhone
boxes on a shipping
palette, which will
avoid more than 2
tonnes of CO2 a year
(Apple, 2019).
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Product wise Apple
want to attract
professionals in media
and design fields as
Apple pride themselves
making creative
functionality a key
factor within their
devices (Gaille,2015),
but also have premium
technology through
iPhones, MacBook’s,
iPads, wearables, and
home technology
available. While also
offering several
platform services such
as iCloud, Apple Books,
and music to suit
customer needs.

Andrew, 202

Apple’s uses a high
premium pricing
strategy, with iPhone
starting for £949 and
MacBook’s Starting at
£1,299_(Apple,

2022). They also use
‘price skimming’,
setting prices high for
new products and
lower them after
competitors introduce
similar products.
Geographical pricing is
also adapted where
products are different
prices in different parts
of the world. Apple also
ensure that resellers do
not advertise alongside
Apples minimum
pricing point
(Dudovskiy, 2021).

Place, Apple products
are available
internationally and
online via Apple.com
and through dealers
such as Johnlewis.co.uk
and Amazon.co.uk,
Apple also have several
stores internationally
(Shastri, n.d).

Promotion, ‘aggressive’
marketing, such as TV
channels, billboards and
online adverts are used.
The product line is
promoted extensively via
their website and via
their social media pages,
creating simplistic direct
messages, to get the
product across. Apple use
public and product
placement to help entice
more customers towards
the brand, ensuring the
customer is aware of the
superior use of an Apple
product (Shastri, n.d).

People, Apple have a several
sales and support staff
available both in store, via
the phone and online, by
using the online ‘chat’
function where customer can
chat virtually to an agent.
Apple ensure their staff take
pride in a positive customer
experience, creating a
personal connection which
strengthens the relationship
customers have with the
brand and their products
(Apple — Careers at Apple,
2022).

Process, when purchasing
online are simplistic, customer
choose their product, colours
and then storage. Each stage is
decided in steps which ensure
they understand what they are
purchasing (Apple — iPhone,
2022). Apple ‘Support’ is easily
available, categories breaking
down possible issues and how
they can be resolved for the
client (Apple —Support, n.d).

Physical Evidence, Apple was named
as the World’s largest technology
company during 2021, with a total
sale value of $293.9 billion (Ponciano,
2021). The brand is built on well-
designed hardware, security and
aspirational products while

providing excellent customer
service, enabling a loyal customer
base (Srikant, 2015).
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Apple have a strong reputation for their
products being high quality and design,
with products selling themselves. This has
created millions of loyal customers around
the world, with the brand now perceived as
a luxury. Consumers are paying more for
the Apple logo and status symbol it
provides them (Morgan, et al., 2020).

It has been identified that Apple are not
promoting their technological security
developments enough through their
marketing. By Apple promoting their
products security efficiencies, as they do
with iPhone campaigns (#Shotoniphone) or
product features being discussed in store
by Apple employees it would show greater
awareness of security features Apple can
offer. Developing this strategy would
appeal to those in the eco-system as well as
those new to the brand.

Medium

Apple prides itself on providing excellent
customer service to consumers. Apple
employees are loyal towards the brand and
are trained in the ‘5 Steps of Service’
(Appendix 1) using the acronym APPLE
(Gallo, n.d). Employees provide the
consumer with a wide range of support
ensuring they understand their needs
before purchasing an Apple product.

Through the audit, there has been no
identifiable information around Apple
developing their relationship with
Government and law enforcement. This is
to repair relationships between Apple and
how some customers have received a
substandard image (moral issues) of the
company while in battle with the FBI.

To engage with new and previous
customers Apple create emotional
connections with their customers through
the development of their TV marketing,
promoting how Apple products can be used
in everyday life, showing customer enjoying
a great experience with their iPads and
Airpods, rather than focusing on product
features (Arica, 2020).

Apple currently hold 42% of the mobile
market share compared to 47.5% of its
competitor Android (Statista, 2022) Apple
need to further develop their attractiveness
toward the Android user this could be
achieved by promoting how secure and
iPhone is if lost or stolen.
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Promotion Offers and Aggressive Marketing: Even though Apple enjoy a strong brand image, they
do face competition from other companies in the technology market. Apple need to market new

strategies to attract new customers, as well as those already in the ‘eco- system’. Apple use their
strongest ‘core value’ of security as a main element in their marketing strategy, providing utmost
security and privacy to its users and how the company is working to protect customer data being

stolen and, in this respect, how they show superiority to competitors.

Strengthen the relationship with the Governments and their Courts: Relating to issues between
Apple and the US Government (including the refusal to hack an iPhone for the FBI). Apple needs
to strengthen its relationship with customers. (Apple have also received several lawsuits including
a case which is claiming certain iPhone security features, like passcodes and Face ID were
infringed on owned patents (Business Standard, 2021). This negative representation and
uncertainty could lead to customers perceiving a substandard image of the company and their
morals (refusing to hack a terrorists iPhone) leading to a possible fall in product sales and
consequently, revenue. Apple must strengthen their relationship with Governments and law
enforcement, showing how to protect personal data and ensure safety of 10S users.
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Marketing Plan for Apple Inc.

Task Comments Task Owner Timeframe Resources Budget
Marketing Department:
Achieve Recommendation It has been identified throughout the audit that Apple are Social Media: Social Media: Social Media Budget:

Promotion Offers and Aggressive
Marketing: Apple experience a strong
brand image, however face competition
from other companies in the technology
market. A new ‘technological strategy’
needs to be developed towards new
customers as well as those already within
the Apple Eco System. This campaign will
focus on how Apple is working to protect
customer data from being stolen and how
Apple differs compared to competitors.

not promoting their technological security developments
enough through their marketing. By Apple promoting its
products’ security efficiencies, as it does with iPhone
campaigns (#Shotoniphone), it would create a fast and
efficient way of promoting security features in Apple and
could lead to consumers viewing this information whilst
researching for a new mobile device, persuading them to
enter the Apple Eco-system.

Apple aims to create an emotional response with each
advert they create and how Apple products affect the
everyday lives of consumers (Climate Change Pledge). The
emotional response behind the advert could include
someone losing their iPhone, the high stress situation and
then the relief that fills them when they are able to lock
their device via iPhones ‘lost mode’ and the consumer
knowing their data is safe and secure via Apple’s security
features.

Security features could also be promoted by product
features being discussed further in store by Apple
employees and the benefits of the features. It would create
greater awareness of security and protection features Apple
can offer towards consumers. Developing this strategy
would appeal to those in the eco-system as well as those
new to the brand.

Sub- Departments:

- Product Marketing: This department knows their
technology market inside out, they need to
understand how to promote the technology to
customers in a user-friendly way. This group
includes managing the process for products and
services including iPhone, mac0S and iTunes. (This
Team Includes: Product Marketing, Management,
Developer Marketing and Business Marketing.

- Services Marketing: Innovating new approaches to
help manage customer life-cycle marketing for
Apple hardware, software, and services, helping to
tell a story of the products. (This team includes
Digital Marketing, Social Media Marketing,
Partnership Marketing, Ecosystem Marketing,
Content Marketing, Creative Design and Business
Development)

- Marketing Communications: Ensure effective
messages are given to the customer and the world
knows about products and services in the way it
reflects products themselves. (This team includes
Graphic Design, Content Managers, Production,
Creative Operations Advertising, Social Media &
Video and Motion Graphics.

- Corporate Communications: A worldwide
communication team which informs the world
about Apple’s innovative products and services
that drive the company. (This team includes, Public
Relations, Corporate Events, Employee
Communications and Buzz Marketing).

(Apple —Careers at Apple, 2022).

It could take upwards of 6
months to create an
effective security social
media plan for Apple, this
will ensure effective steps
have been taken to provide
a positive campaign which
will promote security
within Apple (Snow, 2015).

v:
ATV advert can take a
considerable amount of
time to be created due to
the planning process
needed to take place,
shooting the advert and
then eventually
distribution on TV. This
campaign however would
be a significant
steppingstone in helping
Apple promote their
security features and by
achieving an effective
advert it will create an
emotional attachment to
consumers, leading them
to make the swap from
other products to Apple.

Employees:

Employee training will take
place either during sign up
of employment in Apple o
during annual compulsory

training.

-Apple’s Social Media
Accounts.

-A Content writer.
~Creative Designer.
-Communications
Officer.

~Social Media.

v:
-Product Marketing.
~Creative Design.
~Content Managers
and Production.
~Social Media.
~Video and Motion
Graphics.

Employees:
-Business
Development.

- Communications.
-Public Relations.
-Product/Developer
Marketing.
-Employee
Communications.

Apple spent $64.8 million on paid
search adverts during 2020
(Peterson, 2021). This campaign
would interlink within such a
budget. However, considering
that the campaign would initially
consist of a single Apple post,
with the continued promotion
featuring through a #, it would
not cost Apple a significant
amount.

TV Budget:
Apple alone spend $19.9 million
on advertising Apple TV during
October 2019. Compared with
$28.6 million during the
promotion of an iPhone during
the same month. However,
considering that the promotion is
a security feature, the money
placed into the advert could lead
to an increase in sales, therefore
an appropriate budget should be
set to create an impactful and
profitable advert (Miller, 2019).

Employees:

This will be non-applicable. Apple
employees will gain this
knowledge through initial/
annual training while at Apple.





