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Executive Summary
This report aims to analyse the approach to managing marketing changes in a leading technological company, Apple Inc. The organisational management has ensured that they are following appropriate strategies and procedures to deal with the changing preferences and aspects of the business procedures and operations. As a result, the organisation has been successful in understanding customer requirements as well as buying behaviours. The business has been considering market research for understanding these customer preferences and demographics and Apple has ensured that the information will be used for helping the company in creating tailored marketing campaigns to fulfil customer expectations. It is also identified that the marketing specifications and approaches have been helpful for Apple so that it can be differentiated from its competitors. 
The approach considered by Apple is by developing the most unique branding techniques, positioning strategies, and value propositions. As a result, revenue generation has been distinctive, and marketing management in the company has been responsible for ensuring that such improved revenue management would be considered with the attraction of every potential customer, generate new ideologies as well, and convert these ideas into paying consumers. Since it is related to premium pricing products, the management of Apple has ensured that there would be a chance to manage every specification to improve revenue and profits under every circumstance. It is also identified that the return on investment has been increased with the most well-planned and appropriate marketing strategy. This particular approach helped the company in dealing with all changes and specifications related to the market preferences. 
Furthermore, the management of Apple has also ensured that there would be an improved market positioning so that they remain extremely competitive as well as relevant within the changing market. As a result, the risks are mitigated and the overall information management specification has been prioritized and considered accordingly. This report has completed a macro and micro environmental analysis so that the current factors and forces are identified for Apple. PESTEL, SWOT, VRIO, TOWS, marketing mix, and Porter’s Five Forces analyses have been done for the organisation. Moreover, the analysis of segmentation, targeting, and positioning of the market is also completed for Apple with the identification of shortcomings that should be reduced. The final part of the report has considered updated recommendations with the SOSTAC framework so that the identified shortcomings are reduced in Apple’s marketing strategy. 
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[bookmark: _Toc187045126]1. Introduction
	Marketing change management refers to the procedure to implement different strategies for helping a team in the successful adaptation, controlling as well and enacting various changes. It could be termed responsible for introducing changes and employees feeling uncomfortable about the overall impact (Cameron and Green, 2019). The most distinctive aspects and strategies for change management include reassuring colleagues, understanding changes, planning changes, implementing changes, communicating changes, tracking performance, and even solidifying changes. The change would be understood before planning as well as deploying it with the overall performance tracking and even celebration of progress. 
	Change management in an organization comprises different benefits such as improved efficiency and effectiveness. The processes are streamlined and the overall quality of products or services is increased (Kirova, 2023). Change management is also required to keep staff motivated as well as engaged. Customer satisfaction is improved with such an enhanced approach to change management after ensuring that the changes would be made efficiently and smoothly. Communication is also improved as change management procedures could focus on clear as well as open communication aspects. 
	It is also identified that the change management process should be aligned with specific marketing activities that could improve and enhance competitive advantages after driving organizational innovation and adaptability. The overall morale would be improved by actively using feedback from all employees (Mowar, 2022). Marketing change management even helps in the overall reduction of costs that would focus majorly on the work procedures and even become highly efficient at the tasks or activities. The approach of resource usage can even be improved and these resources include personnel, money and time. The cost of the change would be managed and the aspect of employee resistance would be reduced. 
Apple Inc. is one of the most significant and noteworthy technological companies and its management has been involved with several products and services, related to consumer electronics, hardware, software, and services. The main products include AirPods, Apple TV, Apple Watch, iPhone, Macintosh, and many more (Apple UK. 2024). The most distinctive services include iCloud, Apple Music, and many more. As per the data of revenue, the organisation has gained 391.04 billion US dollars and operating income would be 123.22 billion US dollars (Apple UK. 2024). This report provided a detailed discussion of the marketing change of Apple with relevant descriptions and critical analysis. 
[bookmark: _Toc187045127]2. Discussion
[bookmark: _Toc187045128]2.1 Task 1: Critical Evaluation of Apple’s Marketing Activity
[bookmark: _Toc187045129]2.1.1 Concept and Importance of Marketing
	Marketing refers to the set of procedures and activities for the successful creation, communication, delivery, and even exchange of several offerings, which have distinctive value for clients, customers, society, and partners accordingly (Kirova, 2023). It is the process to get people who are interested in the organisational products or services. It eventually occurs through proper market research, analyses, and even an understanding of the ideal customers’ interests. Marketing is responsible for pertaining to every specific aspect of a distinctive business with sales, advertisement, distribution methods, and product development. Marketing is termed vital for different companies as it could help them in the successful creation of brand awareness, acquiring and retention of customers, and even driving sales or benefits (Park, 2020). Marketing is responsible for educating customers related to products as well as their benefits so that purchasing decisions can be made accordingly. 
	Marketing is also important to identify market opportunities so that customer engagement can be tracked as well as examining sales or market trends. Specific goals or objectives would be set for marketing and it could improve the brand experience of the customer so that customer trust and loyalty would be increased (Mowar, 2022). Customer feedback would be collected with proper insights so that communication would be improved with the overall creation of revenue options. The product costs are reduced and various promotions would be considered and run. Multinational companies, such as Apple would be considered for marketing change management so that the overall cost-effectiveness is managed and maintained. Specific budgets would be allocated efficiently so that the business can be differentiated from other competitors. 
	The management of Apple has invested in a specific resource strategy for marketing. For example, they have considered simple and user-friendly products that would be easier to use, durable, and lightweight (Kotabe and Helsen, 2022). These products have a distinctive appearance with minimal colours and even the Apple logo. Apple has been focusing on minimal advertisement and these advertisements eventually use higher-quality images, storytelling as well as minimal design. Moreover, these ads also avoid filler and jargon language that would consider using simple stories and music. Hence, competitiveness on price would be considered. A customer-centric approach has been considered and implemented in Apple so that the needs or requirements of all customers would be understood and prioritised under every circumstance (Berndt, Altobelli, and Sander, 2023). 
It has been identified that the organisational management of Apple has considered the current issues as well as future developments in marketing so that ongoing sustainability will be involved for the marketing aspects in the company, such as viral marketing, social media marketing, SEO or search engine optimization, PPC or pay per click and affiliate marketing. The main reason is that the management wants its customers to reach the goals and objectives as a priority so that any kind of negative impacts or issues are reduced over time (Buchanan and Badham, 2008). As a result, the change management strategy of the company related to marketing should be prioritised accordingly to gain competitive benefits. 
[bookmark: _Toc187045130]2.1.2 Macro and Micro Marketing Environments of the Organisation
	A complete macro and micro marketing environmental analysis is required for Apple. Such analyses will be required for the business to ensure that the environmental factors and aspects are identified and considered without any issues or complexities. 
[bookmark: _Toc187045131]2.1.2.1 PESTEL Analysis	
	i) Political: Since Apple is a multinational company, it is identified that the management has been considering an updated approach and specification for business process execution. The government policies of every distinctive company have been considered and implemented by the organisational management so that they do not face any issues or difficulties in executing the business operations in different countries (Burnes, 2014). Moreover, it is also identified that Apple is required to closely monitor every governmental policy within these countries. The next vital aspect that should be considered in business operations is political stability. It has been identified that there are a few countries in which businesses often face political instability and it could lead to major disruptions within the supply chain of the company (Hayes, 2022). As a result, the political climate and approaches should be prioritised. The next vital factor that should be considered is that the changes within the laws of intellectual property can make it extremely difficult for a company, such as Apple to protect its trademarks and patents. 
	ii) Economic: The business of Apple is majorly influenced or impacted by various economic factors at the international and domestic levels. It has been identified that the economic growth or development of any specific country can maintain stability in the business so that better results and efficiency are gained under every circumstance (Harvard Business School. 2002). The other significant economic factors to be considered and prioritised in the company include exchange rates and unemployment rates in countries such as China and India. It has been identified when these factors and rates will be increased, it is evident that the economic condition of the company will be impacted. Interest rates are also responsible for impacting the changes and operations in the company. 
	iii) Social: The major social factors that the management of Apple has been considering in their business operations include changing demographics, the enhancement of nationalism, and consumer preferences (Aaker, 2015). It has been noted that the changing demographics in different countries are required to be considered with the increasing number of individuals in the urban areas. It is termed a positive factor for the company since the products are expensive and people residing in these urban areas can afford them. Furthermore, consumer preferences have been changing and these consumers are becoming extremely interested in ethical products and environmental sustainability. It is termed a major challenge for the company since the products are required to be aligned with the requirements and preferences accordingly. 
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Figure 1: PESTEL Analysis
(Source: PESTEL Analysis. 2024)
	iv) Technological: Being a technological product company, Apple has ensured that they are following the requirements and considerations related to updated technologies as a priority (Bieling, Stock, and Dorozalla, 2015). These factors major influence the business of the company since they have been a successful organisation. Technological innovation as well as creativity are termed the major drivers of development in the country and as a result, the management has been bringing several innovative products every year. Cybersecurity threats or risks are also required to be eradicated with proper investments so that customers’ data would be protected. The overall development of new technologies like virtual reality and artificial intelligence has been considered so that the overall revenue will be enhanced (Danciu, 2013). The privacy policies are also updated to comply with new regulations. 
	v) Environmental: Apple does not violate any environmental law or regulation. As a result, there had been a sustainability in the operations that helped the business in meeting the respective demands of all consumers. The management has eventually committed to using 100% renewable energy by 2030 to enhance ecological balance. 
	vi) Legal: Different legal factors that have been impacting the business include intellectual property protection and various data privacy regulations (Foreman et al., 2014). The management of Apple has ensured that the legal aspects are followed in the business as a priority so that the risks and threats are eradicated. 
[bookmark: _Toc187045132]2.1.2.2 VRIO Analysis
	The VRIO analysis of the company is provided below:
	Resources/ Competencies
	Valuable
	Rare
	Imitability
	Organized
	Competitive Benefits

	Supply chain
	Yes
	No
	No
	Yes
	Temporary

	Bargaining power of customers
	Yes
	No
	No
	Yes
	Permanent 

	Inventory management
	Yes
	Yes
	Yes
	No
	Temporary

	Brand equity
	Yes
	Yes
	No
	Yes
	Permanent 

	Marketing
	Yes
	No
	Yes
	No
	Temporary

	Product Quality
	Yes
	Yes
	No
	Yes
	Permanent 

	Product range
	Yes
	No
	Yes
	No
	Temporary

	Human resources
	Yes
	Yes
	Yes
	Yes
	Permanent 


Table 1: VRIO Analysis of Apple Inc. 
(Source: Created by the Author in MS Word)
	The above-provided VRIO analysis has provided a detailed analysis of the major resources and competencies of Apple that have been providing them with temporary and permanent competitive benefits. It has been identified that the supply chain and talented human resources as well as product quality and range have been responsible for enhancing the existing procedures and operations so that any kind of issues or complexities are reduced (Kim and Mauborgne, 2004). Apple has also been successful in focusing on the brand equity and marketing approaches by which the bargaining power of customers is enhanced majorly. 
[bookmark: _Toc187045133]2.1.2.3 Porter’s Five Forces Analysis
	An industrial analysis can be completed with the involvement of Porter’s five forces analysis and it is provided below:
	i) Competition in the Industry: It is a strong force for Apple as the company has to compete with several similar companies such as Samsung, Sony, LG, and many more for electronic products. On the contrary, for technological aspects and e-commerce competition, Apple competes with Google, Amazon, and Meta. 
	ii) Threat of New Entrants: It is a moderate force for the company as Apple has been operational for several years and any new company will not be successful in maintaining its position similar to Apple. Hence, the level of threat from new entrants is quite low. On the contrary, these companies might be able to provide products at a lower cost, which is a disadvantage for the company (Kim and Mauborgne, 2014). 
	iii) Bargaining Power of Suppliers: This specific force is weak for Apple as being a multinational company, they can bring suppliers from different parts of the world and it would not be as vulnerable as the rest of the factors. As a result, the management of Apple has been successful in maintaining its position in the market accordingly. 
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Figure 2: Porter’s Five Forces Analysis
(Source: Porter’s Five Forces Analysis. 2024)
	iv) Bargaining Power of Customers: It is a strong force for Apple as the business is completely dependent on its customers. Hence, any changing preference or requirement should be prioritised and considered as a priority in the business operations (Aaker and Moorman, 2023). 
	v) Threat of Substitution: It is a weak force for Apple as the quality and range of products cannot be matched with that of Apple. As a result, the products and services cannot be substituted accordingly. 
[bookmark: _Toc187045134]2.1.2.4 SWOT Analysis 
	i) Strengths: The major strengths of the company include being a leader in the technology innovation segment and even launching new products. It has been identified that Apple has been successful in producing the hardware, software as well as other products for ensuring that maximum customer satisfaction is accomplished (Hutt and Speh, 2021). The brand reputation of the company is the next major strength of the company with an improved marketing strategy to reach these customers. 
	ii) Weaknesses: The products are extremely expensive and cannot be afforded by all customers’ categories. Moreover, these products are often incompatible with other systems. As a result, these are often avoided by several customers. The decrease in market shares and the major defects in products should also be addressed and reduced to gain maximum brand reputation (Guenther et al., 2023). 
[image: ]
Figure 3: SWOT Analysis
(Source: SWOT Analysis. 2024)
	iii) Opportunities: Apple has the opportunity to maintain loyal customers and even ensure that the product ecosystem is prioritised and considered accordingly. Moreover, the growth of the advertisement market should be checked and considered for better marketing in the future with the increased demand for several cloud-based services. 
	iv) Threats: The rapid technological change has been a consistent threat to the business as the management is often unable to understand and balance the requirements. Moreover, major competitiveness in the market should also be prioritised so that the threat of high competition can be managed (Saura, Ribeiro-Soriano and Palacios-Marqués, 2021). 
[bookmark: _Toc187045135]2.1.2.5 Marketing Mix or 7Ps Analysis
	i) Products: The major products of the company include MacBook, MacBook Air, iPhone, Apple Watch, Apple TV and many more. A vast variety of products and services are provided to the company for maximum competitive benefits and customer satisfaction. 
	ii) Price: The products of Apple belong to the high-class category and as a result, these are not affordable to all categories of customers (Olson et al., 2021). Although the business gets high profits from these products, the premium pricing does not allow all customers to get hold of the products accordingly. 
	iii) Place: The management has eventually adopted a selective distribution or place strategy. The respective products are accessible from all stores of Apple through authenticated premium retailers, a few selected online platforms, and even telecommunication companies (Cartwright, Liu, and Raddats, 2021). 
[image: ]
Figure 4: 7Ps Marketing Mix
(Source: 7Ps Marketing Mix. 2024)
	iv) Promotion: A promotional mix has been considered and implemented by Apple that allows the business to consider different aspects such as advertisement, direct marketing, sponsorship, social media, public relations, and even word-of-mouth. The company has been spending almost 100 million dollars annually on promotional activities. 
	v) People: Regarding the people strategy, the management has successfully ensured that every consumer would get a positive as well as engaging experience. To maintain the balance, a specific team of highly experienced and trained professionals is considered and involved who eventually provide the best customer support and services (Herhausen et al., 2020). 
	vi) Process: It has been identified a process strategy has been involved for ensuring that the consumers would be getting a seamless as well as effective experience. They have also invested within automated procedures like order processing, returns, and delivery of these products. 
	vii) Physical Evidence: Apple has eventually created a physical environment, which is designed for being extremely appealing and inviting to its customers. It has been identified that such aspects have been possible through its stores, websites, and even product design or logo (Gölgeci and Kuivalainen, 2020). 
[bookmark: _Toc187045136]2.1.2.6 TOWS Matrix
	Internal

	










External
	
	W
i) Expensive products or services than its competitors. 
ii) Higher degree of litigation in the highly competitive market. 
iii) Complacency for any kind of growing competition with the reliability of brand recognition. 
	S
i) Stronger brand recognition and loyal consumers. 
ii) Innovative products and services with leading technological edge.
iii) High-quality products and services with the most unique features.

	
	T
i) A major threat to the battle against counterfeit products. 
ii) An enhanced competition in several industries. 
iii) Demand reduction for economic downturns. 
	WT: Mini-Mini Strategies
i) Innovative products at an affordable pricing for reducing competitiveness. 
ii) To reduce litigation and higher competitiveness, Apple should develop litigation funding as well as documenting and keeping records while conducting due diligence. 
iii) Economic downturns related to the COVID-19 pandemic can be reduced with new products and services. 
	ST: Max-Min Strategies
i) Introducing creative products every year to maintain brand recognition. 
ii) Identifying customer preferences to launch these products with new technologies. 
iii) Quality maintenance and enhancement will not impact demand even during economic downturns, such as the pandemic. 


	
	O
i) Leveraging Apple’s stronger brand image to enter into emerging markets. 
ii) A successful incorporation of new product lines such as AR and VR devices. 
iii) An increased focus on services related to content streaming. 
	WO: Mini-Maxi Strategies
i) Providing several affordable products for every range of customers, in emerging markets. 
ii) Technological advancements as well as emerging technologies can reduce legal issues or litigation in the competitive sector. 
iii) Content streaming services could help Apple get new customers and decrease reliability on brand recognition.

	SO: Maxi-Maxi Strategies
i) Maintenance of stronger brand image and recognition for maintaining position.
ii) New technologies like AI, AR and VR could lead to innovative products or services. 
iii) New features within the products that support content streaming can increase the customer base. 


Table 1: TOWS Matrix of Apple
(Source: Created by the Author in MS Word)
[bookmark: _Toc187045137]2.1.3 Target Markets
	The target market of Apple can be analysed and considered based on the STP factor for Apple. These are segmentation, targeting, and positioning appropriately. It has been identified that the management is extremely specific in designing and understanding the target market of the company for those individuals who have been quite willing to make payments for the most innovative and high-quality products with an excellent user experience (Sander, 2023). 
[bookmark: _Toc187045138]2.1.3.1 Segmentation
	Market segmentation can be termed the approach to identify every distinctive element of a specific market for fulfilling the requirements of its customers. As per the analysis of the segmentation of the company, it has been identified that Apple has segmented the customers into psychographic and behavioural variables. The major characteristics that should be considered include occupation, customer preferences, and age (Rust, 2020). The main reason for such segmentation is that the management has ensured that the products will be used by a specific group or segment of customers. On the contrary, the behavioural variables or aspects that have been considered and implemented for the target market include attitudes, product knowledge, and responses of these customers for the respective product usage. 
[bookmark: _Toc187045139]2.1.3.2 Targeting
	Regarding targeting the customers, Apple has considered and implemented the strategy to determine the extremely attractive segments for the company. This specific phase implies the selection of the most specific groups that are identified from the segmentation procedure, in which Apple could easily sell the products. The positioning of the company has been done as a premium provider of products or services with high-quality as well as advanced functionalities and capabilities (Bag et al., 2021). It is also noted that the target customers of the company have included the higher-class customers who would be willing to spend additionally on the products. Hence, the product classification is improved and the management gains maximum competitive benefits. Such targeting has also been vital for Apple to evaluate the characteristics of the customers that have been responsible for appreciating the design, performance, and quality of technological products or services over the costs (Hossain et al., 2020). 
[bookmark: _Toc187045140]2.1.3.3 Positioning
	The third aspect of STP is positioning, which is the core factor in every marketing plan for promoting the respective brand image within the minds of different customers. Apple has been successful in selecting the most effective and significant positioning strategy, which accordingly influences the success factors of the company. The technological industry has been evolving and there have been different products that provide better results and competitive benefits. The management has considered the positioning strategy for the brand so that an emotional connection will be created with its customers (Kauffmann et al., 2020). This specific approach has been possible through exceptional experiences within the competitive industry. An investment in the research and development or R&D segment has also been responsible for positioning in the market and even making unique technologies accordingly. 
[bookmark: _Toc187045141]2.1.4 Selection of Media
	Apple has been using several major channels as well as methods of communication for marketing. Social media platforms have been used by the management to ensure that they are successful in reaching Gen Z and the youth generation. As a result, the business management of Apple has been successful in understanding the current requirements of these social media platforms and their interaction with customers as well as sharing content (Jabbar, Akhtar, and Dani, 2020). Email marketing is the next distinctive approach considered for communication and this specific approach is required to keep a record of conversation as well as files shared. SEO or search engine optimization has also been considered a priority by Apple and this specific aspect has been providing several competitive benefits accordingly. The SEO strategy requires future development as Amazon has been leading with the approach Apple is required to ensure that they are focusing on the major specifications that would be bringing new specifications and aspects (Varadarajan, 2020). The SEO marketing strategy is extremely effective as it could improve visibility and even generate more organic traffic to the website without any additional advertisements. 
[bookmark: _Toc187045142]2.1.5 Measuring Success
	Apple has been using several marketing campaigns for ensuring that the products or services will be purchased and considered by the customers successfully without any kind of issues or complexities. One such campaign was the Shot in iPhone, which was responsible for using user-generated content for the purpose of showcasing the camera capabilities of an iPhone. It was identified that the respective users submitted their best photos that were taken with their respective phones and these were eventually featured in advertisements on social media platforms, as well as on billboards of Apple (Marketing Campaigns of Apple. 2024). The overall success factors of the campaign were extremely distinctive as the management brought new specifications and aspects for the customers. The next significant marketing campaign was Silhouette which was used by the company for launching the iPod. The overall success of the campaign can be measured with the overall sales of the company that accordingly demonstrated the approach of users getting maximum benefits. 
[bookmark: _Toc187045143]2.2 Task 2: Conclusion to Address the Shortcomings of Apple’s Marketing Strategy
	After analysing the current marketing approaches and considerations, it can be identified that there are a few shortcomings that should be resolved for an error-free marketing strategy for Apple. For example, the company should consider the future development of the SEO strategy so that additional changes will be considered and the products can be used and considered based on faster search engine optimisation (Li, 2022). User experience will be improved and there will be a chance to improve credibility and a long-term return on investment. Moreover, another shortcoming that has been identified in Apple’s marketing strategy is its PPC advertising, which is better in Google and Amazon. The management of Apple should ensure that they are implementing new specifications related to PPC advertising so that the ads are cost-effective and these provide quicker results as compared to its competitors in the market. 
[bookmark: _Toc187045144]2.3 Recommendations to Improve Apple’s Marketing Strategy 
[bookmark: _Toc187045145]2.3.1 SOSTAC Framework 
	The consideration of SOSTAC framework should be considered for recommending and improving the marketing strategy of Apple. It refers to a structured approach to creating new marketing plans as well as business plans (Marketing Predictions. 2024). The recommendations should align with the situation, objectives, strategies, tactics, actions, and controls of Apple. It is the linear model, which provides a sequential procedure to create the most effective marketing plan for the company after addressing the issues and complexities. 
[bookmark: _Toc187045146]2.3.2 Recommendations
	i) It is recommended that Apple improve its SEO or search engine optimization strategy for future development. The situation is that Amazon has a better SEO strategy that takes the maximum number of customers from the business. It could be done with different strategies, tactics, actions, and controls. The page speed should be improved in the SEO and it could be done when the size of image files will be decreased and there would be render-blocking resource management (Varadarajan, 2020). Keywords should be used strategically on the website with different URLs, titles, and content. 
	ii) Another recommendation will be getting backlinks from other websites. These backlinks are responsible for pointing to the site and these are termed the most vital and significant ranking factors for any search engine so that the visibility and authority of Apple will be improved and managed. Meta tags should also be used for the content variation. 
	iii) The next recommendation is for improving the PPC advertising in Apple. It would be required to optimize the landing pages with the involvement of advertisement extensions (Li, 2022). Apple will be required to ensure that they are considering marketing approaches based on the STP analysis and an ad scheduling is optimised accordingly with competitor analysis. 
[bookmark: _Toc187045147]3. Conclusion
	Hence, it could be concluded that the management of Apple has prioritised its marketing strategy and approach so that maximum competitive benefits are gained. The involvement of the marketing change management can be termed responsible for improving communication and even productivity under every circumstance. The probable risks would be reduced and there would be a chance to improve employee engagement. Since it is a multinational retail business, the change management strategy has been responsible for using market research so that the customers’ preferences are understood and Apple is successful in analysing the demographics and buying behaviour accordingly. This specific information could even be termed responsible for helping the companies in creating tailored marketing campaigns, which fulfil every customer experience and expectation so that the products and services are differentiated from their respective competitors. 
	The management of Apple can also ensure that the organizational change would be guided from the initial point to completion with proper planning, implementation and even solidifying changes within the business. It also refers to the aspect that the business leaders can easily handle major modifications like the deployment of new technologies, adjustments to every pre-existing procedure as well as shifting organizational hierarchy for a better result. The procedure could look distinctively based on the kind of change that should be conducted over time. Transformational change would be considered for projects that are extremely large within scale or scope. Such major transformations in Apple could be distinctive and Apple would be successful in considering changes such as digital transformation. There could also be a chance to consider adaptive and gradual change for all products, workflows, strategies and procedures. 
	In this report, the major aspects related to the management of marketing change have been considered that would be aligned with individual change management in the procedures and approaches. Apple has ensured that the training initiatives would be upskilled for every employee so that productivity is not hampered and the issues and complexities are addressed at every level. As a result, Apple has been successful in combatting internal change resistance with an appropriate approach to monitor results subsequently. New strategies should be created by the management of Apple that would be standardized and aligned for every organizational segment. Being a part of the technological sector, Apple has been successful in addressing and balancing several aspects of change with marketing procedures. 
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