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Introduction:

My Chosen Organisation: Apple Inc.
My chosen company is Apple Inc. which is based in and started its journey from California, USA. It is a Technological company established on 1st April 1976, by Steve Jobs, Steve Wozniak and Ronald Wayne to sell Apple I personal computer kit. Apple II was invented and introduced by Wozniak in 1977 and Apple III in 1980. Ever since Apple Inc. continued its journey in the world market of Technology and now a days proved to be one of the most innovative and successful technological company in the world and for over last 40 years Apple Inc been the leader among manufacturer of various types of Software and Hardware that are designed to ease our lives (Stanko, 2015)
In this report I am going to Analyse critically how Apple Inc. can create Innovative Marketing Strategies for raising awareness of the Brand and managing and evaluating the customer journey across the variety of Communication channels to ensure the current and future Stakeholders’ expectations are fulfilled.

 
Mission Statement of Apple Inc.:

Apple, Inc.’s mission is as follows: Apple designs Macs, world’s best personal Computer, including their own operating system OS X, i-life, iWork and other software’s those are used by the professional bodies. Apple is the market leader of digital music revolution with its iPods and iTunes online store. Apple has reinvented the mobile phone with its revolutionary iPhone and App Store and is defining the future of mobile media and computing devices with iPad and Mac book Air which is very similar to iPad in weight which is Super portable but performs fully as Macs. No wonder it will dominate the Technology market for many years to come. (AlJafari, 2016). Apple’s mission is not only to hold its Brand image for a long time but also to invent, innovate and develop new Technologies for a bright future of the company and at the same time serving the Mankind worldwide.

Communication:
·  Communication is a form of transmission of information, that received by an individual in the receiver end or could be a bunch of audience who will be receiving this information. (Balendran, 2021). In Marketing term communication is referred to the sharing of the description or the performance of a product to a bunch of audience who could be potential future customer for that particular product. For example, the T.V or other media advertisement could be a form of communication to promote a product or service. (Keller, 2009)
· ‘Marketing communication is much more than notification of product availability, other actions also involve with it – such as: Sponsorship, product repositioning, consumer targeting, image redefinition, Brand renewal and so on’. (Varey, 2002)


Mainly there are two different types of communication:
1. Impersonal Communication: This type of communication is mainly 1 to many communications, such as one to many, i.e., T.V advertisement where millions of people can view at the same time. 
2. Interpersonal communication: This type of communication refers to where a salesperson talks to a customer about a product on a one-to-one basis. This could be either in a shop or over the phone. 

Shannon and Weavers Communication Model:
Claude Shannon and Warren Weaver used to use the following model to represent the standard steps of any form of effective communication.
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Figure 1: Shannon and Weaver’s Communication model.
In this model they showed that, the sender encodes the message through the media then it gets decoded and reaches to different types of audience. After receiving the message, the audience understands the message and responses to it. response could be either by purchasing the product or hiring the service. Audience sends feedback to the sender. Audience’s feedback is used by the sender to improve the quality of the product or service or rectify the fault or drawback if any within the product. In modern era, most of the time audience’s feedback is also used by other audience to decide whether they want to buy the product or service, in other words it helps them for decision making in the process of purchasing the product or service. 
In the middle of the above model, it is shown that, the element “Noise” goes to all directions. It means in the process of communication; noises may pop up and interrupt the process. For example, while browsing the internet we may notice many advertisements or links pop up which may interrupt our information search. So, noise is anything that disrupts the message, as I mentioned above – the advertisement clutter that pop up while a particular advertisement we want to see.

Integrated Marketing Communications:

· Integrated Marketing Communications (IMC) are the communications and messages those link together all forms of communications. It is self-explanatory as it integrates all communications together those are used for Marketing. IMC integrates all the promotional tools, so that they are able to work together efficiently.

HTTPS://ALEJANDRORIOJA.COM/UNDERSTANDING-INTEGRATED-MARKETING-COMMUNICATION/ 

· IMC is much more efficient, innovative and effective tool that is highly likely to bring success for a retailer or a manufacturer in this current competitive market.
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Figure 2: Integrated Marketing Communication       Figure 3: Integrated Marketing communication
                  (ALEJANDRO RIOJA, JULY 2, 2020)                                                              (ANJELICA AND MRITHULA, MAY 12, 2019)

From the above both diagram it is very clear that there are varieties of options of Channels are available to create a competitive advantage over other Rival companies and extend or develop a huge market both in Retail and in placement of product by Manufacturers or both. IMC can be designed by combining few forms of communications integrated together, for example when we advertise for a product, we can place it in the TV, Radio, social media like Facebook, Twitter, Instagram etc. and in the Newspaper at the same time to target different types of audience. So that even if one group of audience mises it then other few groups of audience are still there to be the possible audience of our advertisement who might be future customers. This is the benefit of Integrated Marketing Communication.

The process of Integrating Marketing Communication can be defined from the quotation of Philip Kotler, “The company’s marketing strategy outlines the target audience / customers and how it will create value for these customers. Then the marketer develops an integrated marketing program that will deliver the intended value to target customers. This builds customer relationships by transforming the marketing strategy into action and eventually increases the number of customers which increases the revenue for the company. It consists of the firm’s marketing mix, the set of marketing tools the firm uses to implement its marketing strategy”. (Armstrong, 2017)
The stages in an IMC Campaign.
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Figure 4: Stages in an IMC campaign. 


1. Define the audience(s) to be targeted: Apple Inc.’s audience to be targeted the demographic group 18-34 and 35-45. 

2. Set the promotional objectives: to create customers from Age group 18 – 34 who mostly uses social media like Facebook, Tik Tok, Instagram etc. also audience of this group mostly listens to the music, so the objective is to increase the music product awareness amongst this group and create possible customers. Also, to increase the product awareness in the audience group 35-45 with iPhone, Apple watch etc, people from these group also uses the social media and hence product awareness can be increased by implementing intensive Advertising campaign in social media. Main objective is to communicate with 23.1% people who never seen any apple advertisement in social media. (Figure: 6(b)). 


3. Set the Promotion budget: Adverting in social media is not significantly expensive, so we don’t need a huge budget and being one of the world market leaders in technology Apple can easily afford it. 


4. Design the Promotion mix: Promotional mix is used to expand the market for an existing product or penetrate the market with a new product. Advertising is an activity that involves spreading of a brand using different medium at the same time during the whole promotion period. Price promotion also an effective tool to change buyers’ decision, such as Buy one get one free or 3 for 2, that involves and sales promotion that involves interaction between buyers and sellers. 

Apples New Promotion Mix should be as follows:

Online: (Sales Promotion).

1. New promotion: Buy one get one half price on latest Air pod set, for 30 days starting from 1st September 2021 until 30th September 2021. The target Audience is demographic age group 18 to 34 who mostly uses music accessories. 
2. Another new promotion for both is Age group 18 to 34 and 35 - 45 are phone case and screen protector. Both of these accessories are on half price if customer buy those at the time of purchasing the cell phone handset and contract.
3. An Extra 10% off on Handset (iPhone) when you buy the phone and the contract online. This offer is exclusively for online customers only, 

Offline Promotion: (Instore and Elsewhere)

1. Sales promotion on iPad for a limited period only. Apple customer will get the opportunity to buy an iPad on a reduced pride, also could split the cost by paying monthly when the buy an iPhone with 24- or 36-months contract. This offer is only available in-store, not online. 
2. Brand influence: since Apple got a very strong brand influence for its high-quality product, so Apple is going to use this opportunity. Apple to arrange a one-day seminar to introduce their new products and in some main cities and at the same time 3 to 7 days conference and exhibition of Apple products in Major cities in the UK, Europe and Asia to demonstrate the existing products and the new product like i-Phone 12 and iPhone 12 Pro-Max, latest MacBook Air etc, and sell those products at the same time giving a 10 to 15% discount on exhibition sale. 

Apple Inc. should put some online and other media advertisement like Radio, TV, Newspaper and social media like Facebook, Twitter and some other offline advertisement such as posters or banners in the city centres and other busy places such as Airports and train stations etc. prior to the Seminar and Exhibition for publicity. It will give a huge boost in the publicity which will attract some new audiences as well as existing Apple users to the Exhibition who is medium to high wage earners and after attending the demonstration many of them will buy the product.

5. Evaluate the result: The result is predicted that this IMC Campaign will give apple sale at least 5 to 10% boost and increase the revenue in short term but in the long term it will create a massive market in UK, European market and in Asian market. As one of the Apple Inc. Market Strategy Researcher Abdullah AL Jafari said in his research paper, 

“Apple got few opportunities to improve their business. They can extend their distribution network and reach to different market and tap into some of their competitor’s market share. Also, by extending their distribution network they will be able to reach more customers in the global market”. (AlJafari, 2016)

Apple Inc.: What marketing Strategy they should adopt: 
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Figure 5: Apple VS Samsung Advertisement Criteria


[image: ]     
Figure 6: Apple VS Samsung: Marketing Communications				
(a) Social Media,  (b) Other form of Communication
Source: (Figure 5 and 6): Survey results of 700 individuals in Portugal for comparing the Marketing outcome of apple inc. against its rival Samsung in February 2021. Survey conducted by: (Almeida, et al., 2021)

From the above survey it is clear that Apple Inc is falling short to fulfil overall Advertising criteria (Figure 5), Communication in social media (Figure 6a) and in other form of communications. (Figure 6b).

So, my Recommendations for my chosen company Apple Inc. to change its marketing strategy and focus on demographic group of age 18 – 34 and 35 to 45, increase its budget on Marketing, take more intensive approach on advertising in the sector of social media, and integrate it with other form of communication such as Brand Website, Technology sellers and other areas like more visible posters in landmark areas like Airport, Train stations, Stadium, central areas of the important Towns and city centres. 

It is very shocking result that a massive 23.1% people said that they have never seen any advertisement of Apple company in social media. In today’s world social media is one of the most important media of communication, based on this ground we can say that if Apple Inc. does not increase its advertisement campaign with social media, then it will be missing out a huge chunk of audience and customers and so will be losing out huge Revenue in near future. Also, they should be doing some sales conferences in major cities and towns to promote and sale their products and raise awareness of their products in order to create more customers and increase customer loyalty.




Product Branding and Brand Equity:

What is a Brand?

A Brand is a name, sign, symbol or design or a combination of them which identify the goods or services. A brand is introduced by a seller or a group of sellers to differentiate from its other competitors. Apple Inc.’s few popular brands are i-Mac, i-Pod, i-Phone, Mac Operating system IOX’s, i-Pad etc. 

Brand Equity:

Brand equity refers to the value that company generates from a product with a recognisable name. Companies can create brand equity for their product by ensuring that the products are memorable, recognisable, reliable and superior in quality.
(Source: https://www.investopedia.com/terms/b/brandequity.asp) 

When brands are consistently built over a long period of time, such as Apple, IBM, Google, Coca-Cola etc. the total financial value of the brand can be enormous. This value is called Brand Equity. (Sheehan, 2011)




Keller’s Customer-Based Brand Equity Model: (CBBE).


[image: ]
Figure – 7: Keller’s Customer Based Brand Equity Model (CBBE)

Kevin Keller (1993; 2001; 2003) had a major contribution in theory of Branding with his introduction of the concept of customer-based brand equity and the brand hierarchy (as shown in Figure 7) (Kuhn Kerri-Ann, 2004)
 
According to Keller, Brand equity is the effect that brand knowledge has on consumer response to the marketing of a brand. Effect occurs when the brand is known and possesses favourable, strong and unique brand associations to the consumer. (Kuhn Kerri-Ann, 2004)

This model identifies four steps where each step refers to questions asked by customers, and represent a ‘branding ladder’, with each step dependent on achieving the previous one. These steps consist of six brand building blocks, with a number of sub-dimensions. To build a strong brand, our aim is to reach to the top of the pyramid where a stable relationship exists with customers. (Kuhn Kerri-Ann, 2004)

This pyramid shape Keller’s CBBE model has four levels. The levels of the Brand Equity pyramid are as follows:

· Identity
· Meaning
· Response
· Relationships

The above list is in reverse order, meaning brand identity is located at the bottom of the pyramid, while relationships are at the top level. In order to create a strong brand for the organization, we need to make sure that we build the pyramid solidly from the ground up





Stage – 1

Identity: Who are you?

This question represents awareness of the brand, communicates to customers with its current image. Gives message to the customers why is it expensive for a particular Brand and make them to think about the standard and quality of the product and so on. 

My chosen company is Apple Inc. Here Apple is the brand, which represents the identity of a Technological company based in California, USA, one of the market leaders of Computer Software and Hardware manufacturer and top retailer around the whole world. So here Steve Jobs and his two other partners together have created and identification of in association with the specific product class like iMac, iPad, etc. This is the initial Brand building block, ‘Salience’.

Apple’s Current Positioning Strategy:

1. Apple’s customers seek performance products that are aesthetically pleasing and provide assurance that the product will be of quality. Since 1976, Apple has gone through the transition into the creation of many other technological devices and managed to establish a chain of retail stores in order to provide their customers with a better buying experience. (AlJafari, 2016)
Here Apple’s current positioning Strategy is, “High Quality, High Price”. This means Apple is manufacturing Top quality product in the current market comparing to its rival companies like Samsung, Nokia, Hewlett Packard or Dell who produces average quality products and sale cheaper. The buyer’s group who does not mind paying High Price for high quality product then Apple’s product is for them. So, if we see an Apple Logo on a product, we straightway know the identity of this product which the highest quality product comparing to similar product in the current market. For example, An Apple Mac book computer cost £1200 - £2000, whereas with similar specification a HP, Samsung or a Dell computer cost £400 - £700.

2. Apple differentiates with its other rival manufacturer and provides both the hardware and own created software in all of their devices. Apple also has proven its skills and expertise to keep their designs very simple, easy to use, interconnected with all their devises and aesthetically pleasing. (AlJafari, 2016).

Apple’s other Identity or Positioning strategy in the market is: “Think Different”. Apple Logo represents a different type of product comparing to other similar product in the market. So, Apple is always standing out from the usual crowd. For example, Apple is using its own created Software system called IOX Operating system, whereas the rest of the world like Samsung, HP, Nokia or Dell- all are using Android Operating system, so people know if they buy apple products, they will have to use a different Operating system for their computing devices or Cell phones, but in a better way means its much more user friendly.






Stage – 2 

Meaning: The second step answers the customer’s question, ‘what you are’?

Customers establish the meaning in their minds and links the brand association with certain properties. This step of the pyramid is built with Two Brand building block which is Performance and Imagery. (Kuhn Kerri-Ann, 2004). In this step Brand gets extra meaning not only for the high quality but also for its extra prestigious activities such as contributions of a chunk of revenue to charity works or Extra-ordinary Customer service. 

High performance and Brand image of Apple Inc.: 

Apple goes GREEN, Reduce carbon emotion, Stop global warming, Save the world.

Apple has created a very good Brand image with its high Performance. For example, high performance in society, for serving the Mankind beyond business and profit making.

In today’s world Global warming is a big threat for our survival. So, these days everyone’s slogan is ‘Go greener and reduce pollution, stop global warning and Save the world’. Apple has taken initiatives to use recycled products in its product packaging such as Recycled cardboards to save the trees in the forests and reduce Carbon emotion which will help to reduce global warming. 

Apple never compromised with its product quality but in terms of making a greener world and help saving sustainable energy for future generations, Apple has started to Recycle and re-furbish its obsolete electronic products and selling in Walmart, Best Buy and other US Technology outlet stores with Reduced price. 

The following is a product link taken on 09th August 2021 which shows that Apple already Refurbishing its obsolete products instead of chucking in the garbage and selling them in Walmart. In one hand this is helping to reduce Carbon emotion and making the environment pollution free, on the other hand it is helping financially less well-off people who previously intended to buy the Apple product but could not afford to pay the full price. So directly or indirectly Apple is helping a certain demographic group of people in the society who got low income. Walmart Re-furbished product link given below:

https://www.walmart.com/ip/Refurbished-Apple-MacBook-Pro-Laptop-Core-i5-2-3GHz-8GB-RAM-256GB-SSD-13-MR9Q2LL-A-2018/396568752

So, Apple has become more ‘Greener’ and ‘Environmentally friendly and differentiates its brand image unlike many other companies who still using polyethylene or nylon and other chemical based packaging for their products and still not using any recycling product.

Apple’s Long-term vision to serve Mankind and create a Better world:

Apple got a long-term future vision to help education system for future generations. To implement this idea, Apple has undertaken a project called – “educators teach, and students learn” to help the education system, aiming that effectively integrating technology into the classroom, students will have a higher level of learning and a higher level of education achievement. In this project Apple has invested a huge fund and designed a range of products, services and programs to address the needs of education. Apple also has a mobile learning platform that allows access to education related materials through the iTunes U store. The iTunes U store allows students and teachers to share and distribute educational material online. This project is entirely for serving the people globally and create the future generations with Artificial Intelligence and survival skills for many more centuries to come. (AlJafari, 2016)

Apple goes an extra Mile on Excellent Customer service:

Apple announced a partnership with IBM in July 2014 and created an application called MobileFirst for iOS, which provided a new system of industry specific mobile solutions. Apple also implemented AppleCare for Enterprise, which is a new service and support for products tailored to the needs of enterprise customers. Apple invested a huge amount of money for this project just to provide excellent customer service to the business user beyond their Expectations. (AlJafari, 2016)


Stage – 3

Response: What about you?

This step refers to Brand response where customer’s proper responses to the brand identification is an important factor and meaning are elicited. This step of the Pyramid is achieved with the building blocks of Judgments and feelings. (Kuhn Kerri-Ann, 2004)

Once a customer makes a purchase from our brand, what response we get to that purchase? This is where our brand has to live up to the reputation that we have attempted to build earlier in the pyramid. No matter what, Apple never compromised with the quality and the standard of the products. Apple is investing a lot of money for training staffs to provide high level of customer service and master class after sales service. Since apple maintain the quality and the service of the product before purchase, during and post purchase, apple’s customers never have any feelings that they have made the wrong decision. That’s why Apple is world’s Number One Brand with a massive Revenue of $ 274.5 billion and total asset 323.8 billion.
(Vailshery, April 2021) 

Also, in 2021 Apple became First in world Capitalization with 2.1 trillion US dollars. (Ross, 2021). Not only in 2021, but Apple is proving to be the Richest company in the world since last few years. It will be clearer from the following statement:

“Apple announced the biggest profit in history with net income of $53.4 Billion, As shown in Apple’s financial statement for the year 2015, which is an increase of 26% from the previous year’s net income of $39.5 billion.  That year Apple’s Total revenue was $233.7 Billion which is the top figure in the same year comparing to its three rival company Samsung, Microsoft and Google” (AlJafari, 2016).

The above are some of the massive Responses and customer’s feelings towards Apple brand which Apple built over the past 45 years. 



Stage – 4 

Relationship: What about You and Me.

How customer Perceives that Brand creating a community of the Brand of products. Such as Facebook, Instagram, Twitter, Higher level of customer support, and classic Brand Up to Date with digital marketing. This is the final stage of the CBBE Pyramid where Brand response is converted to an intense, active Loyalty Relationship between Customer and the Brand. (Kuhn Kerri-Ann, 2004) 

The final Brand building Block and the Pinnacle of the Pyramid is ‘Resonance’. Goal of a particular Brand – Create ownership of the product, share experience of the Brand, creating community of the product or customer group, create experience-built community. Excellent customer service with reward program and incentives, 

Apple is very successful to create the loyalty among its customers. Specially getting the benefit of word of mouth where people are talking about the quality and the standard of the Apple products. For example, when they buy a Mac Book Computer or an iPhone, they often post it on social media like Facebook with picture, felling proud to be the owner of one of these devices. Because Apple sells only high-quality products, this social media circulation also increases Customers Socio-economic status.



Also, Apple took all the measures to protect its staffs and customers adapting to new trends like COVID-19 as follows:

1. Maintaining social distancing with its staff and customers.
2. Using Anti-bacterial hand gel mandatory for all customers and staffs.
3. Using contactless payments in all retail shops.
4. Keeping all furniture’s and products extra clean in the show rooms.
5. Recruited more staffs to minimise the extra pressure of handling online order and delivery arrangements during Pandemic COVID-19.


Advantages and Dis-advantages of Keller’s Equity Model:

Advantages:

1. Keller’s CBBE Equity model provides guidance in building, measuring and managing brand equity. (Kuhn Kerri-Ann, 2004)
2. This process helps to create an identification of a particular Brand and an association a specific product class or need.
3. Despite some drawbacks, this Model is widely used in Marketing Management by many companies worldwide because of its simplicity. Keller was successful to present many complicated businesses term in a very simple way in his CBBE Model. It shows a very clear and concise step-by-step process to create Brand Equity, whereas in the contrary its rival model Aaker sees the Brand Equity as a mixture of brand awareness, brand associations and brand loyalty, which can be confused at times to plan and prepare a Marketing strategy for a Brand or Business itself. 
4. This Model helps marketers to build and manage their brands in this dramatically changing marketing communications environment, where markets are highly competitive and surviving in the market is a great challenge. (Keller, 2009)

Disadvantages:

1. While Keller claims that the model can be applied in a B2B context and a consumer environment, but it does not appear to have been tested for industrial brands. The similarities and differences between business and consumer markets have long been debated with organisational buyers found to differ in many ways, suggesting that the application of such a model in a B2B setting will pose challenges. (Kuhn Kerri-Ann, 2004)
2. A study conducted by Davin Edin, on the Brand Promise on the company ‘Telkom’, in Johannesburg, using Keller’s brand equity model shows that: The brand promise of Telkom was “to connect people to a better life” (According to their website). But Most consumers interviewed did not even understand what a brand promise was and so did not find any ‘Telkom’s brand promise’ for themselves. So, there is a discrepancy between the brand promise and the service offered by Telkom. And hench this segment of the Keller’s Model sometimes could be proved Challenging or contradictory for some brand or company. (Edin, 2017).



Customer Touchpoint:

The interactions of customers with a company or a product are called customer touchpoints, which are many critical moments on the customer’s journey from awareness to purchase and after. A customer touchpoint can be literally everything that transfers some type of information from the supplier to the client or vice versa. It includes visiting the company’s website or social media page, talking to a sales representative by phone or personally, sending an email or letter, watching a TV ad, and even seeing the company logo on the delivery van. The quality of these customer / company interactions affects, for example, how the company or brand is perceived, the customer’s willingness to buy, and customer satisfaction. (Thomas, 2017)

· A customer touchpoint is created every time your customer or audience interacts with your brand or service. https://www.makeitclear.co.uk/what-are-customer-touchpoints/
· Customer touchpoints refer to the points of interaction of the brand and the customer. These interactions take place at various places (online and offline) and at various times. https://www.feedough.com/customer-touch-points/



Customer End-to-End journey:

According to Neher et al, March 2016, (Source: MKM assignment briefs 2021, UWTSD) “to maximise customer satisfaction companies have long emphasised on customer touchpoint but doing so we tent to ignore an important issue which is Customer end-to-end journey”. 

So, from the above quotation we can see that we not only have to emphasise on the customer touchpoint but also, we draw our attention to Customer end-to-end journey in process of selection, purchase and using the product or service with highest customer satisfaction. This includes high quality customer service before purchase, during purchase and post purchase where we can provide a high quality after sales service if requires. 

Managing Customer Journey and understanding the role of customer experiences at each stage of the journey is of highest importance to retailers and manufacturers to survive and thrive in this technology intensive environment as well as in highly competitive market where surviving is simply a challenge. (Dhruv, 2020)

To understand Customer End-to-end Journey better, involves gathering knowledge by managing customers’ experiences throughout their shopping journey. It is of highly important for every retailer and service provider to have a systematic and integrated Customer Journey Map (CJM) system in place. At the same time, it is just equally important for manufacturers to understand customers’ experiences and journeys, to make sure that they optimize both the placement of their products and services and their communications, online and in stores. (Dhruv, 2020)

Customer Journey Map (CJM):

· A customer journey map (CJM) is a visual representation of every experience that customers have with us. It helps to tell the story of a customer's experience with our brand from the very initial engagement into hopefully a long-term customer relationship. https://www.salesforce.com/uk/blog/2016/03/customer-journey-mapping-explained.html


How Customer Journey Map benefits the Business?

CJM highlights the true needs and wants of our customers in real life. From this map we can also see as a company where our strengths and weaknesses are. So, we can go through our customer touchpoints and amend it as necessary. Any gaps or problems we can identify, it will visually show in the CJM. Maybe we can focus on areas where we require new development, allocating money to invest in new customer touch point or we may make recommendations for future customer touchpoint.

Customer journey map helps businesses to step into their customer’s shoes and see the business from a customer's perspective. It helps the businesses to gain in depth ideas into common customer pain points which generally reflects the weaknesses of the business, then to find out how to  improve the customer experience and obtain better ratings in the customer review and customer satisfaction survey, and define what customers, and prospective customers, need in order to complete a purchase. Following a customer journey map, it is also possible to turn a first-time buyer to a loyal and permanent customer of the company.

A customer journey timeline (End-to-end journey) includes – First engaging with a customer (Either with advertising or in a store), analysing the product performance, suitability and its other customers view on the product by means of customer satisfaction survey and customer ratings, buying the product or service, using it, sharing the experience with others and then finishing the journey by upgrading, replacing or choosing a competitor. (Richardson, 2010)

 The customer journey in marketing refers to the customer’s path, via touchpoints, to their decision to purchase an item. https://en.ryte.com/wiki/Customer_Journey
A common end-to-end customer journey represents all the interactions in between a customer being completely unaware of a company through becoming aware, investigating it, buying it, using and assimilating it, through to becoming an advocate - telling others that they should buy it and use it too. https://transformation.ai/customer-journey-definition/


Stages of customer journey: 

In Customer Journey Customer usually go through five Stages:

· Awareness
· Discover
· Purchase
· Use
· Bond / Retention

The above Five stage decision making process starts with need recognition and product awareness extends to the post-purchase stage which is Bond or Retention. But there are many factors that can influence the decision-making process, such as – Atmospheric, Social, Cultural, political etc., can influence customer decision process and ultimately influence their journey. Also, customer goes through cognitive, behavioural and emotional reactions in various decision stage starting from the search process until the moment they purchase and analyse their purchase whether they took the right decision. (Dhruv, 2020). 

The above five stages in the customer journey mainly summarised into three customer decision making process, each of these three following stages customer can experience emotional, behavioural, and cognitive responses influenced by social, cultural or political impact. These three stages are:

Pre-Purchase stage:
Pre-Purchase is the initial stage where customer identify their want or need. After establishing their need, they start to think what type of product they want. To establish the ‘Want’, they go through various advertisement process like social media, Facebook, twitter, Online advertisement, Digital marketing content like Website and other digital platform like creating advertisement using 3D or 4D technology or virtual reality and Artificial Intelligence etc. each of these interactions is called customer touchpoint. Also in pre-purchase stage customer can join the company events to find out a, bout the product they want to buy or they might have been referred by friends or a family members or even through integrated Marketing Communication Launched by the company.

Apple’s customer Touchpoint in pre-purchase stage for iPhone:
From Apple’s customer journey Map (Figure 8) we see that customer receives an email from Apple company that aware the customer about the product which triggers the interest in customer’s mind. Later customer discovers more information on iPhone Handsets from Apple website, gets review from Web-forum and finally visits a store to look at the handset physically and get and get more information. In this stage customer uses five touchpoints to make the purchase decision. 

Purchase stage:
In Purchase state customer find out more information about the products, may be from a catalogue or by talking to a salesperson in store or from website advertisement with product specification, or even from a point of sale having one to one conversation and then purchase the product.

Apple’s customer Touchpoint in Purchase stage:
In this stage Apple customer visits the Apple show room and talks to the sales staff further about the Cell phone handsets, and buy new phone, completes Paperwork, warrantee, processes credit card and pay. Customer Purchases New iPhone 12 Promax with contract from this store.

Post-Purchase stage:
This stage is called Bond or Retention, where we create a Loyal customer for a particular product. Customer creates a real bond with the product. In the process of making a loyal customer, we can write a personal thank you letter to the customer for purchasing the product, also asking the customer to take part in the Product feedback Survey. Upselling or Cross-Selling Emails with promotional and other event info, Ask for subscription or a subscription Renewals.

Apple’s customer Touchpoint in Post-Purchase stage:
In this stage Apple iPhone customer finds out more about the data and new handset info from the website. Apple Customer is satisfied with the Apple device (iPhone 12 Promax), and expresses positive view to others. 






















Customer Journey Map for Apple iPhone 12 Pro Max
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Figure 8: Apple’s customer journey Map for iPhone 12 Pro max.

Strengths and Weaknesses of Apple’s customer journey map:
In the previous page we discussed what’s happening with Apple’s Customer Journey Map and now we will highlight its strengths and weaknesses in the following Paragraphs.





Strengths

1. Customer started its journey from a random commercial email from Apple Inc. which is definitely a strength because it proved to be a successful touchpoint what lead to a make a purchase in the later stage of the customer journey.
2. Also, in Pre-purchase stage customer used three more touchpoint which is website, web Forum and in-store for helping them in making the purchase decision. These touchpoints are the strengths of apple’s marketing strategy. These touchpoints are the strengths of the Apple ‘customer journey map’.
3. Apple’s other strength in the customer journey map is the Word of Mouth. Apple got such a strong Brand image that it is using the ‘Word of mouth’ worldwide. When Customer purchased iPhone 12 Pro max and used it, customer expressed the satisfaction to their friends and family members which worked more than the advertisement. So, in Bonding stage Apple’s strong Brand image created another loyal customer for Apple.

Weaknesses:

1. From the above customer journey map of Apple, we see that, in the Awareness step of the pre-purchase stage, Apple used only the email for marketing, which is a very poor marketing strategy, because if customer overlooked the email, then. they might not grow interest to buy the apple products. Here Apple Could use various Marketing Mix strategy in the customer Touchpoint in Pre-Purchase stage such as- Leaflet or flyer through the doors, Facebook and other social media, call centre or even in-store or outdoor exhibition and demonstration.
2. In this digital era, Apple did not use any Artificial intelligence or Virtual reality tools as a touchpoint which could possibly create a significant number of customer and bring more revenue for the company.
3. In the Bonding section of the post-purchase stage, we see that apple just relied on the word of mouth as a measure of customer satisfaction. Here Apple could use other opportunities like writing a personal Thank you letter to the customer or ask for taking part in the customer satisfaction survey, could give some coupons with a 10% off in their next purchase. This could create customer’s extra Bonding with Apple Brand or products and a permanent loyalty with Apple. So, Apple should revise its Marketing strategy, use a variety of Integrated communication channel which will create more satisfied and loyal customer for Apple.
                      [image: Apple iPhone 12 Pro Max Review: the Biggest iPhone Ever Made]        Figure 9: Apple iPhone 12 Pro Max, Colour: Rose Gold

The Total Engagement Model:

[image: ]

Figure 10: Apple’s Total Engagement Model

The Total Engagement Model of a Business represents the idea of how an organisation goes an extra mile to create engaged customers instead of encouraging customers to make a one-off purchase. The success and growth of a Business solely depends on whether customers want to buy their products repeatedly. This brings our attention towards the loyal customers of the company. But The Total Engagement Model a little bit more than just a bunch of Loyal customers. In this Model A business or an organisation creates the Engaged customers by creating the Customer Value Proposition and gradually make their way up towards the growth of the company, taking into account of other factors like a) Advertising Brand promises, b) Internal Cultures elements with its employees and d) customer experience.

How Apple fits in this Total Engagement Model:

As an organisation, Apple is keeping its promise by offering its high-quality Brand value to its customers and consistently delivering it by its employees. Apple maintains a very rich cultural relationship with its employees and each employee knows that they have to produce and deliver the highest quality product for its customers. Apple Brand represents a High quality, High price and maintaining its Brand image since last 40 years. No wonder Apple is the number one company in the world in Technology market for many years.

Conclusion:

So, from the above discussion we see that the goal of a company should not only be making profit but also emphasising on complete customer satisfaction. To create a long term satisfied and loyal customer for Apple, in one hand we got to concentrate on the customer touchpoint but on the other hand we got to consider the total Customer End-to-End Journey. This is the only way we can design and implement an Innovative marketing strategy for Apple Inc., considering the varieties of different communication channel and make satisfied customer beyond their expectations. At the same time, we can protect and fulfil Apple’s all Stakeholder’s expectations and interest.

Recommendations: 

1. Apple usually never put it product on sale, but in this highly competitive market they should consider changing marketing strategy and should use the promotional Mix and time to time put promotional sale like Buy a product and get other one, half price or even Buy one, get one free.
2. Apple should concentrate on advertisement on digital platform and Artificial intelligence and Virtual Reality Technology like a customer should be able to travel through a product using 4D or 5D Online Virtual platform before making decision to purchase the product.
3. Apple should use integrated Marketing communication Strategy instead of a single Tv or Newspaper advertisement. Its ok that Apple got a very strong Brand Equity but that’s not enough, they must implement IMC Strategy otherwise in few years’ time this company will be losing lots of its revenue and its Rival company will Tap into its share. 
4. Apple should Extend their Market in the developing countries like some less developed European countries and some developing countries in Asia. Yes, we agree that Apple’s Market Positioning is, “High quality, High price”, but since Greener world and Pollution free Environment to reduce Global warming, Apple has started selling its Re-furbished Re-cycling products, Apple at least should start selling these Re-furbished product to the developing countries customers who can’t afford to pay the full price for the Brand new product.
5. Customers demand for new Technology is always changing in this current competitive market. We know that at present Apple is the world number in Computer items and in second position in Cell phone Market compared to its rival Samsung, but Apple should not sit idle and let its rival rule the world market. Apple should invest more money in its research and development and innovate on new Technologies like Virtual Reality and Artificial Intelligence. Also, they should be trying to take over the Cell phone market from its Rival Samsung by doing intensive research and implementing the more intense and fruitful Strategy on its iPhone and iPad market.
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