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Executive Summary
Marketing is significant to improve the brand performance and the brand performances are used to attract consumer satisfaction. The study aims to discuss the marketing scenario and consumer satisfaction by considering Apple Inc. The concept and significance of communication, branding, and brand equity have been covered by the study. Aristotle's model of communication and integrated marketing has been analyzed by taking examples from Apple Inc. Current promotional activities of Apple Inc. have been evaluated and further suggested the company attract social media marketing. The customer journey and customer touchpoints of Apple Inc. have been evaluated and presented in a form of a table. The study further recommended following social media influencer strategy and training the technical staff to perform the marketing activities in a better way. The study further concluded that Apple Inc. is attracting effective marketing values by focussing on quality and consumer experiences compared to the other companies focussing on cost-effectiveness. 
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[bookmark: _Toc92309805]Introduction 
Consumer satisfaction fosters the sales growth of the company that further impacts the brand recognition and brand image of the company (Hooley et al., 2020). In the present study, the concept of communication has been discussed by describing the Aristotle model of communication. The present study has emphasized the chosen company Apple Inc. to analyse the marketing strategies. The concept of integrated marketing communication has been elaborated and further identified the current promotional activities of Apple Inc. New potential marketing strategy has been focused and the concept of branding and brand equity have been illustrated from the viewpoint of Apple Inc. Keller's brand equity model has been presented in the present context to facilitate Apple Inc. Additionally, the consumer journey and touchpoints have been discussed to attract effectiveness in the study. It further included the Total engagement model in the study to understand the context. The study has further recommended some strategies to facilitate the present era for Apple Inc. 
[bookmark: _Toc92309806]Company Overview 
 Apple Inc. is a giant company in the electronic industry present in the United Kingdom. Apart from that, it is continuously upgrading the lifestyles of the people by its innovative product base. Apple is the company that has reached 3 trillion dollars and further has witnessed a growth of 1trillion dollars over 16 months (Smith, 2022). At that time the company was also facing several issues such as unsteady sales of the iPhones and disruptions in the supply chain. In 2021, a drastic change in the rising of iPhone sales has been noticed, and that further enhanced to 40% over a year. The Apple products demands are flying high and further exceeding the supply. The company is further thinking about launching innovative and new products in the global market in 2022 such as iPhone 14, virtual-reality, augmented-reality featured headset, upgraded air pods, and so on (Smith, 2022). It is further expected that the company will launch the Apple car by the end of 2025. 
[bookmark: _Toc92309807]Discussion 
[bookmark: _Toc92309808]Definition of communication
Communication is important in terms of business to attract a better process by properly communicating with each other. It further fosters the business management system to ensure high quality by engaging in effective communication. As described by Komarova (2019), in terms of effective communication leadership skills, coordinating skills, and operational analytic skills are required. Communication with the stakeholders present in the company is significant in the present context to attract better quality development and change management to satisfy them. Apart from that, communication with the consumers continuously is important to develop the product or quality. Apart from that, it is effective to understand the needs, requirements, and expectations to develop a new product base to attract new consumers. In the opinion of Sharma (2018), technology has contributed to the era of communication with Information Communication Technology, Virtual Reality and so on that has empowered the communication system to perform the marketing activities in a better way. Sharing of information is crucial in the businesses to attract better process avoiding the errors in the present regard. The human resources are managed and instructed clearly to achieve the vision of the company by engaging effective management and leadership (Sheehan, 2011). As opined by Madxadovna (2020), communication in organizing a business involves communication regarding production, administration, and management.it is further considered as professional communication that requires certain body language and speaking patterns. 
[bookmark: _Toc92309809]Aristotle’s Model of Communication 

Figure 1: Aristotle Model of Communication
(Source: Created by the learner)
Aristotle's model of communication is the first model of communication that is simple and offers the significance of the speaker. It further considered 5 elements of communication such as speaker, audiences, speech, affect and effect. Ethos pathos and logos are the three major components of the model that are related to each other to perform good communication (Hamdan and Elnadeef, 2020). Ethos is the key point that can define the credibility of a character involved with the communication. It is further considered as the effectiveness or power of the speaker in terms of influencing the audience by a speech. Aristotle has signified the speaker while presenting the concept of communication to attract better effectiveness. The ethos of a person must be maintained while performing the communication activities to attract the attention of the audience. The reliability or trustworthiness of the speech depends on the ethos of the speaker. On the other hand, logos are related to the emotional bond associated with the audiences while performing the communication activities. It helps the speaker to connect the audiences through emotions such as motivation, confidence, and so on. Apart from that winning the trust of stakeholders is effective through spreading positive emotion in the present regard.  Logos signifies the logic in the Aristotle model of communication that indicates communication without logic is not acceptable for the audiences. The speaker is needed to present the facts logically to the audience to attract better effective communication. A combination of rational thoughts and factual information based on shreds of evidence can influence the audience on a greater level (Stucki and Sager, 2018). 
[bookmark: _Toc92309810]Integrated marketing communication 
Integrated marketing communication can be considered as the communication strategy that combines the potential communication strategies to foster the marketing scenario of an organization. It is further beneficial to attract a maximum number of consumers by using communication tools. Offline advertisements such as banners, posters, and visual advertisements are effective in the present context. It is significant in the context of empowering the brand value and positioning. It further offers diversification in the promotional strategies to reach a diverse consumer base while looking after international marketing. It is also effective in increasing brand recognition for the company. The consumer's purchasing decisions will be influenced by the Integrated marketing communication by perceiving the brand image from various sources. As discussed by Duralia (2018), this communication is beneficial to assess the strategic roles of different communication tools. It is useful to address diverse needs, requirements, and expectations of the consumer base looking after the global scenario. The special performances of the company along with the originality of the products are better understood by the integrated communication initiated by the company. Audiences are better targeted and attracted by the present approach of communication by meeting their specific needs. It offers the company maximum visibility while performing communication or promotion of the company activities to enhance brand awareness in the market. 
[bookmark: _Toc92309811]Current promotions of the company 
Apple Inc. has been proving as a great marketer for many years in the present industry. 2017 CMO Survey Award for Marketing Excellence has been attracted by Apple Inc. in the present regard and the company follows some disciplines to perform the marketing activities (Moorman, 2022). Consumer experiences and touchpoints have been focussed on by the company while performing promotional activities. The company has currently encouraged the apps builders to ensure Apple-mediated attitudes at an international level. Apple store has been introduced in the present regard to enhancing brand recognition. The quality and standard of the products have been used in promotional activities in recent years. The ecosystem has been maintained throughout the promotional activities to attract better effectiveness. It is further enhancing the technological experiences for the people to meet their future imaginations. It has further implemented a customer-centric approach over the products to engage ethos while communicating to the global consumers considering their needs and requirements. Apple has less focus on attracting consumers by minimizing the product cost. It is effective in attracting consumer loyalty in terms of providing high-quality products with simplicity (Sood, 2017). This is the uniqueness in the present company where other technology companies are offering several discounts to attract consumers. The company has implemented the Net Promotor Score (NPS) since 2007 to understand the willingness of the consumer to recommend the product to others (Moorman, 2022). Furthermore, the company thinks globally while preparing for the current promotions to attract international consumers. 
[bookmark: _Toc92309812]New promotional strategy 
Apple Inc. focuses more on product quality and brand loyalty over promotions and marketing. In the present day of modern technologies, the company can initiate social media marketing strategies to attract global consumers. In the vision of Li, Larimo, and Leonidou (2021), social media as a promotional platform has a positive influence on the purchasing intention of the consumers that further engage better brand recognition. As elaborated by Ho (2020), a digital marketing strategy is further essential to attract the attention of global consumers. Apart from that, the youth are better addressed through the social media marketing strategy (Kotler, Armstrong, and Harri, 2020). As observed by Khanlari (2015), 75% of research respondents have agreed that their audiences use Facebook to integrate the current consumer service system. The book has further signified the importance of Facebook as a social media site to enhance the brand image of a company. It further engages both ways of communication with the consumers in terms of chats and comments.  As suggested by Dibb et al. (2012), the marketer's scenario has been changed due to the digitalization through social media. Apart from that social media nowadays can engage in selling activities. Additionally, it is effective to enhance brand recognition. The people can change their purchasing decision further can get switched to a different brand due to probable dissatisfaction regarding the product base (Wang, 2014). Attracting new consumers is possible through the social media marketing strategy. 
[bookmark: _Toc92309813]Concept of branding and brand equity 
Branding is considered in creating a strong and positive perception of a company. According to Temporal (2011), brand equity is referred to the description of a brand in terms of symbols, images, or consumer associations. Brand equity further generates a better brand value for a company looking after better profits (Drummond, Ensor, and Ashford, 2007). On the other hand, branding is performed to foster the marketing of a company to attract better financial growth. Both the physical and virtual image of a brand need to be secured to attract new consumers range from a global viewpoint. Apple Inc is focussing on the emotions of the consumers while performing the branding to enhance the brand loyalty of the consumers. The company further keeps its branding strategy simple and aesthetically pleasing. Performing branding in an informative way is benefiting the branding strategy of the company. Better branding leads to better brand recognition around the globe that is further effective to attract a new consumer base. As elaborated by Zollo et al. (2020), social media marketing is beneficial to perform better brand equity by improving the brand image, value, and identity. The consumer-centric approach and quality development of the products are effective in the present scenario to attract better consumer satisfaction that has a direct influence on brand equity and traditional marketing (Lee, 2018). Consumer experiences while browsing the sites to view the product base of the company are associated with brand equity. Brand equity is further related to the optimization of risks for the consumers (Roy et al., 2019). Customers often make purchasing decisions based on brand equity and that is why it is needed to be improved continuously. 
[bookmark: _Toc92309814]Keller’s brand equity model 

Figure 2: Keller’s Brand Equity Model
(Source: Created by the learner)
Keller's brand equity model is engaged with branding that further empowers the scenario related to brand equity. As opined by Samanta (2014), consumer satisfaction empowers the loyalty of the customers. Keller model is beneficial to facilitate consumer satisfaction for Appler Inc. while making the brand equity pyramid. Brand identity is considered as the perception of the consumers or consumer response to a certain brand and associated promotions (Alexandra and Cerchia, 2018). The uniqueness of Apple compared to the other brands present in the same industry is valued in the present regard. Brand identity is beneficial to attract awareness of the consumers regarding a certain product base. Strong brand image and consumer satisfaction reflect upon each other and further, it is considered as the most significant element for the present brand equity model. The second step for the brand equity model is brand meaning that is the advantage of the model to increase brand performance and brand image for Apple Inc. Sustained performance of the brand over time is important in the current scenario to attract a new consumer base. Product features, reliability, consumer service, design, and costing must be controlled to attract maximum advantages by this model. Brand image attracts advantages by brand performances and consumer satisfaction of Apple Inc. The third step is a brand response that is further related to the ability of the brand in meeting the requirements and expectations of the consumers. This is also related to the feeling of the consumer in terms of meeting expectations by Apple. The fourth step, brand resonance is related to the strong consumer relationship with the brand by engaging values, connections, feelings, and so on. The major disadvantage of implementing this model is related to its cost consumption in marketing for Apple Inc. 
[bookmark: _Toc92309815]Customer journey and customer touchpoints 
Getting aware of a brand, making purchasing decisions accordingly, purchasing products from the brand, and recommending the brand to others by getting satisfied with the products is known as the consumer journey. Awareness is considered as the first impression of the brand on consumers that have been implemented by Apple Inc. by its reputation and ad campaigns. Apple further engages in media review and product placements. The step of evaluation and consideration is entitled with market research to understand the availability of similar items. This stage is related to the comparison of the products from the same industry. Apple does not minimize the cost of the products, rather; it involves better quality to influence the consumers in the present regard (Moorman, 2022). The third stage is related to the decision-making step where potential consumers choose from the options and purchase the products with better features. Apple influences consumers by offering them plenty of options while making purchasing decisions. Full payments of monthly payments are offered by Apple to consider different economic backgrounds of consumers. To retain the consumers, Apple offers high quality and further involves effective consumer services. Apple's attitude to maintain quality and serve the consumers with better communication automatically attracts advocacy from the consumers. Consumer touchpoints for Apple Inc. are websites and stores that are considered as during purchase touchpoints that have been focussed by the company to impact consumer experiences. advertising billboards, innovative boxes for packaging are the touchpoint for the consumers for Apple after purchasing a product. Demo unit stores, personal communication, the short waiting time to check out, receipt acknowledgment, questionnaires on satisfaction are the touchpoints for the company that is enriched with greater experiences (Greenwald, 2022). 
[bookmark: _Toc92309816]Consumer journey map
	Journey map
	Awareness 
	Discover 
	Purchase 
	Use 
	Bond 

	Website 
	High awareness due to the technological efficiency among consumers
	Consumer browses products to discover new products
	Consumers get influenced by the website to make a purchase
	Customer service and efficiency of the product impress the consumers
	The consumer gets satisfied to recommend the brand to others and further consider purchasing from Apple

	Store 
	Awareness is there as people mostly visit a store to buy
	Consumers discover new products with the help of a Salesperson
	Purchase is most obvious for the store customers
	Consumers get satisfied by using the quality products
	Consumer refers the brand to known circle

	Call centre
	Consumers understand the brand 
	Consumers come to know different products of Apple
	Get influenced by the call and make a purchase
	Use experience of the consumers are fostered through consumer services
	Happy consumers will attract new consumers to the brand

	Facebook 
	People already have awareness
	Discovers new items by browsing the FB page
	Purchase is made through viewing the commends and like of Apple FB page
	Use experience is fostered through better assistance
	The consumer can recommend Apple products to mass on Facebook 

	Web forums 
	Consumers are aware of the brand 
	Consumers visit the web forum to discover new products
	Purchase is influenced by the web forum browsing experience
	Use experiences lead to the consumer satisfaction
	Online recommendations can be done by the consumer after the satisfaction

	Words of mouth 
	Brand awareness is not so high
	Consumers get to know the products by knowing circle
	The purchase decision is influenced by a known person using Apple product
	Satisfaction is ensured by better communication from the company
	The consumer will ask others to buy the products from Apple Inc. 

	Email 
	Brand awareness of the consumers can be high, low, or medium
	Consumers feel interested to know diverse product base of Apple
	Purchasing decisions can be made by initial market research
	Use of the product and consumer services satisfy the consumers
	Consumers will recommend the Apple products after getting satisfied

	Post 
	Virtual posts are effective to enhance brand awareness for Apple Inc.
	Market research from consumers attracted
	Social media posts influence to purchase products from Apple Inc
	Consumers get satisfied by using the products offered by Apple
	Consumers can share the feedback to make other people purchase products from the brand


Table 1: Consumer Journey Map
(Source: Created by the learner)
[bookmark: _Toc92309817]Total Engagement Model
The total engagement model is whether the consumers after the entire consumer journey make the purchasing decision with a certain brand or not. The significant elements of the model are consumer value proposition, branding, internal culture, consumer experience. These elements are essential to engage the consumer base in a greater way. Apple Inc. is a consumer-centric company that is emphasizing of continuously improving the consumer experience in terms of products, packaging, social responsibilities, and virtual effectiveness. Apart from that, the company focuses on continuous quality development and innovation in the product range by implementing a total engagement model. To focus on branding, Apple Inc. emphasizes the emotion and feelings of the consumers to attract the loyalty of the consumers. Implementing the present model Apple Inc. follows innovation and creativity from each possible aspect to engage the consumers. 
[bookmark: _Toc92309818]Recommendations 
R1: Social media influencer strategy is suggested to be followed to perform better marketing 
	According to Anuar et al. (2020), global consumers tend to get influenced by celebrity endorsements or social media influencers. It further enhances trust for the brand engaging the present strategy. Apple Inc. can involve this strategy to attract more consumers by promoting the products through social media influencers. As described by Woodcock and Johnson (2019), the significance of social media influencers is increasing to influence digital trends worldwide. Apple Inc. in fostering the virtual experience for the consumers can approach an international celebrity.
R2: Training and development of the technical staff is required to improve the virtual experiences of the consumers 
Apple Inc. is recommended to follow a continuous training program for the technical staff to develop the virtual experiences of the consumers. As opined by Song, Wang, and Sun (2018), training and development of the employees leave scope for sharing of knowledge and experience exchange. This is beneficial to keep updated themselves with all the technological upgrades that are further essential to improve the virtual experiences for the consumers. It pleases consumers while browsing on the web forum, official page, or digital platforms involving social media site experiences. 
[bookmark: _Toc92309819]Conclusion 
It is concluded by the study that innovative product bases are facilitating the growth of selected company Apple Inc.  The company is highly concerned with business ethics and performs its marketing activities accordingly to attract better consumers and maintain the brand image of the company. Further analysed that workers' needs and requirements along with their needs for training, developing, and motivating employees are understood by implementing a better communication process. Risk identification and optimization to develop certain products or services in Apple Inc. are required to attract transparent communication skills to understand the context in a better way. It is found by the study that Apple Inc. uses pathos to motivate and influence the existing consumers and human resources in the company by following Aristotle's model of communication. As identified by the study, integrated marketing communication offers consistency for consumers in selecting a method to interact with an organization. It further connects all the marketing channels to meet the objectives of the consumers.
It is evaluated that innovation and creativity in Apple Inc. have been fostered in the promotions that enhanced the brand image. Apple Inc. further implemented social media marketing, sales promotion empowering the public to engage in effective communication that can be integrated to attract maximum consumers. Apple Inc. is suggested to implement the social media strategy so that people can compare between several brands and further get attracted to the best quality products offered by Apple. It is further interpreted that Apple has gathered benefits such as enhancing brand image, uniqueness, and consumer-centric approach by the Keller’s model of brand equity. Apple has emphasized consumer journeys and touchpoints that ensured better physical and virtual experiences for the consumers. It is further observed by the study that, the cycle of customer journey involving awareness, consideration, decision, retention, and advocacy has been followed by Apple. The total engagement model has been further analysed as a beneficial approach for Apple Inc. in ensuring better values, quality, and consumer experience. Increasing brand awareness is observed to be beneficial for increasing knowledge regarding the brand and its product base to influence purchase decisions accordingly. 
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Appendices 2: Keller’s Brand Equity Model
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Appendices 3: Consumer Journey Map
	Journey map
	Awareness 
	Discover 
	Purchase 
	Use 
	Bond 

	Website 
	High awareness due to the technological efficiency among consumers
	Consumer browses products to discover new products
	Consumer get influenced by the website to make purchase
	Customer service and efficiency of the product impress the consumers
	Consumer gets satisfied to recommend the brand to others and further consider purchasing from Apple

	Store 
	Awareness is there as people mostly visit store to buy
	Consumers discover new products with the help of Sales person
	Purchase is mostly obvious for the store customers
	Consumers get satisfied by using the quality products
	Consumer refers the brand to known circle

	Call centre
	Consumers understand the brand 
	Consumers come to know different products of Apple
	Get influenced by the call and make purchase
	Use experience of the consumers are fostered through consumer services
	Happy consumers will attract new consumers for the brand

	Facebook 
	People already have awareness
	Discovers new items by browsing the FB page
	Purchase is made through viewing the commends and like of Apple FB page
	Use experience is fostered through better assistance
	Consumer can recommend Apple products to mass on Facebook 

	Web forums 
	Consumers are aware of the brand 
	Consumers visit the web forum to discover new products
	Purchase is influenced by the web forum browsing experience
	Use experiences lead to the consumer satisfaction
	Online recommendations can be done by the consumer after the satisfaction

	Words of mouth 
	Brand awareness is not so high
	Consumers get to know the products by knowing circle
	Purchase decision is influenced by a known person using Apple product
	Satisfaction is ensured by better communication from the company
	The consumer will ask other to buy the products from Apple Inc. 

	Email 
	Brand awareness of the consumers can be high, low or medium
	Consumers feel interested to know diverse product base of Apple
	Purchasing decision can be made by initial market research
	Use of the product and consumer services satisfy the consumers
	Consumers will recommend the Apple products after getting satisfied

	Post 
	Virtual posts are effective to enhance brand awareness for Apple Inc.
	Market research from consumers attracted
	Social media posts influence to purchase products from Apple Inc
	Consumers get satisfied by using the products offered by Apple
	Consumers can share the feedback to make other people purchase products from the brand
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