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Abstract. This study examines Apple’s marketing strategy from a customer perspective, focusing
on brand image and engagement. Apple has earned a strong brand image in the global market with
its innovation, superior design and high-quality products. Apple’s product differentiation and well-
established ecosystem set it apart from the competition in the market. Apple’s retail stores enhance
the customer experience with personalized service and digital displays. Apple uses digital marketing
to engage customers and raise expectations when new products are released. Hunger marketing
strategies, attention to detail, and customer care foster customer satisfaction and loyalty. Apple’s
products have evolved from tools to lifestyle and fashion accessories, and its iOS system is shaping
a unique attitude towards life. Through the psychology of social identity, the study reveals how
customer emotions are reflected in Apple’s brand marketing. In addition, Apple’s commitment to
environmental sustainability creates a positive image. The study emphasizes the importance of
branding in attracting and retaining customers. Apple’s marketing strategy has transcended business
and becomes part of consumers’ lifestyles, making the Apple brand synonymous with innovation,
style and social acceptance.
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1. Introduction

At present, with the continuous development of the economy, electronic products have become
one of the most important things in society, and Apple, as the electronic product brand of the current
global civilization, with innovative and excellent design and high-quality products, Apple fans are
fascinated [1-3]. This article discusses the company's marketing strategy from the customer
perspective around this brand image. In this fast-food era, it isn't easy to maintain customer stickiness
and increase sales among many brands. A single product is not feasible. Only by combining related
services can the brand stand out and have a greater appeal to customers. For the marketing strategy
of the Apple brand, the research is to better stand in the customers' perspective and understand the
wisdom of Apple’s marketing strategy. This analysis of Apple's marketing can also enable other
companies to refine individual marketing strategies better and help corporate strategic analysis
develop new ideas. In Apple’s marketing process, it differentiates itself with products and the
ecosystem. Hunger marketing online, sales, offline services, and other marketing strategies, so that
the brand's value has increased, sales and purchase degree and customer stickiness have increased
significantly. The brand’s commitment to sustainability and social responsibility is also reflected in
the design elements of its stores. Apple prioritizes customer experience by providing a seamless user
experience and effective use of digital marketing channels. Through hunger marketing, Apple
controls the message, builds expectations, and ensures a successful product launch. The company’s
meticulous attention to detail, including language choice, unique identification, and Apple ID, fosters
customer satisfaction and loyalty. Apple’s electronics have evolved from tools to lifestyle and fashion
accessories, and its i0S system has shaped a unique attitude to life [4, 5].

2. Case Description

As a popular electronic product brand company, Apple has established a strong brand image in the
eyes of consumers - innovation, excellent design, and high quality, which plays a pivotal role in its
marketing strategy. Innovation has been regarded as Apple's core value, arguing that technology is
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most powerful when it empowers everyone [6]. Apple excels at product differentiation, often creating
new market segments by introducing unique and innovative products. Apple and its products sync
and work together to accomplish tasks, known as the Apple ecosystem. This includes products like
iPhone, iPod, MacBook, and Apple Watch, and services like iTunes, Apple Store, iCloud, etc. For
example, some of the consumer’s ideas or work documents will be connected to Wi-Fi, and the notes
will be synced across all devices, allowing the customer to continue writing from any device. The
seamless integration of different applications and software is remarkable. With the changes in The
Times, Apple’s product strategy is mainly to update and iterate based on original products. Apple
constantly updates existing products in terms of function and appearance and divides different models
of products to meet different consumers with different needs. Air is a lightweight professional is short
for a professional. The Air is more suitable for families, mainly leisure and entertainment users, while
the Pro is suitable for more professional people, such as those who design drawings. This approach
helps the company to maintain a competitive edge [6]. Apple’s retail stores are key customer
touchpoints, offering personalized help, product demos, and unique shopping experiences. Inside the
store, employees often wear Apple’s signature blue T-shirts to provide professional service and
support to customers. The image and attitude of employees are also part of the brand identity, and
their professionalism and friendliness help build brand loyalty. Apple stores typically have large
screens to display product demonstrations, educate customers, and provide product information. This
digital display enhances the customer’s sense of participation and interaction. The decoration of
Apple’s retail stores conveys their brand philosophy everywhere; for example, the display shelves in
the store are usually clean lines, without excessive decoration. This style emphasizes the importance
of the product and makes it easier for customers to focus on the product itself. Apple stores usually
have interactive display areas so customers can personally experience the product's features and
performance. This interactivity enhances customer understanding and engagement with the product
and helps build brand identity. Apple store renovations often include environmentally friendly
elements, such as using renewable materials and energy-efficient designs. This demonstrates the
brand’s commitment to sustainability and appeals to a segment of consumers who are aligned with
the brand’s values. These details add character to the decoration of Apple’s offline stores, strengthen
the brand identity, and make it easier for customers to establish a deep connection with the Apple
brand. Apple prioritizes customer experience by creating an ecosystem of products and services that
integrate seamlessly and provide a comprehensive user experience. Apple effectively utilizes digital
marketing channels, including social media, online advertising, and its website, to attract its customer
base and create expectations for new product launches. Apple employs hunger marketing tactics. The
marketing curve of Apple company is information control-press conference-launch date announced-
waiting- official launch- snap full line out of the stock-hot sale. Information control is the first step
of its marketing, without which there will be no Apple product on hot sale. When the product is
officially opened after it begins to campaign, with a strong sense of contrast, it can attract consumers
and media by improving the desire for purchase [7]. Also, Apple’s software, with different carriers,
has made Apple fans obsessed with the iPhone to a new level. Apple’s advanced ideas influence many
fashion brand companies and continue integrating into the Apple industry. For example, Apple has
launched different iWatches with sports brand Nike and luxury brand Hermes, giving consumers
more choices. By combining digital music with music players, Apple has formed a new alliance with
record entertainment companies, bringing a new experience to consumers of Apple products,
increasing the number of customers, and bringing huge profits. Apple’s care for consumers is
meticulous, and the new device is turned on now in various languages so that customers receive great
satisfaction. Unique identity authentication, Apple ID, makes the iOS system unique, giving
customers the best experience in the i0S system and increasing customer stickiness. These details not
only add character to the Apple brand but also strengthen the brand identity and make it easier for
customers to establish a deep connection with the Apple brand. According to data compiled by the
American Customer Satisfaction Index, Apple ranks highest in customer satisfaction, scoring 82 out
of 100. And it’s not just iPhone: the company’s iPad laptops and Macs also earned top marks. That
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keeps Apple customers loyal. As an indispensable necessity in people’s lives, Apple’s electronic
products have become more interesting from the original tools that can only make phone calls and
send messages. As a fashion tool with certain entertainment, the iOS system developed by Apple
provides people with a different attitude towards life. Apple Pay provides consumers with great
convenience; consumers only need to move their fingers to complete the payment. The most popular
entrepreneurs and celebrities on Weibo use their iPhones to send information or edit and create all
kinds of news, and all are labeled iPhone users [8].

3. The Effect of Apple’s Marketing Strategy on Customers

Apple’s care for customers makes consumers lost in Apple’s consumption "trap". Within a month
of registering for an Apple ID, Apple will request feedback in the customer’s email. In the email, they
said they would not use the data for anything other than improving the product. Little things like this
can profoundly impact the psychology of the customer and have a huge impact on the brand, and
customer satisfaction will also increase. Apple’s independent 10S system plays a big role in customer
engagement quotient. The i0S system enables consumers to use all Apple products with good
connectivity. iCloud uploads to the cloud anytime and anywhere through Wi-Fi, which makes
customers feel at ease and enhances Apple’s brand value. Through premium marketing methods,
Apple’s customer groups become clear, enhancing its brand positioning in customers' hearts.
Although it will lose part of the consumer group, the Apple logo has become synonymous with
fashion, luxury, and star style for reasons of social identity. To show their financial resources and
status and be consistent with people around them, consumers will consume certain new products at
every Apple press conference, greatly increasing Apple’s sales volume. With the exquisite decoration
of Apple’s offline store and the service guarantee of professional staff, customers have a different
feeling when they walk into Apple retail stores. The study points out that product image is a
combination of relevant information generated in customers' minds due to the product's uniqueness.
Thus, this suggests a positive correlation between iPhone product image and purchase decisions.
Apple’s brand image positively and significantly impacts the decision to buy an iPhone. Apple Inc.
offers unique products of the brand’s uniqueness and comprehensive marketing strategy [9]. Apple’s
trade-in marketing strategy for products, or the brand guarantee of Apple care, increases the
probability of customers entering Apple’s offline stores, increasing Apple’s purchase degree [10].

4. The Embodiment and Management Inspiration of Apple Marketing

In daily life, Apple advertisements can be seen everywhere, which deepens people’s impression
of Apple and increases the probability of people going to Apple retail stores. Social identity plays a
big role in Apple’s marketing strategy. Through roadside slogans, word-of-mouth transmission
among people, and the star effect, Apple allows people to buy Apple products to receive social
recognition, integrate into the collective, and show their differences. For consumers, the Apple brand
of electronic products is not only a phone but also a rare electronic assistant in the life of consumers.
Apple i0S system, Apple Pay, and other unique designs and high-quality products make consumers
usually establish strong brand loyalty and identity with Apple. At the same time, this reminds us that
brand building is very important, and it is possible to attract and retain customers by creating a unique
and trusted brand image. Apple emphasizes user experience, which includes product design, ease of
use, and customer support. In management, this means focusing on the quality of products and
services and ensuring that customers get the best experience when using products or services, such
as offline trade-ins and free product inspection and replacement services for customers who purchase
Apple Care. For Apple fans, Apple’s launch events in recent years can be called movie-like
manufacturing, and consumers will not feel bored after watching for several hours, which is
presumably one reason why Apple fans are obsessed with Apple products. Management can learn
from this strategy to actively engage with digital media and build meaningful customer interactions.
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Whether in the design process of retail stores or product manufacturing, Apple always hopes that
environmental protection can be one of their brand labels, but also with the idea of some customer
groups to narrow the distance between the brand and customers so that customers have trust and
feelings for Apple. Apple is actively engaged in sustainability and social responsibility initiatives,
which build a positive image among consumers. Management can consider integrating sustainability
principles into their business and share this mission with customers.

5. Conclusion

This study found that Apple’s marketing is ubiquitous, encouraging consumers to visit its retail
stores. Social identity is important in Apple’s marketing strategy to enhance brand status and
strengthen brand image through people’s psychology. At the same time, a big part of Apple’s success
is its products' design, features, brand image, advertising, and customer experience. The study also
analyzes how Apple’s ecosystem has helped it create brand differentiation, with i0S, Apple Pay, and
a commitment to unique design and quality products fostering strong brand loyalty and identity
among consumers. This highlights the importance of brand building in attracting and retaining
customers. Apple’s emphasis on user experience extends from product design to customer support,
offering services such as offline trade-ins and free inspection and replacement of products through
Apple Care. Through this research, we also found that Apple’s advertising and its different types of
activities also help it create a lasting impression in the minds of consumers. Apple’s commitment to
environmental sustainability resonates with consumers and is aligned with its brand mission. This
commitment builds trust and emotional connections with customers and is a valuable management
experience. By integrating sustainability principles into their business and sharing this mission with
their customers, companies can enhance their brand image and foster customer loyalty. Apple’s
marketing strategy has moved beyond mere commerce to become a way of life for consumers, making
the Apple brand synonymous with innovation, fashion, and social acceptance.

References

[1] Cochoy F, Licoppe C, Mcintyre M P, et al. Digitalizing consumer society: equipment and devices of
digital consumption. Journal of Cultural Economy, 2020, 13 (1): 1 - 11.

[2] Tien N H, Dat N, Chi D T P. Product policy in international marketing comparative analysis between
Samsung and Apple. International Journal of Research in Marketing Management and Sales, 2019, 1: 129
- 133.

[3] Razak M, Hidayat M, Launtu A, et al. Antecedents and consequence of brand management: empirical
study of Apple’s brand product. Journal of Asia Business Studies, 2020, 14 (3): 307 - 322.

[4] Sohaib M, Mlynarski J, Wu R. Building Brand Equity: The Impact of Brand Experience, Brand Love, and
Brand Engagement — A Case Study of Customers’ Perception of the Apple Brand in China. Sustainability,
2022, 15 (1): 746.

[5] De Guzman M, Tabaquin K L, Dimaunahan P J, et al. Impact of Apple’s Brand Equity Towards Purchase
Intentions of Gen Z Thomasians on Secondhand Apple Products. International Journal of Social and
Management Studies, 2022, 3 (5): 116 - 124.

[6] Li Z. Strategic Marketing-Marketing Analysis of Apple Company. International Journal of Management
Science Research, 2023, 6 (4): 19 - 26.

[7] Lan B. Analysis of Apple’s marketing strategy. 2021 6th International Conference on Social Sciences and
Economic Development (ICSSED 2021). Atlantis Press, 2021: 128 - 132.

[8] N. Liu, Research on marketing Strategy of iPhone in Chinese Market. Xiangtan University, 2012.

[9] Hiremath N, Gupta N. Marketing Strategies Apple Uses to Increase Customer Base. International Journal
of Innovative Science and Research Technology, 2022, 7 (7).

[10] Chen H, Dong Z, Li G, et al. Joint advertisement and trade-in marketing strategy in closed-loop supply
chain. Sustainability, 2020, 12 (6): 2188.

715



