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Apple marketing: customization vs standardization

Many companies find it difficult to market and sell their products in other countries apart from their home country. However, Apple is one of the companies that has been able to break this barrier. The company has made it possible to enter the Chinese market, which is one of the international markets that are hard to crack where a large number of revenues to Apple comes from china. Apple appeals to the market on a customized basis by updating their gadgets. For example they get to update the GarageBand music creation software to include the local language such as in Chinese language. Furthermore, Apple adds some of the Chinese instruments such as the erhu and pipa to its products (Brotspies & Weinstein, 2019). These make the brand product to have the best image in the local market, making the users of Apple elsewhere comfortable in the world and maintains the customers to have great happiness. Thus, Apple customizes its products so that it fits the needs of customers worldwide. 
Regarding standardization, Apple Company has exhibited a significant amount of standardization in the market mix where it is clear for the products, phones, computers and tablets across 115 countries. With the variation that is slight but what gets to vary is the charges which they are getting to adapt based on the power source standards various countries use. Any country could get used as evidence of the standardization that is used by Apple on the global scale in China, India and Brazil apple uses the same market mix. Still, on the versions in China  apple web page  products advertised in similar ways they get advertised on US page with the only difference on the iPhone in US page says swipe to unlock. In China, it has some characters where the differences that exist between the two countries is the language and currency (Lieven & Hildebrand, 2016). In the other pages in other countries such as in India, they use the English language, therefore making no changes having the same product as in the US market.
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