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[bookmark: _Toc521084230]Executive Summary
[bookmark: _Toc521084231]There are activities in a company that is directly involved in consuming, obtaining and even disposing of processes of a product or service. Apple has been one of those companies that engage in such processes for the betterment of their consumer needs. Consumer behavior changes every now and then. In this regard, it is upon companies like Apple, to make their products and services suit the drastic changes in their consumer tastes. Marketing strategy is an important task for a company that opts to keep their customers. Big companies that are considered to make huge annual profits are involved in consumer analysis and make sure that their products and services match-up with the market development. However, understanding the whys of customer behavior is not an easy task since the answers are locked deep within the consumer’s mind. Apple being a big company is always ready to take upon the opportunities presented in the market by designing products like software, peripherals, phones, music player devices, and computers. Computers are an integral part of any company because of the processing power and for entertainment because of the portability. With dynamic changes in the market, many consumers keep on requesting for Macs from Apple. The purpose of this paper is to outline the consumer behavior regarding Apple’s MacBook, the target market for the MacBook, and the implications of perception, personality, values, involvement, attitudes, group influence, and self-concepts on the consumer behavior. 
[bookmark: _GoBack]
Discussion
[bookmark: _Toc521084232]Target Market Analysis
Consumers can be difficult to understand sometimes because of their often changing behavior (Spenner & Freeman, 2013). Computers have many uses which don’t seem to be satisfied easily. At home, computers are used for entertainment, e-commerce, and communication too. At the office, they are used for business purposes like communication, trading, storage of consumer details and managing the workforce. Educational centers like schools; computers are mostly used for learning and communication- especially for international students who are very far from home. That said, a target market analysis has to focus on the demographic nature of the MacBook users, the size of the market, income, sex and the educational background of the consumers.
Apple process thousands and thousands of computers every day. The computers produced are not all meant for the same purpose. In this case, the target market size matters a lot when it comes to market analysis. For a computer that is meant for educational purposes, the market is big and hence the marketing strategy is a bit different from the other types of computers. Kelowna city has several retail stores that are authorized to sell laptops to students and other people in the Canadian market. However, in as much as Apple is considered as a premium brand, the bulk of the MacBook's market is in school or just finished school.
Even though Apple products come with different price tags, the main target is teens and people under the age of 34 (Thao, & Tsanthaiwo, 2017). Teenagers are attracted to Macs because they use them to socialize, game, study and listening to music. The company has made this sure by including many gaming apps that are compatible with the computers. Apple computers are considered one of the powerful computers on the market. This implies that most teenagers and international students would prefer to use the laptop because of its processing power and portability (Thao, & Tsanthaiwo, 2017). Again, universities and colleges are also a target market for Apple computers. It can be seen from the several stores that are located in the Kelowna city which include iWorld connect, Next Generation Computers, Fix My Touch, London Drugs, and The Brick. This is a period where technology is ideal for everything and everywhere. Classes are filled with projectors and libraries are now online. Due to this, students use MacBook's to access study materials on the internet, online libraries and also record quick notes while in class- are kept organized in the device. Nevertheless, Apple computers are very light and hence make them easier for students to carry to and from university easily. 
However, Apple products are very expensive compared to rival companies like Hp, Lenovo, Samsung, and Dell. This makes the high-income earners one of the Apple computers target markets. Everyone might want a MacBook but not everyone is able to purchase the product. The target due to this reason, apart from being young, is that they are wealthy. Millennial come as the second target market after scholars and teenagers (Spenner & Freeman, 2013). There is no other generation that is hooked to technology like the millennial and for this reason; the generation exploits the services offered by Apple which leads to more sales for the company. 
[bookmark: _Toc521084233]Personality
The behavior of Apple computer buyers is highly affected by their lifestyles, traits, and psychographics. In general, the products made by Apple appeal to high-end, professional, sophisticated consumers who are not worried about the cost of the product. However, it is not a must that a customer is "tech-savvy" so that he or she can use a MacBook because of its simplicity (Vinerean, Cetina, Dumitrescu, & Tichindelean, 2013). An international student is an ideal target market because if they can afford intenationa fees, it means they are able to pay for premium products. Apart from the product being easily appealing to a certain class of rich people, a MacBook is a delicate and expensive product that calls for extra care. In this regard, Apple computers are also appealing to students who are able to maintain the product.
Looking at the way Apple has managed to acquire a market loyalty of its products, we can say it is an excellent job. The company’s computers have faced some issues regarding the hardware and software but because the product connects emotionally with the customers, customers disregard the minor issues that the company might be facing. Apple ensures reliability by ensuring that their products are all that the customers want; cutting-edge design and high-performance quality. Apple's brand loyalty has contributed to the company's success in reaching their target markets and profits in Canada.
Lifestyle is a factor that has a significant impact on the behavior of consumers (Vahdati, & Mousavi Nejad, 2016). The Apple company has spread its wings to all parts of the world. However, the retail stores are located in all the major cities around the world like Kelowna, London, New York, Russia, and Toronto. One common thing in these cities is the lifestyle- which is high. In regard to the products expensive nature, Apple computers appeal to people who live sophisticated lifestyles that is very different from the rest of the world. 
[bookmark: _Toc521084234]Perception
Perception is simply the process that is used in selecting, organizing, and interpreting information. Most of the time, the information is meant to make a meaningful picture of the globe. Perception of a consumer regarding a particular product is a factor that affects their purchasing behavior (Padua, 2012). Apple as a brand is known for high-quality products that never disappoint. A previous knowledge regarding Apple computers has a significant impact on the preference of customers in the future. Students are a learning generation that is vibrant and up-to-date with the technological advances in products in the market. That said, most students may refer to own a laptop from Apple just because they have had a previous experience with the product and they liked it. 
There is a notion that Apple computers are durable and ideal for every activity on a daily basis. The perception created by Apple is that the computers produced by the company are flexible and can operate with minimal knowledge of computers. The perception of consumers is affected by social media, public relations, advertisements, and also personal experiences. Given that the Apple Macs are popularly known for their reliability, every customer that goes in the social media and posts reviews about their experience regarding the product contribute immensely towards the perception of other consumers. Students in this generation are always stuck in the social media looking for the next big tech product and sharing their views regarding their current ones. In this regard, apart from the company’s effort to promote their product sales through social media and advertising channels, past users of Apple computers contribute a lot towards the future behavior of consumers. 
[bookmark: _Toc521084235]Motivation
Consumers are motivated by different factors when it comes to purchasing products from any company. People prefer having a product that can meet their needs and wants without any problem. In this case, motivation is a factor to be considered when it comes to the consumer behavior towards Apple’s Mac. The question here is what does the consumer need or want? What are the conflicts that the consumer may be having? What is the best way of satisfying their needs? Motivation starts with a need for something, then a drive towards that product, then a desire to have it, designing of a goal and finally the development of a behavior (Williams, 2014). Apple is keen to be involved in all these steps that contribute to their consumer behavior. Businesses are in need of a communication device that is also able to keep company files, aid in monitoring the operations taking place within the organization as well as for the purpose of e-commerce. Students, on the other hand, need a laptop for study purposes and in this case, Apple makes sure that their Macs are simple to use and reliable- matters regarding the battery life, security, and processing power.  Additionally, according to Maslow, there are five types of needs that a consumer needs to meet and they include Safety, Psychological, love and belonging, Status or esteem, and self-actualization (Einstein, Addams & Roosevelt, 2016). 
Applying the Maslow’s hierarchy of needs to the millennial and teenagers (especially the school going generation), we can clearly see how Apple appeals to the generations to an extent that creates wants and needs for a laptop made by Apple. Apple makes customers pay premium charges for products because these consumers have the notion that the products are effective and well-engineered hence making them have a need to be associated with the brand. Apple satisfies customer’s psychological needs by making the services accessible in the devices basis. Even though the brand cannot literally provide customers with a house, the services offered by Macs are basic too (i.e communication and e-commerce). Additionally, there is a reality distortion produced by Apple that makes consumers, especially the young generation go crazy for. Addiction to screens is something that is not new but when it comes to the video quality produced by my Macs and the gaming experience, we can say that Apple is able to change consumer behaviors.
[bookmark: _Toc521084236]Involvement
Consumer involvement in the management and marketing of a brand matter as much as the brand managers do. Consumers get involved in a brand emotionally and this can be used to define their behaviors. Emotional involvement of Apple products users has contributed hugely to its brand loyalty, guardianship, and advocacy. These are the things that money cannot buy. Again, word-of-mouth done by loyal customers is a very effective tool that can change consumer perception and wants (Brodie, Ilic, Juric, & Hollebeek, 2013). Word-of-mouth by students play a significant role in expanding Kelowna city market. Even though the process does not happen overnight, Apple has made progress in ensuring the emotional connection of consumers to their products.  
Macs are sleek, well-designed and attractive computers. The design of the MacBook is consistent in all types of their computer products. What Apple promises as a brand is a consistency and persistence. In this case, new or upgraded Macs always meet the expectations of the consumer over and over again. The uniqueness of Apple computers makes the users feel like they are a type of family that is different from the rest of the technology users (Williams, 2014). For instance, the creative task of making the audience of “creative” pcs made Apple computers users feel more special comparing them to the people who have computers for less creative tasks like spreadsheets. Nevertheless, perceived risks can demotivate customers when it comes to purchasing of products. Performance is the number one thing that customers look for in a MacBook. That said, a discovery of a failure in an Apple computer can immensely affect the behavior of the consumers. For instance, Students require using their laptops in arrears like parks and halls that might not offer power supplies. In this regard, a discovery of a Mac brand that does not keep power for long can lead to customer reluctance. 
[bookmark: _Toc521084237]Values
Every product has its own value to the user. Laptops are meant to entertain, help study, communicate and many others (Padua, 2012). For a student, the values of a Mac are based on what the product can do to boost his or her grades or link up with her peers. In the generation that is currently in school, a computer is valued highly just as a phone and a book. One needs not to have the bulk of books and documents when he or she has a MacBook. Values in consumer behavior are judgments and attitudes regarding a certain product. In the case of a Mac Book, consumer values would entail the attitudes and judgments that consumers have regarding the product. Questions like, can the laptop service me for a long time, is it worth it, and what is the risk involved in purchasing such a product are just but a few of the determinants of one’s value.
The hierarchical value map of a MacBook comprises of the following:
[bookmark: _Toc521084238]Personal Values
These are the values that describe the attitude of the MacBook user. The consumer behavior is affected by this in that the MacBook should be easier to carry around, offer some piece of mind and make the user feel good. 
[bookmark: _Toc521084239]Personal Benefits
If a Mac is durable and well-manufactured it means that it can offer great services to the user. Students can be clumsy when they go to a party or even at home when doing their homework while drinking coffee. The product must offer some assurance of controllable damage when drinks spill on out. Other personal benefits derived from the MacBook include being organized, easy to carry and can customize how it looks like. 
[bookmark: _Toc521084240]Self-Concepts
These can be said to be descriptive thoughts that consumers have regarding products. Concepts can be from faith, opinion, or even real knowledge. In the market, there are different types of consumers who have varied self-concepts. When it comes to purchasing of MacBook, a consumer may be interested in a type that can only aid in communication and another might require a type that can allow gaming. However, the consumer behaviors evolve as time advances and in so doing, Apple is forced to produce laptops that are able to satisfy multiple self-concepts of their consumers.
Self-concepts are always changing and so are the products that are created by Apple. A student will have an opinion that a MacBook Pro is a gaming machine and the concept changes when he or she uses MacBook Air. In this case, MacBook Pro will be purchased by many students, who like gaming hence driving the brand sales up.
[bookmark: _Toc521084241]Attitudes
The attitude of a consumer towards a product is a factor to be considered when it comes to understanding consumer behaviors (Williams, 2014). An attitude can be negative or positive. These attitudes can be advantageous or an obstacle to the marketing team. When it comes to Apple customers, consistency is the goal of the company. The factors that form consumer attitudes include past experiences, a notion that was derived from other users, and a fact about a certain product offered by a company. When consumers have a negative attitude towards a product, their buying behavior is affected. 
Mac being an outstanding product that is widely recognized, it would be difficult to develop a negative attitude. Most times, when a consumer starts using a brand from Apple, they find themselves using all other devices from the same company. This is an attitude that is developed for the sake of consistency. According to Tumewu &Tampone (2014), a consumer attitude can be changed by ensuring high-quality products and appealing to the consumer by investing in marketing strategies as well as adding beliefs regarding the product. 
[bookmark: _Toc521084242]Decision Making Process
The process that a consumer goes through when it comes to purchasing a product includes 1) Need, 2) Information gathering, 3) Evaluation of alternatives, 4 )Purchase of the product and finally, 5) Post Purchase Evaluation (Solomon, Dahl, White, Zaichkowsky, & Polegato, 2014). When it comes to the products, people have different needs. A student will be driven to purchase a MacBook when she or he identifies the need for keeping notes organized, accessing the online library, entertainment of communication. Secondly, when a consumer realizes that there is a need for a laptop, he or she searches the market for the best offer that suits the driving needs. The information can be acquired from family and friends who have used a MacBook before, newspapers, commercial sources such as adverts and displays, and an individual knowledge regarding the product (Solomon, Dahl, White, Zaichkowsky, & Polegato, 2014).  After evaluation and consideration of alternative products, the consumer goes ahead and buys the product. The evaluation of the product after purchase is the last step which involves post-purchase consumption. In this last stage, the consumer evaluates the worthiness of the product towards satisfaction of his or her needs.
[bookmark: _Toc521084243]Group Influences
A customer’s behavior can be prejudiced by several small groups. These groups include friends, family, reference groups and opinion leaders. In Canada, there are distinct groups that lead to the existence of a common culture or tradition. Teenagers that live in households that are accustomed to using certain products will eventually find themselves using the same products. If a student wants to buy a laptop, he or she is likely to buy the same brand that is being used back home. Again, televisions are used for advertisements and due to this; teenagers are highly influenced by televisions (Godey, Manthiou, Pederzoli, Rokka, Aiello, Donvito, & Singh, 2016). A product that is always being talked about on TV or by people that are considered intellectual is likely to be purchased by teenagers. In school, people walk in packs and in these packs, you find that all of them have iPhones and Macs from Apple. Opinion leaders, tend to give crucial information about a product and in so doing, they influence consumer behaviors towards that product either positively or negatively. 
[bookmark: _Toc521084244]Marketing Strategies		
The marketing mix used by Apple shows how the company is able to match the products with the business activities. This section gives the insights about how the 4P’s work for Apple. 
[bookmark: _Toc521084245]Product Mix
Apple sells a variety of products which range from phones, laptops, and music players. Moreover, the laptops come in many forms and designs such as MacBook Air, MacBook Pro, iMac, and iMac Pro. The diversification can be seen in the products produced by the company in order to tap into the varied consumer needs and capabilities (Londhe, 2014). 
[bookmark: _Toc521084246]Place
Apple has different supply channels. The company's marketing mix assumes a holistic tactic in distributing of products. MacBook laptops can be found in authorized retailers, Apple stores, fulfillment services, and online Apple stores. The company uses retailers like Target, Wal-Mart, and Best Buy for their distribution purposes. Third parties are allowed to sell products online through the fulfillment service. 
[bookmark: _Toc521084247]Promotion
This market mix encompasses the activities that are meant to sell the company’s image (Londhe, 2014). The mix aids the company in reaching customers in every corner of the targeted market. For people who want to buy laptops and other products from Apple, they can easily find information regarding their ideal products in advertisements, from public relations and sales promotions of the company as well as personal selling. Personal selling provides employees with the opportunity of attracting customers in Apple Stores and retail shops. Again, for promotional purposes, Apple may offer old models of laptops to students at a reduced price.
[bookmark: _Toc521084248]Pricing 
The company's pricing of its product assumes a premium strategy (Thao, & Tsanthaiwo, 2017). While meeting the expectations of the consumer, this mix ensures that prices of laptops and other products reflect on the company. The pricing is meant for a certain class of people who are able to maintain the product. Nevertheless, the company is able to maintain its profit margins because of the fact that the premium prices bring about high profits. 
[bookmark: _Toc521084249]                                                  Conclusion
In a nutshell, Apple is the big company that is popularly known for premium products and services. The target market for this company is the teenagers and the millennial. In as much as the high prices drive away certain people from the purchase of the product, the pricing of MacBook laptops is worth it. Students are among the targeted market because they require laptops for varied reasons and at some point, it is a must to have a laptop while in school depending on the course one is undertaking. The product mix keeps the Apple Company at the top of the chain by ensuring the products reflect on the company’s operati0onal activities.
[bookmark: _Toc521084250]Recommendations
Laptops are an essential part of a student's life. That said, pricing of the products must be able to accommodate the level of income of a student. After all, most students require laptops for the purpose of studying.  Again, the company should come up with a way that people are able to purchase the laptops on an installments plan. A student might not be able to pay the whole price at once in as much as he or she wants to buy a laptop. In this case, to change the notion of students regarding pricing, the company should collaborate with the institution and come up with a plan where the students will be able to pay for the products in a small bit.
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