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Introduction
Many experts have argued that the success of Apple is as a result of brand loyalty that has been built over the years that the company been in operation. But, there are those of the opinion that the mono-segmentation positioning in the market which makes it appealing to a particular market. According to the reports provided by Vinerean, Cetina, Dumitrescu, and Tichindelean (2018), most of the users of the company products are below the age of 34. The reports also established that Mac Book computers have been highly associated with students. Therefore, the research will address students as the target market for Apple and the key concepts that make the students the obvious targets.
Product to Be Discussed
	The products in this study of consumer behavior is the Mac Book computer manufactured by Apple Company. In the telecommunication market, Apple products have developed to become arguably the most popular devices used in offices, schools and at homes (Williams, 2014). But it is with the students that the Mac computers are very popular with. In this case we will consider the students in the United States as the target market for Mac Book computers.


Target Market under Study
As part of the marketing strategies in Apple, market segmentation is an important factor to consider. Apple is known to design and market its products targeting a specific population with an aim of capturing the future markets. As much as the company has built a formidable brand name ever since its establishment in 1977, market segmentation is at the core of the marketing strategies of this company (Brodie et al., 2013). A research conducted by the firm in 2018 indicated that most of the individuals that buy Apple computers are students, with majority of them coming from higher learning institutions. The report shows that at least 65 percent of all the students in higher educational institutions own a Mac Book laptop. From these statistics, it is evident that Apple has found a way into the hearts of many students across the United States and around the world. The decision of Apple to target the students as there preferred market is as a result of several concepts of consumer behavior. 
Concept Areas
1. Personality
The personality of most students in schools especially in higher education institution can be defined as ambitious. This study will analyse how the ambitious personality of student makes them a target market for Apple products, in this case, the Mac Book.
2. Perception
The perception of a consumer is determined by the previous information that the consumer has about a specific products. In this case, the knowledge that the students have about the Apple products which makes them prefer the products (Spenner, & Freeman, 2013). This information may be resultant from the influence of Apple as a brand, marketing and information from other users.
3. Values
The concept of value is the importance of a product to the consumer (Williams, 2014). For the case of Mac Book in this research, a student will value it according to how he or she thinks the product will be helpful in school.
4. Self-concepts
The idea of self-concept is the thoughts that an individual’s explanation of being a student. In this case, self-concepts provide the image of the students and the type of products that the student should be associated with.
5. Attitude
The attitude of a consumer towards a product is also influence by the knowledge that they have had about the products (Williams, 2014). However, attitude is rather irrational though that is convinced by an individual, mostly as a result of personal influence. 
6. Decision-making Process
For student who want to use computer for the purpose of study, their decision is influenced by the benefits they would get from acquiring a specific product (Spenner, & Freeman, 2013). Since most of the students are well informed about the performance of different devices, they would want a computer that performs well in a school context
7. Group Influence
Group influence in the marketing of Apple products is a very practical concept when it comes to analyzing the consumer behavior of students. Every student would want to associate him or herself with the products that are considered superior by their peers (Spenner, & Freeman, 2013). This concept is a psychological behavior where students want to have a sense of belonging.
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Information and Data Sources

	
	Name of Source
	Document title
	Authors
	Page References
	Publish Date

	1
	International Journal of Business and Management
	The effects of social media marketing on online consumer behavior. 
	Vinerean, S., Cetina, I., Dumitrescu, L., & Tichindelean, M. 
	
	2013

	2
	Harvard Business Review
	To Keep Your Customers, Keep It Simple
	Patrick Spenner and Karen Freeman
	
	May 2012

	3
	Harvard Business Review
	What We Really Know About Consumer Behavior
	John Deighton
	
	29 November 2011

	4
	Journal of Consumer Research
	When Identity Marketing Backfires: Consumer Agency in Identity Expression
	Amit Bhattacharjee, Geetha Menon, and Jonah Arkin Berger
	
	August 2014

	5
	Journal of Consumer Research
	Emotions and Consumer Behavior
	Patti Williams
	
	February 2014

	6
	Journal of Consumer Research
	Creating the Responsible Consumer: Moralistic Governance Regimes and Consumer Subjectivity
	Markus Giesler and Ela Veresiu
	
	30 July 2014

	7
	Journal of business research
	Consumer engagement in a virtual brand community: An exploratory analysis
	Brodie, R. J., Ilic, A., Juric, B., & Hollebeek, L.
	
	2013

	8
	Harvard Business Review
	Your Customer’ Behavior Is a Competitive Advantage
	Michael Schrage
	
	16 January 2015

	9
	Harvard Business Review
	Change Consumer Behavior with These Five Levers
	Keith Wood
	
	6 November 2012

	10
	Journal of International Consumer Marketing
	Cross-cultural consumer behavior: A review of research findings
	De Mooij, M., & Hofstede, G
	
	2011



Executive Summary of the Sources
1. This article provides an explanation of how the use of social media has influenced consumer behavior especially those below the age of thirty. The article highlights how a specific group can influence those in the same categories to opt for a popular product.
2. The second article highlights how marketing is becoming an overwhelming concept among the consumers. In this case, a company should consider value over branding to maintain its customers.
3. This article links human behavior and marketing. The article provides an insight into how certain human behaviors influence the decision made by companys when marketing their products. The article also claims that the study of human psychology can be a very important topic in establishing effective marketing techniques.
4. The fourth article analyses the alternative to marketing strategy incase branding seizes to be effective. The other states that branding in the modern day business environment is not effective like during the early eighties when the idea was being introduced. Therefore, to ensure that a company markets its products effectively, one should consider other consumer behavior rather than creating a brand that implicitly identifies with the consumer behavior.   The authors brought out the idea of psychology as an important factor to consider before one opts for a  
5. This article explains about how consumer behavior is mostly influenced by emotional appeal and how the consumer feels about a specific products. In this case, rationale plays a limited position in influencing the decision made by the consumers of the products
6. This article looks at the ways in which morality in consumption of products can be increased. This article analysis some of the weaknesses that the consumers have when it comes to making rational decisions when buying products. Currently, the market is filled with very many companies that offer similar products thus the consumer can be easily influenced negatively. Therefore, the idea here is to ensure that the consumer is left in safe hands.
7. This article provides an insight into how the consumer of a particular product are responsible for branding the products through virtual communities. The article describe how the social media platforms have made the development of brand names a very simple task. Such companies target the younger generations who are the most frequent user of social media. Also, the authors describe how engagement with the social media community can be more effective way of influencing a specific target market; in this case, the youths.
8. This article shows how various multinational companies are taking advantage of the information about consumer behavior to succeed in their endeavors. The article give an example of a statement made by JetBlue Executive manager on how they improve their airline survives. The manager stated that it through simple things such as being nice to the customers. The author emphasized on the idea of emotional appeal as a very effective method of enduring of marketing.
9. The authors of this article provide information on how companies can adopt new approaches that may alter the natural behavior and decision making of their customers through a conceptual framework. This framework will involve an interpersonal relationship with the customers.
10. Understanding a cultural context can be very useful in influencing the attitude of the consumer towards a specific product. Therefore, the author highlights the ways of marketing depending on the cultural contexts.
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