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Managing Brands over Geography
Apple Company is a technology company that operates under the computer hardware and software, consumer electronics, and cloud computing industry. The company entered the 2010s decade as one of its major brands, iPhone, started to be popular in the market, and became its most successful product (Yoffie et al, 2012). Over the last decade, Apple has increased sales for iPhone as one of its main brands and diversified into producing and marketing other products as tablets, wearables, and ventured into offering services. In developing and reinforcing its brand equity and becoming a leader in the industry, Apple Inc. has put in effort in advertising its products and providing products that are focused on consumer satisfaction, experience, and solutions over the decade.
Fading Brand
        A fading brand defines a previously rampant company or product currently being or has already been phased out given different factors such as poor planning and marketing, inability to keep up with a highly competitive market environment, and bad strategies for positioning the company’s products. For instance, Adobe Flash Media is on the way to fading up. Due to high levels of competition, the number of users for the brand has decreased by almost 63%( Yoffie et al, 2012). To revitalize the brand, the company can formulate more consumer-friendly and satisfying strategies and invest in encountering the high market competition witnessed.
Product Origin
        One of the reasons I care about the origin of the products I own is the regulations regarding consumer protection, security, and privacy. That is why I own an iPhone product, given the company’s strict regulations on privacy and consumer satisfaction. Alibaba products are one of the products imported from China (Qing, 2008). In China, marketing of the products is done through regular advertising and giving discounts to customers.
Nike
        The difference between website themes for Nike in the USA and Canada is that the Canadian website provides pictures of regular people wearing Nike outfits. The outline of different brands' sizes and ages is given at the bottom. In contrast, the USA website has celebrities sponsoring the outfits, and the female gender appears more than the male gender (Maurizio, 2011). The similarities in brand equity are in the kind of imaging and outfits communicated on both websites.
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