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THE APPLE
HARKETING PHILOSOFHY

EMPATHY ~ FOCUS - IMFUTE

He normally think of marketing in terms of forecasting, stratesic and
rroduct elanning, selling, advertizing, wmerchandizing and the like. Hhile
theze functions are indeed the kernel of marketing, Aeprle believes there
are more fundamental concepts which determine the success with which thew

are rerforned. Everdsthing we do in the marketing derartment revolves
around one or wmore of these concerts. The ezsence of RAprle’s marketing

philosorhy is contained in Just thres words...empaths, focus, and impube.

Empaths = Understanding so intimate that the feelinss, thoushts., and
motives of one are readils comprehended bs ahother. If we have empathy for
our customers and dealers, we will truls understand their nesds better than
ans other comrany. He will know how thew feel about our products and about
firrle, what thousht Frocess they so throush before making a decision to

bud, and what wmotivates their actions. Just ‘beins sensitive’ is nhot
enoush to do an ArPle marketin3d Job.... it takes intimate understandins of
our customers, fellow emplovees, competitors, and our dealersicee..

eMFatLhd.

Focus - A thoroush and comrlete understanding of the marketelace
alwavys provides more orpPortunities than can  or should be attacked. In
order to do a 3cod Job of those thinss that we decide to do, we nmust
eliminate all of the unimFortant orPortunities, select from the remainder
only those that we th: the resources to do well, and concentrate our
efforts on them. s resuires that we set priorities carefulld,
and that we discirline ourselves 1o relisiously stick to our rlans.

Inpute = the Process by wh wieression of a Froduct, comPans or
person is formed by mentalls transferring the characteristics of the
communicating media to the Frocuct, CcomPany or Ferson. In other words.
peorle D00 Judse a book bu c 3 comPany by its representatives, a
product’s Suality by the sualit: collateral materials etc. Here are

Just a few examprles of how Aeprle - Uzed this CONCEFLa...

He created the impressiiy < st HArple was a successful comPany D
advertisins  like a successful conrans. He created the impression that the
Rerle II was a hish «aualits Froduct be producing hish suslity ads,

brochures, manuals, and other collateral wmaterials. He created the
imFression that Aprle was a hishly sclid compans bs makins and Publicizine
contracts with larse, hish credibilits orsanizations like Dow Jonesz. Bell &
Howell, and ITT.. He created the imrression of beins an “industry leader’
by arransin3a for articles to be rublished on us in mador masazines such as
Business Week, Time, and Fortune.

The 9eneral impression of Arrle Computer Inc. (our imaZz) 13 the
combined result of esverwthins the customer sees, hears or feels from FrFle.
not  hecessarily what Reeple actually is! He may have the best Froduct, the
hishest. <uality, the most useful software etcs if we present them in &
slirshod mannsr, Lhts will be rerceived as slipshod, 1f we present them 1n
s creative, profescional marvers we will imPute the desired aualitics.
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